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ABSTRACT 

In difficult financial times, companies face various moral issues to try to keep up with their competitors. Although these 

issues have a direct impact on employee decision making, businesses rarely address how employees should assess the 

ethics of their actions and incorporate ethics into their decisions along with CSR practices. Often this can be alleviated by 

creating and maintaining a corporate culture with a focus on ethics and CSR. Corporate culture is often considered to be 

both a source of various problems and the basis for solutions and is certainly a factor that determines how people behave 

in an organization. The role of management in the organizational culture is important as it both acts as a role model for 

the employees and can also directly influence the behavior and culture to improve organizational performance. This paper 

tries to identify the relationship between CSR, organizational culture and ethics among the employees of retail industry at 

Bangalore city, where retailing is by far developing day by day and creating complex and competitive situations to the 

organizations. 
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INTRODUCTION 

Like many of management and social science definitions, Corporate Social Responsibility is fraught with definitional 

problems, which makes it difficult for a uniform platform to assess firms’ responsiveness to it. Defining Corporate Social 

Responsibility is not easy. First, this is because Corporate Social Responsibility is an “essentially contested concept,” being 

considered as valued “internally complex,” and having relatively open rules of application (Moon, Crane, and Matten, 

2005:433–434). Second, Corporate Social Responsibility is an umbrella term overlapping with some, and being 

synonymous with other conceptions of business-society relations (Matten and Crane, 2005). Third, it has clearly been a 

dynamic phenomenon (Carroll, 1999).  

Owing to the range of contrasting definitions, the notion of Corporate Social Responsibility has led to the emergence of a 

variety of practices (Freeman 1984; Crane and Matten 2004; Welford 2004; Habisch and Jonker 2005; Fairbrass et al 2005; 

Moon, Siegel, 2008; Lockett, Moon, and Visser, 2006). In brief, the concept of Corporate Social Responsibility has 

evolved considerably since it first emerged in the 1950s (Carroll 1999; Freeman 1984:38; Carroll and Beiler 1977; 

Sturdivant 1977). As a result there appears to be disagreement about what the term means, whether it should be 

implemented, how or why it should be implemented (Welford 2004; Stigson 2002). 

Corporate Social Responsibility involves a commitment by a company towards the sustainable economic development of 

the society. It means engaging directly with local communities, identifying their basic needs, and integrating their needs 

with business goals and strategic intend. 

In addition to a company’s shareholders, its stakeholders include its employees, the communities in which it operates, 

suppliers, customers, government and society at large. In the opinion of Davis Blomstorm (1975), it is the obligation of 

decision makers to take actions  that protect and improve the welfare of society as a whole along with their own interest. 

Protecting and improving are two aspects of social responsibility. “To protect” implies avoiding negative impact on 

society, whereas “to improve” implies creating positive benefits for society. 

It is interesting to observe that number of researchers have attempted to list the relation of business with CSR practices. 

This approach to CSR research has well established the importance of Corporate Social Responsibility practices of the 

business houses. Even though a number of studies have been conducted on corporate social responsibility practices and 

organizational culture and business ethics, only a few studies have been made so far in India. Most of the studies deal with 
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corporate social responsibility practices in abroad. From this, it follows that, not many comprehensive and authentic 

research studies are available dealing with corporate social responsibility practices in relation to organizational culture and 

business ethics with special reference to Retail Industry companies. 

While there were not many empirical studies to support the linkage between CSR practices and organizational culture and 

business ethics. While majority of the published studies do show a significant relationship between CSR practices and 

organizational culture and business ethics, these relationship are neither universal nor consistent (Moon 2008).Although 

some authors advocated the best practices approach, there is no consensus among authors with regard to the best CSR 

practices. 

There is no denying the fact that considerable work remains to be done in investigating the various dimensions of corporate 

social responsibility practices in the Indian context. Thus, there exists a strong need to critically examine the present state 

of affairs as far as corporate social practices are concerned. The views and perceptions of the executives of the companies 

regarding the role of companies in discharging their social responsibility as based on their organizational culture is needs 

vital consideration. It is inevitable to make pragmatic and specific suggestions and recommendations to guide the policy 

makers, managements of companies and various stakeholders in the matter of efficient, trustworthy, effective and 

transparent practices and disclosures of corporate social responsibility. 

It is evident from the review of many literatures that no serious and worth mentioning study has so far been conducted on 

corporate social responsibility practices in relation to organizational culture and business ethics in Retail industry in India 

especially in Bangalore city. 

Most of the empirical studies on Corporate Social Responsibility practices in organization and their relationship were done 

in United States (Porter 2006). In India, there are a few studies that have investigated the role of Corporate Social 

Responsibility in organizational effectiveness and sustainability. So far there has been no Corporate Social Responsibility, 

organizational culture and business ethics linkage study in a particular industry especially in Retail Industry as such. 

Moreover, one of the most important gaps in Corporate Social Responsibility literature is the possible absence of empirical 

work that links Corporate Social Responsibility with organizational culture and business ethics. Hence, there is a challenge 

in establishing the relationship between Corporate Social Responsibility, Organizational culture and Business ethics. With 

this research gap identified , the present study has been undertaken to survey and analyze the social responsibility practices 

of small, large and multinational Retail companies operating in Bangalore city. 

This study highlights the culture of the firm and business ethics as the two variables. A combination of these two variables 

will influence the degree to which an organization can be deemed to be Corporate Social Responsibility oriented. The 

growth rate of the Indian Retail  industry has been substantially higher than the global Retailing  (Kumar 2014) This study 

with regards to the issue of social responsibility and aims to examine a number of gaps in the literature that have been 

previously outlined as well as establishing measures of determining the effectiveness of corporate social responsibility 

practices then analyzing the relationships of organizational culture and business ethics through primary data. Hence a study 

of CSR practices in Retail companies in India is quite appropriate, relevant and contextual. 

OBJECTIVES OF THE STUDY 

The present research aims at studying the corporate social responsibility practices of small, large and multinational 

companies of Retail  Industry in relation to organizational culture and business ethics and the socio-economic variables. 

The aforementioned aim was further specified in the form of following objectives. 

1) To study the association between the variables such as Corporate Social Responsibility and Organizational Culture, 

Corporate Social Responsibility and Business Ethics of the Retail  companies; 

2) To investigate the influence and impact of socio demographic variables viz., size of the company, age, gender, marital 

status, educational qualification, experience, monthly income and total family income on Corporate Social Responsibility, 

Organizational Culture and Business Ethics of the Retail  companies. 

HYPOTHESES 

Ho: 1 There is no significant association between the variables such as Corporate Social Responsibility and Organizational 

Culture, Corporate Social Responsibility and Business Ethics of the Retail companies. 

Ho: 2 There is no significant influence and impact of socio demographic variables on Corporate Social Responsibility, 

Organizational Culture and Business Ethics of the Retail  companies. 

http://jespublication.com/


www.jespublication.com 
Page No:694 

 

Vol 11, Issue 4 , April/ 2020 

ISSN NO: 0377-9254                                  

  

 

 
 
 

TOOLS AND ADMINISTRATION 

Since there was no prior instrument available for studying Corporate Social Responsibility practices in retail companies, 

especially in India, a new instrument was developed. The instrument has been examined for its validity and reliability and 

it has been empirically established for the meaningful analysis of the present study. The procedure for testing of the 

reliability and validity of the instrument is explained in this chapter. The Organizational culture scale by Priya Nair and 

C.N. Daftuar(2001), adapted and standardized by Dr. Tara Sabhapathy (2006), later was modified and reconstructed by the 

investigator and Business Ethics by Dr. P. Kamashi adapted and standardized by the investigator (2008) has used for the 

study. 

These tools were administered to the samples taken from three types of companies small, large and multinationals of Retail 

sector by the researcher. Directions were clearly given to the respondents about how they should respond to each of the 

above tool. The purpose, nature and scope of the research were explained to each of the respondents. Thereafter, informed 

consents were obtained from them, after assuring confidentiality regarding the information shared. 

SAMPLING DESIGN 

POPULATION AND SAMPLE OF THE STUDY 

The population of the study was retail companies have head office in Bangalore. Bangalore was selected because it has 

been recognized as the Retail Hub of India and has the largest number of retail companies when compared to other 

southern states of India and its convenience for the data collection. The questionnaire was administered to only those 

employees who had a minimum of one year work experience in the company. This has been done in order to avoid new 

employees who had no sufficient information about the organizational culture of the company. 

Using Retailers Association of India RAI membership as a measure, the number of Organized retail firms were 892 in 

India and the proportion of companies in Bangalore was 21percentage ie, 187 companies, (RAI Annual report 2019). A 

sample of 80 companies contributing 40% of the population was decided for the study. Out of that, the usable data for the 

study was only 69 companies that contributes 37% of the population. 

A convenience sample of retail  employees drawn from 69 companies in Bangalore city was chosen for the study.  

DATA COLLECTION 

A total of 1000 employees from 80 different retail  companies working in different levels and positions like sales 

executives, managers and other front office sales people and other executives were approached for data collection. An 

internal coordinator was identified in each company in order to facilitate the data collection based on the number of 

employees in each unit. Out of 410 responses collected from 69 companies, 350 responses were usable ones. The 

responded 69 companies out of 80 approached companies yielding a response rate of 86.25%. 

LIMITATIONS OF THE STUDY 

The sample size was not quite large owing to the nature of the study and difficulty in collecting data from the respondents. 

The study considers only cross sectional data a longitudinal study may provide better casual connections. The Sixty nine 

companies chosen were not representative of the wide variety of firms that practices Corporate Social Responsibility, but 

were chosen because they were recognized for their Corporate Social Responsibility, and therefore, could be exemplars of 

best practice. Retail Companies which are under the Retailers Association of India (RAI) only has been considered for the 

study. 

ANALYSIS AND DISCUSSION 

Table 1 shows the impact of socio-economic variables on corporate social responsibility. The statistical test to find the 

impact of socio economic variables on Corporate Social Responsibility indicates that the Type of company (F=14.84*), 

Experience in the present organization (F=3.47*), Monthly Family income (F=3.27*), and Gender (z=9.25*) are found to 

be significant at P<0.05. 

Therefore, alternative hypotheses are accepted. In other words, the socio-economic variables such as type of company, 

experience in the present organization, monthly family income and gender have significant impacts on Corporate Social 

Responsibility practices of Retail  companies. 

However, Duration of establishment (F=0.84), Age (F=2.27), total Experience (F=2.31), Monthly self-income (F=2.09), 

Marital status (z=1.91) and Educational background (z=0.78) are found to be non-significant at P>0.05. 
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Therefore alternative hypothesis are rejected. In other words, there are no significant impacts of socio-economic variables 

such as Duration of establishment, Age, Total experience, Monthly self-income, Marital status and Educational 

background on Corporate Social Responsibility practices. 

Table 2 exhibits the impact of socio-economic variables on organizational culture. The statistical test to find the impact of 

socio-economic variables on organizational culture indicates that the Type of company (F=10.92*), Age (F=4.40*), Total 

experience (F=4.26*), Family monthly income (F=4.59*) and Educational background (z=1.96*) were found to be 

significant at P<0.05.Therefore alternative hypotheses are accepted. In other words, there are significant impacts of 

socioeconomic variables such as Type of company, Age, Total experience, Family monthly income and Educational 

background on organizational culture. 

However, Duration of establishment (F=1.31NS), Experience in the present organization (F=2.68NS), Monthly self income 

(F=1.64NS), Gender (z=0.44NS), and Marital status (z=1.67NS) were found to be non-significant at P>0.05). Therefore the 

null hypotheses are accepted and alternative hypotheses are rejected. In other words, there are no significant impacts of 

socio-economic variables such as Duration of establishment, Experience in the present organization, Self-income, Gender 

and Marital status on Organizational Culture of Retail  companies. 

Table 3 indicates the impact of socio-economic variables on attitude of Business Ethics. From the table it is clear that the 

impact of socio-economic variable namely type of company on Attitude of business ethics is significant. Hence alternative 

hypothesis is accepted. This means that there is a significant impact of type of companies (F=10.36*,P<0.05) on Business 

ethics Attitude of Retail  companies. 

The table further reveals that the impact of Duration of establishment (F=0.43) Age (F=0.95), Total experience (F=1.29), 

Experience in the present organization (F=1.35), Self income per month (F=1.80), Family income per month (F=1.83), 

Gender (z=0.05), Marital status (z=0.70), Educational background (z=0.80) are not significant since the obtained z values 

are less than the table value 0.05 level of significance. Hence, the null hypotheses are accepted.  

This means that there is no significant impact of the socio demographic variables such as duration of establishment, Age, 

Total experience, Experience in the present organization, Self income, Family income, Gender, Marital status, Educational 

background on Business ethics Attitude of Retail  companies. 

Table 4 indicates the impact of socio-economic variables on practice of Business Ethics. From the table it is clear that the 

impact of Type of company (F=6.53*), Age (F= 4.45*), Total experience, (F=5.37*), Marital status (z=1.97)*, and 

Educational background (z=2.26*) were found to be significant on practice of Business ethics, Hence  alternative 

hypothesis is accepted. In other words, there is a significant impact of type of companies, Age, Total experience, Marital 

status and Educational background of respondents on Business ethics practice of Retail  companies. 

The table further reveals that the Duration of establishment (F=0.11), Experience in the present organization (F=1.38), 

Monthly self-income (F=2.43), Monthly family income (F=1.65) and Gender (z=0.48) are not significant since the 

obtained F values are found out less than the table value at 0.05 level of significance. 

Hence, the null hypotheses are accepted. This means that there is no significant impact of the socio-economic variables 

such as Duration of establishment, Experience in the present organization, Self-income, Family income and Gender on 

Business Ethics practice of Retail  companies.  

RESULTS OF PREFERENTIAL RANKING 

The Table 5 shows the response on stakeholders in order of preference. The table clearly shows the preferential ranking 

average of the stakeholders viz, shareholders, employees, creditors, customers, supplier of goods, competitors, and local 

community and the government and regulators of the Retail   companies. 

From the results of preferential ranking average it is clearly observed that, in the order of ranking of the stakeholders the 

first rank goes to employees (2.77), followed by customer (2.85). Shareholders (3.07), Government and regulators (5.10), 

Local Community (5.34), Creditors (5.40), Supplier of Goods (5.58) and Competitors (5.89). This finding is in conformity 

with that of McWilliams and Siegel (2001) and states, “one important stakeholder group whose responses to Corporate 

Social Responsibility may be impactful is a firm’s employees”. 

This finding is also in conformity with the studies of (Sachs et al.2006) who found that the firm devoted much attention to 

employees. Hamid (2004) also supports the above findings as the content analysis of the financial services industry 

reported that firms in this industry focus on customers and employees as primary stakeholders. 
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McWilliams and Siegel, (2001)states one important stakeholder group whose responses to Corporate Social Responsibility 

may be impact is a firm’s employees 

IMPLICATIONS OF THE STUDY 

The result of the One-Way ANOVA exhibits significant difference in Corporative Social Responsibility practices with 

reference to Small, Large and Multinational Retail  Companies. It provides deeper insights on CSR practices of the Retail  

Companies. The One-Way ANOVA result reveals that multinational companies have significantly greater score on the CSR 

dimension of Stakeholder value than small and large scale companies. This implies that multinational companies are of the 

opinion that stakeholder value and CSR practices have a nexus which holds great importance. If a company has to 

formulate a good CSR policy for itself, in its entirety, it must target stakeholder value creation and thus the latter can be 

successfully achieved. The recognition of stakeholders concept has been dominated in view of the emergence of industries 

that depend more on knowledge workers. Therefore, the small and large retail companies also have to take initiatives to be 

admired by all the stakeholders. Thus, the corporate boards of these companies have to take a middle course- one that 

perfects and enhances shareholder’s wealth, while satisfactorily managing the real stakeholders aspirations and interest. 

Employee experience is a crucial factor in all the variables such as corporate social responsibility, organizational culture 

and business ethics. The study reveals that as the number of years of experience increases the level of Corporate Social 

Responsibility, organizational culture and business ethics also increases and vice versa. This implies employees have more 

number of years of association with the organization have more understanding of the organizational norms, polices and 

practices, this will leads to the higher adaptation to the organizational culture practices. Grusky (1966) found that 

organizational culture and commitment increased with number of years spent in the organization. It is suggested that time 

invested becomes a valued resource in itself, while the privileges associated with the length of the service makes it easier to 

derive additional organizational rewards. This implies that organizational rewards have to be given in relation to length of 

the service to motivate and increase the commitment of the existing employees. While recruiting new employees induction 

programs should throw light on the responsibility to the society, organizational culture and ethical practices of the 

organization. 
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TABLE 1  Impact of Socio Economic Variables on Corporate Social Responsibility 
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TABLE 2 Impact of Socio Economic Variables on Organizational Culture 
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TABLE 3  Impact of Socio-economic Variables on Attitude of Business Ethics 

 

 

 

 

 

TABLE 4 Impact of Socio economic variables on Practice of Business Ethics 
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PREFERENTIAL RANKING 

TABLE 5  Responses on Stakeholders in Order of Preference 
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