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Abstract 

The study sought to contribute to the general body of knowledge and research work in corporate 

social responsibility. The research work also aimed to establish the most prevalent forms of CSR from 

the literature and ascertain how CSR influences customer behavior and businesses. Corporate social 

responsibility is a contentious subject for managers of businesses and their stakeholders. However, this 

paper’s purpose is to bridge the various pieces of CSR knowledge in literature by systematically 

reviewing a collection of articles on the subject and drawing valuable conclusions relating to the 

various paradigms or schools of thought. The researcher, for this study, identified and critically 

reviewed twenty (20) recent articles on CSR that were gathered from highly recognized and profiled 

research databases, including Google Scholar, Research Gate, Emerald (database), Elsevier 

(database), Pro-quest, Scopus, and Springer. Persistent themes on the prevalent forms of CSR; and the 

influence of CSR on consumer behavior and business performance were observed. It became clear that 

defining CSR is an arduous task because of the different perspectives of researchers and managers of 

organizations. Nevertheless, CSR is simply an organization getting back to the people it serves or 

produces for and offering any form of help that revolves around the environmental, the social, the 

economic, the stakeholder, and the voluntariness themes: In conclusion, CSR, no matter the angle it is 

looked at, there is enough evidential proof from the literature that when implemented well, yields 

enormous benefits to the community and respective businesses. 

Keywords: Benefits, Business Performance, Consumer Behaviour, Corporate Social Responsibility 

(CSR). 

Introduction 

“The present age is money-dominated. 

Everyone is running after money, and the efforts 

and energy of the world are being spent on 

increasing the organizational wealth” [1]. This 

pursuit of economic gains or wealth is often 

associated with negative connotations such as a 

deteriorating physical environment, hazardous 

workplaces, pollution, discrimination against 

certain groups in society, urban decay, and other 

social problems [2], as cited in [1]. As a result, 

the need for companies and organizations to 

become ‘responsible’ in their operations became 

important in modern times, and corporate social 

responsibility (CSR) was birthed. This birth was 

first formalized by [3] in his influential book 

Social Responsibilities of the Businessman 

when he coined the term ‘social responsibility.’ 

The corporate dimension of the concept of social 

responsibility was introduced by the inclusion of 

institutions and enterprises in the discussion of 

social responsibility through these two crucial 

questions: Can a business afford to ignore its 

social responsibilities? [4]; what does the 

business person owe to society? [5]. Since then, 

the issue of corporate social responsibility has 

been an ever-growing point of discussion [6]. 

From a discussion point, usually in academic 

circles, corporate social responsibility has 
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gradually matured to become part and parcel of 

the business economy: shaping how businesses 

and organizations relate to consumers and 

society. CSR has grown and transformed so 

rapidly that it has become a framework for how 

businesses operate in society or the standard of 

behavior to which a company must subscribe to 

impact society positively and productively [7]. A 

2015 study on CSR by Cone Communications 

and Ebiquity [8] showed the magnitude of CSR 

for companies in modern times when it reported 

that “consumers have officially embraced 

corporate social responsibility – not only as a 

universal expectation for companies but as a 

personal responsibility in their own lives” [8]. 

This shows that as stakeholders of businesses 

and organizations, consumers are affected by 

companies’ implementation of CSR as part of 

their business practices. An increasing number 

of studies, reports, and surveys show this. 

According to a study by Cone Communications 

[8] in the United States of America, the Cause 

Evaluation Survey, 83% of the study’s 

participants said that companies have a 

responsibility to help support societal causes; 

92% said they saw a company in a more positive 

if the company supported a cause they care 

about, and 87% are likely to stop buying or 

patronizing one product and move on to another 

if the other product is associated with good CSR 

practices [9]. More than two-thirds (69%) of the 

participants of that study said that they consider 

a company’s business practices (if the company 

practices CSR in how the environment is 

affected, how employee welfare is managed, and 

how transparent the company’s finances and 

other affairs are) when deciding what to buy [9]. 

Further, it is found that 72% of the study 

participants want their employers to do more to 

support social issues such as health, education, 

environment, and economic development [9]. 

Further surveys also show that consumers 

penalize companies for irresponsible social 

behaviour. According to the Cone study [9], 

85% of the participants said they would consider 

switching to another company’s products or 

services if a company engaged in negative 

corporate responsibility practices; 79% would 

not invest in the company’s stock; 77% would 

not work at such a company; 66% would boycott 

a company’s products or services, and 66% 

would be less loyal to their jobs [9]. The results 

of this study indicate a positive relationship 

between a company’s CSR actions and 

consumers’ purchase intentions and attitudes 

toward that company. Consumers’ attitudes 

towards companies, such as purchasing and 

investing, are influenced by the companies’ 

practice of CSR or ethical practices [8, 10-12]. 

A substantial number of studies have 

endeavoured to investigate the impact of 

corporate social responsibility on the 

performance of companies. Most studies on the 

topic have found a significant positive 

relationship between corporate social 

responsibility (CSR) and financial performance 

[12]. However, some other studies reported 

weak but primarily positive correlations between 

CSR and business performance in terms of 

customer purchasing behaviour and loyalty and 

profitability [8, 12-18]. In a review of 95 studies, 

in which corporate social responsibility 

strategies or practices in the business sector, 

such as environmental preservation practices, 

community support campaigns, charitable works 

and donations, and employee welfare 

management were treated as the causal 

antecedents of financial performance measured 

in terms of increased profits, market 

performance as well as stock performance, it was 

revealed that 53% of the studies reported 

findings that indicated a positive relationship 

between CSR and business or financial 

performance; whiles 24% found no significant 

influence, 5% showed a negative correlation, 

and 19% produced mixed results [19]. 

Corporate social responsibility is a 

contentious and debated subject for managers of 

businesses and organizations and their 

stakeholders. This is because the literature is 

profligate, with widely varying and contrasting 

definitions and associated theories, dimensions, 
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conceptualizations, and terminology. “The 

concept is constantly being re-examined and 

redefined to serve the changing needs and times” 

[20-21]. While certain fundamentals of CSR 

remain the same, CSR issues are varied, 

especially the implementation and the 

importance given to CSR in various industries or 

sectors, the underlying settings, and the varied 

emphases made in different parts of the world. 

Thus, this paper aims to bridge the various 

pieces of CSR knowledge in literature by 

systematically reviewing a collection of articles 

and papers on the subject and drawing valuable 

conclusions relating to the various paradigms or 

schools of thought. This study also seeks out to 

contribute to the general body of knowledge and 

research work in corporate social responsibility. 

Methodology 

This study employed a systematic literature 

review methodology, specifically, a literature-

based analysis aimed at contributing to the 

literature by revealing the influence of corporate 

social responsibility on consumer behavior and 

the impact of CSR on business performance. A 

literature-based analysis refers to the systematic 

review of a specifically and intentionally 

collected set of research articles and other 

academic publications or literature to discover 

new associations between or connect the 

knowledge that already exists from empirical 

research [22]. This is done by revealing these 

associations between knowledge in the literature 

that are implicated and mostly overlooked. The 

literature-based analysis does not add new 

knowledge through empirical studies such as 

laboratory experiments but, instead, contributes 

to existing knowledge in literature. The 

researcher identified, selected, and critically 

reviewed research from multiple databases to 

answer the study’s formulated questions. 

Data Collection 

The researcher, for this study, used only 

secondary data, which refers to data that has 

already been collected for some other purpose 

[23]. Secondary data is helpful for this study’s 

purpose of revealing the influence of corporate 

social responsibility on consumer behavior and 

the impact of CSR on business performance. 

Recent articles on corporate social 

responsibility, consumer behavior, and business 

performance were gathered from the following 

research databases: Google Scholar, 

ResearchGate, Academia.edu, Emerald 

(database), Elsevier (database), Pro-quest, 

Scopus, and Springer. 

Data Analysis Procedure 

Twenty (20) research articles on corporate 

social responsibility and consumer behavior, and 

business performance were picked by the 

researcher and analyzed using thematic analysis 

to draw out persistent themes on the prevalent 

forms of CSR, the influence of CSR on 

consumer behavior, and the impact of CSR on 

business performance. The thematic analysis 

allows for the analysis of data sets selected from 

the literature on a particular topic area – in this 

case, research articles from the literature that 

focused on corporate social responsibility and its 

relationship to consumer behavior and business 

performance [24]. Relevant and prevalent 

themes related to the practice of CSR by 

business managers that were associated with 

business performance were extracted from 

excerpts from the selected papers. These themes 

were then analyzed to extract, among the wide 

variety of findings on the correlation between 

CSR practices and business performance, the 

effects of CSR on consumer behavior, such as 

purchasing, and the impact of CSR on business 

performance, for instance, in terms of 

profitability and growth. 

Results 

Twenty (20) research articles on corporate 

social responsibility, consumer behavior, and 

business performance were picked by the 

researcher and analyzed using thematic analysis. 
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Persistent themes on the prevalent forms of 

CSR, the influence of CSR on consumer 

behavior, and the impact of CSR on business 

performance were observed. Table 1 indicates 

the perspectives of the various research works 

reviewed on the topic: 

Discussion 

The discussion and analysis are done 

considering the study’s objectives, as stated 

above. 

Table 1 shows the list of 20 Twenty (20) 

research articles on corporate social 

responsibility and consumer behavior, and 

business performance that were picked by the 

researcher and analyzed using thematic analysis 

to draw out persistent themes on the prevalent 

forms of CSR, the influence of CSR on 

consumer behavior, and the impact of CSR on 

business performance. 

Definitions and Paradigms or Schools of 

Thought of CSR 

Dahlsrud [25], from the literature, postulates 

that the definition of CSR is inconclusive due to 

how CSR has evolved over the years and how 

researchers and organizations perceive CSR to 

be. 

Dahlsrud [25] suggests that a single and 

universal definition of CSR is less of a problem, 

especially for businesses. Dahlsrud [25] further 

suggested that businesses’ focus should be on 

how CSR is understood in various contexts and 

how to use the above themes under which CSR 

is discussed during the development of business 

strategies. The suggestion of Dahlsrud [25] sinks 

well with reason because the geographical area 

and the people who will eventually be the 

beneficiaries of the CSR activity by the 

organization have their own needs, which they 

would want the CSR activity to address. That 

brings out the context or setting, and any CSR 

activity chosen will fall within one or more of 

the above themes. This is supported by Moir 

[26], who reviews the literature on the ideas and 

definitions of corporate social responsibility 

(CSR) to come up with a broad understanding of 

what is meant by corporate social responsibility; 

and delves into theories such as the stakeholder, 

social contracts, and legitimacy theories to 

establish how and why businesses and 

organizations might adopt and implement CSR 

strategies. Moir [26] then discusses that even 

though methods for assessing CSR performance 

are debatable and not widely agreed upon, it is 

becoming evident that establishing principles for 

action and using stakeholder analysis and 

engagement is the way to determine business 

firms’ CSR activities in a precise manner. How 

can an organization embark on a CSR activity 

which encompasses one or more of the themes 

discussed by Dahlsrud [25] for a geographical 

area and not involve the people and opinion 

leaders of the area? 

Frederick [27] reports on the gradual change 

in the literature of corporate social responsibility 

(CSR) schools of thought from the 

philosophical-ethical conceptions of the practice 

of CSR, which was mainly focused on solving 

societal issues to the concept of corporate social 

responsiveness and emphasized that companies 

only engage in CSR activities as a way of 

avoiding or minimizing social pressure. Most 

companies today, however, employ both schools 

of thought. When a company sees CSR as a 

means of solving societal issues, the people 

benefit greatly because their societal problems 

can be resolved systematically through the 

company’s CSR activities. On the other hand, if 

the CSR region is based on reaction or 

responsiveness, the company will only act when 

it receives pressure from the people. In that case, 

the company may only do something for the 

people if no reactions emanate from them. 

According to Cochran [28], corporate social 

responsibility (CSR) has matured from a small 

school of thought into a complex and 

complicated concept that has become central to 

the decision-making of most corporate bodies. 

Cochran [28] looks at the evolution of CSR over 

the years to the point where modern conceptions 

of CSR contend that socially responsible 
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activities can, and should, be used to improve 

business practices and that most, if not all, 

economic decisions should be screened for their 

social impact. He argues that businesses and 

organizations that successfully implement CSR 

strategies or models are more likely to earn 

better reputations with their employees, 

customers, governments, and media, which puts 

them in good stead to gain higher profits. 

Despite its popularity in the business and 

management literature, Brammer et al. [29] 

argue that discussions on Corporate Social 

Responsibility (CSR) have largely ignored the 

role of institutions and focused on CSR as a 

series of activities that are decided upon by 

businesses. They are considered either as a way 

to endear or recommend businesses to various 

communities and stakeholders or as a group of 

restrictions placed on management. Brammer et 

al. [29] look at understanding CSR through the 

lens of institutional theory. They suggest that, 

rather than take CSR as part of the routine 

activities of businesses, CSR should be 

considered holistically from the historical and 

political underpinnings affecting business 

decisions on whether to engage in social work 

and in which forms. According to Brammer et al. 

[29], looking at CSR through the lens of 

institutional theory exposes the lack of a 

universal definition of CSR while establishing 

the premise that CSR may be considered in one 

context as mostly voluntary policies and 

programmes sometimes with legal, or other 

forms of institutionalized backing. 

According to Michael, B. [30], three schools 

of practice appear to be developing within the 

literature based on the role of CSR in 

development: the neo-liberal school (focused on 

self-regulation by industry according to the risks 

and benefits of CSR activity), the state-led 

school (focused on national and international 

regulation and cooperation) and the ‘third-way 

school’ (focused on the influence of profit-

making or non-profit businesses). However, 

using ideas relevant to the broader development 

field, each of these schools of practice may be 

questioned. Namely, the neo-liberal school does 

not address the misallocations of capital 

generated by CSR. The state-led school does not 

address the fundamental politics behind CSR 

promoted by the government. The ‘third-way 

school does not address the self-interest inherent 

in CSR. 

Based on Carroll’s four domains of corporate 

social responsibility [31] and the Pyramid of 

CSR [32] model, the authors draw up an 

alternative three-domain approach to 

conceptualizing corporate social responsibility 

(CSR) that consist of the three core domains of 

CSR depicted in a Venn model framework: the 

economic domain which describes activities 

which are intended to have either a direct or 

indirect positive economic impact on the 

business, the legal domain which relates to the 

business firm’s responsiveness to legal 

expectations mandated and expected by society 

in the form of various regulations at different 

levels of governance, and the ethical domain 

which talks to the ethical responsibilities of 

business firms as expected by the general 

population and relevant stakeholders. According 

to the authors, the Venn model of economic, 

legal, and ethical responsibilities suggests that 

neither of the three domains is of more 

significance relative to the others. The 

framework reveals seven CSR categories due to 

the overlap of the three core domains as depicted 

in the Venn model, which indicates how CSR 

may be conceptualized, analyzed, and 

implemented by business firms. 

Garriga and Melé [33] attempt to mainstream 

the many corporate social responsibility (CSR) 

theories and related approaches into four groups: 

1. Instrumental theories, in which the business 

or organization is seen as only a profit-

making business or entity with CSR 

activities implemented only acknowledged 

to achieve financial results. 

2. Political theories encompass CSR activities 

used to consolidate power by businesses or 

organizations in society and whether this 
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power is used responsibly in the political 

arena. 

3. Integrative theories, in which the business or 

organization is focused on satisfying the 

demands of consumers and society at large, 

and, 

4. Ethical theories are based on the ethical 

responsibilities of businesses or 

organizations to society. 

According to the authors, each CSR theory 

presents four dimensions related to profits, 

political performance, social demands, and 

ethical values. The findings suggest the 

necessity to develop a new theory on the 

business and society relationship, which should 

integrate these four dimensions. 

The Influence of CSR on Consumer 

Behavior and the Impact of CSR on 

Business Performance 

In a bid to come up with a consolidative 

understanding of Corporate Social 

Responsibility (CSR) by looking at the 

importance of CSR in corporate marketing 

strategies, Hildebrand et al. [34] draw from 

social identification, organizational identity, and 

corporate marketing schools of thought and 

expose the critical role of CSR as a tool for 

creating and securing corporate identities. 

Hildebrand et al. [34] established that CSR is the 

best tool, when used right, for corporate 

marketing departments of companies to ensure 

solid and lasting relationships with stakeholders, 

both internal (through perceived identities) and 

external (through corporate reputations). 

Businesses should endeavor to plan, operate, and 

assess CSR strategies with all stakeholders to 

ensure that the different identities of 

organizations are consolidated and aligned and 

that they permeate all facets of the organization’s 

efforts to communicate their values and products 

or services. Hildebrand et al. [34] concluded 

that, when done right, CSR ensures not only 

tangible returns in marketing, society, and the 

environment but the loyalty of stakeholders. 

Corporate social responsibility (CSR) has 

become a priority for businesses due to the 

publicity or reputation garnered by the 

businesses, from the exposure given to their 

efforts at implementing CS strategies, when 

governments, social activists, and the media 

measure, evaluate, or rank and publicize their 

social performances [35]. Porter and Kramer 

[35] added that the publicity or reputation gained 

by business CSR engagement, with moral 

obligation, sustainability, and a license to 

operate, is one of the primary justifications for 

businesses engaging in CSR. However, Porter 

and Kramer [35] articulate that businesses need 

to harness CSR’s competitive advantage. They 

see CSR as costs they must endure, restrictions 

imposed on them, or acts of charity they must do 

to appease society instead of seeing CSR as a 

source of great opportunities for the benefit of 

both businesses and society. 

Kramer and Porter [35] advise that businesses 

see CSR as building shared value in business 

practices and the social dimensions of business 

competitiveness instead of CSR being only 

about what a business has done wrong or being 

a way of assisting local charitable organizations 

or disaster relief to the vulnerable in society. 

In an attempt to create a more compelling 

business case for Corporate Social 

Responsibility (CSR) in business that can reach 

beyond current limitations, Kurucz et al. [36] 

provide a general overview of the key-value 

proposals that are found in the literature by 

criticizing and defining certain assumptions 

about these approaches to defining CSR business 

cases which are usually presented as the four 

general ‘forms,’ namely, cost and risk reduction, 

competitive advantage, reputation and 

legitimacy, and synergistic value creation. To 

that effect, [36] suggested that a ‘better business 

case’ for CSR represents, at a global level, the 

changing conditions for companies. 

Consequently, Kurucz et al. [36] presented three 

guidelines for developing a more 

comprehensive, complex, and convincing 

business case for CSR: 

14



1. Acknowledging system complexity 

(moving from a reductive approach to a 

pluralistic or integrative way of planning for 

the business and value creation). 

2. Building an integrative capacity for a more 

holistic approach (where CSR moves from 

corporate to value‐based communities 

where employees see themselves or their 

work as part of something bigger than 

themselves), 

3. taking a pragmatic approach (encouraging 

managerial experimentation with new 

business models for value creation). 

In this overview, Brønn and Vrioni [37] look 

at Cause-Related Marketing (CRM) as a famous 

and influential marketing and communication 

tool that leverages Corporate Social 

Responsibility (CSR) to construct and form the 

reputational credibility of a business which 

serves to entrench the loyalty of customers, 

establish a business as distinct in the market and 

offer a competitive advantage over its peers. 

A study [37, 38] surmised that the predicted 

improvement in the reputation of a company due 

to CRM campaigns tends to rely a great deal on 

how its clients view the reasons for the 

involvement of the company in CSR initiatives 

and the amount of support offered to the 

initiatives by the company. They added that 

consumers were more likely to respond 

positively to CRM campaigns and form loyal 

bonds with companies if they had a low level of 

skepticism. They then suggested that companies 

build fundamental know-how on how consumers 

perceive businesses and what they want in 

exchange for their patronage of business 

products and services. CSR initiatives can 

promote good functional two-way 

communications with various stakeholders to 

decrease their skepticism and improve loyal 

relationships, which leads to improved benefits 

and advantages over the competition. 

In a paper that combines two studies, Becker-

Olsen, and Hill [39] exploit consumers’ 

expectations of the suitability of, the motivation 

behind, and the timing of Corporate Social 

Responsibility (CSR) programs that are 

embedded in promotions by companies that seek 

to influence customers and distinguish their 

product or service offerings – in a bid to add to 

the growing body of literature on corporate 

marketing. The studies reveal that initiatives that 

have low suitability hurt customer values, 

behaviors, and intentions regardless of the 

motivation behind the company’s program and 

that initiatives that are highly suitable but are 

motivated by profits have the same effect [39]. 

Also, the timing of CSR or social intervention 

programs, whether they are in anticipation of 

social or environmental issues (proactive) or 

only meant to salvage or save face (reactive), is 

seen by consumers as an informative signal, with 

the studies indicating that only those CSR 

interventions which are highly suitable and 

proactive contribute, somewhat positively, to a 

change in the values, behaviors, and intentions 

of consumers. 

The authors [40] offer an in-depth, high-level 

analysis of the literature on five important CSR 

topics: stakeholder engagement, 

implementation, communication, measurement, 

and the business case for CSR practice, and 

conclude that, even though many businesses and 

organizations struggle to deal with it, the 

practice of CSR has transitioned from being a 

research topic in the literature to reality for 

businesses and organizations, such that it has 

become a necessity for firms to re-strategize 

their business practices to include more social 

and ethical standards to improve on their 

commitment to the practice of CSR. 

To examine the relationship between 

corporate governance characteristics, such as 

board size and government ownership, and the 

extent of corporate social responsibility 

disclosure, content analysis was used to extract 

the CSR disclosure items from the annual report 

and websites of Malaysian public listed 

companies from January to December 2006. 

Hierarchical regression analysis was employed 

to inspect the relationship between the corporate 

social disclosures index and the board size, 
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board independence, duality, audit committee, 

ten largest shareholders, managerial ownership, 

foreign ownership, and government ownership. 

The results showed that only government 

ownership and audit committee are positively 

and significantly correlated with corporate social 

responsibility disclosure, with government 

ownership having the most significant influence 

over the level of CSR disclosure [41]. 

Lichtenstein et al. [42] report on four studies 

designed to build on recent research that 

suggested that the corporate social responsibility 

(CSR) activities of businesses and organizations 

can improve the affection of their customers 

towards them. The first study reported that CSR 

activities affect customers’ purchasing behavior 

and even customer donations to non-profit 

organizations supported by their companies of 

choice. The second and third studies built on the 

first study’s findings by adding a new variable, 

customer-corporate identification, which 

indicated a relationship between business firms’ 

CSR activities and customer donations to non-

profit organizations supported by these firms. 

However, these studies’ findings also showed 

that customer donations might improve due to 

customers seeking to do good by donating to 

non-profits, even though supporting firms may 

have poor CSR track records. Finally, the fourth 

study tested how CSR behavior relates to the 

non-profit activity of business firms. 

In all, the result of the four studies, according 

to the authors, was that CSR implementation 

could result in increased benefits in profit and 

non-profit terms: increased customer purchases 

and better evaluations and increased customer 

donations to non-profits supported by firms. 

To determine whether consumers expect 

companies to be socially responsible, the author 

Mohr et al. [16] used in-depth interviews with 

consumers to determine the impact of corporate 

social responsibility (CSR) activities 

implemented by business firms on the 

profitability of these firms. According to the 

results, consumers were primarily positive 

toward business firms that implemented CSR 

activities; however, most study respondents still 

needed to use a firm’s CSR strategy to decide on 

purchasing behaviour. 

Conclusion 

From the selected 20 publications and the 

subsequent analysis, it became clear that 

defining CSR is an arduous task because of the 

different paradigms and perspectives of 

researchers and managers of organizations. 

Nevertheless, CSR is simply an organization 

getting back to the people it serves or produces 

for and offering any form of help that centers or 

revolves around the following themes: the 

environmental theme, the social theme, the 

economic theme, the stakeholder theme, and the 

voluntariness theme. One of the key things that 

stood out was that the bottom-up approach is 

preferred when deciding on what to do for the 

people in terms of CSR activities specifically. 

There must be consensus building as to the 

priority needs of the people in the area so that the 

CSR activities will benefit the people. Again, it 

was realized that CSR could take any shape in 

terms of dimension: a village setting, a town 

setting, and a national setting. 

On consumer behavior, most researchers 

concluded that companies involved in CSR 

enjoy the patronage of the services and products, 

thereby increasing their revenues and profits in 

the end. It was noticed from research that 

consumer behavior could be affected by a firm’s 

CSR strategy. Consumers may consider CSR 

activities and contributions before purchasing 

and remain loyal. 

On business performance, it was also seen 

that there is a positive relationship between CSR 

activities and business performance. This results 

from the increased patronage of the company’s 

services and products, resulting in sales and 

revenues due to the company’s CSR it 

undertakes. 

Because the people want more from the 

company regarding CSR activities, they would 

also want the company to exist and always be in 

16



business. This will propel them to patronize the 

company’s services and products. 

In a concluding statement, CSR, no matter the 

angle it is looked at, there is enough evidential 

proof from the literature that when implemented 

well by organizations, the people benefit, and the 

company also benefits; there is always a mutual 

benefit. 
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