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Communicating Corporate Social
Responsibility in the post mandate
period: Evidence from India
Nayan Mitra1*, Asif Akhtar2 and Ananda Das Gupta3

Abstract

The concept of Corporate Social Responsibility (CSR) underwent a overhaul in India for certain large, stable
companies post the passing of the Companies Act, 2013. It transited from being a voluntary, sporadic exercise
to mandated, objective, structured, transparent and accountable compliance - not only to the Government,
but also to the other stakeholders and most importantly, to the Companies themselves. As a result, Corporate
Communication on CSR became extremely relevant. Moreover, study of mandated CSR (here, under the
Section 135 and Schedule VII of the Companies Act, 2013) also became a new area for knowledge creation.
Although, much research has been done in the past to assess the relationship of CSR Communication with
CSR and study the relationship of CSR with regards to Firm Performance, yet, this investigation remains the
first empirical study done in the post-mandate period between the years 2015–2017, barely two years since
the Act came into existence.

Keywords: India CSR, Corporate social responsibility, CSR communication, Mandated CSR, Section 135,
Schedule VII, India, Empirical study, CSR mediator, Firm performance, Emerging economies, Intangible benefits,
Reputation, Image

Introduction
CSR communication has gained a momentum in India
in recent times (2014 onwards), not only because the
firms feel strongly to communicate their CSR efforts,
but also, because it is mandated by the Section 135 of
the Companies Act, 2013 (Appendix 1) that requires the
Board of the stipulated Companies to: “after taking in
account the recommendations made by the CSR Com-
mittee, approve the CSR policy for the Company and
disclose the contents of such Policy in its report and also
place it on the company’s website, if any, in such manner
as may be prescribed.” This act of including CSR Com-
munication within the statute has made it not only more
relevant, but also more serious. However, this “process
of communicating the social and environmental effects
of organizations’ economic actions to particular interest
groups within society and to the society at large” (Gray
et al. 1996; Wang 2013) is not new.

Different scholars at different times have recognised
different philosophies of various Companies for commu-
nicating their CSR efforts. Kotler and Lee 2005 observe
that while some recommend “don’t be shy,” others have
a company policy to “ let others do the talking.” What-
ever be the philosophy, a CSR Communication plan can
minimize ‘company anxiety’ regarding CSR communica-
tions as over-promising or declarations of rightness and
good intentions that could cause mistrust of consumers
and stakeholders creating the opposite effects from those
expected (Das Gupta 2012). Yet, any discussion on CSR
or its Communication will remain incomplete unless it’s
effect on the firm performance is gauzed. After all, the
purpose of any business is to maximise profit.

Literature review
The concept of CSR has had a long and diverse history
in extant literature. Murphy (1978) classified four broad
CSR eras that embraced the period before and after the
1950s, as follows (Table 1). Infact the year 1950 is popu-
larly known as the beginning of the modern era in CSR.
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In 1979, Carroll proposed a four-part definition of
CSR which was embedded in a conceptual model of cor-
porate social performance (CSP), where he defined the
social responsibility of businesses as encompassing the
economic, legal, ethical, and discretionary expectations
that society has of organizations at a given point in time.
During the 1980s, a ‘social responsibility agenda for

the 1980s’ was set forth by Frederick (2006) that closely
corresponds with, or was slightly ahead of, business con-
cerns and practices during this period.
The prominent themes which continued to grow and

take center stage in the 1990s included the following:
corporate social performance (CSP), stakeholder theory,
business ethics, sustainability, and corporate citizenship
(Carroll 2008). However, a careful analysis of these defi-
nitions reveal that they are more in the nature of
micro-definitions. These micro-definitions, more often
than not, fall within the macro concepts of CSR, that
“reflects three distinct, discontinuous perspectives,
namely, shareholder value, societal value and stake-
holder value” (Rath & Gurtoo, 2012).
However, Stanaland et al. (2011) opined that the per-

ceptions of a company’s attitude toward CSR are influ-
enced by its corporate marketing efforts like its
communication (Schiefelbein 2012; Mitra 2015). Hence,
regardless of the philosophic perspectives on corporate
recognition, developing a communications plan for the
initiative is a best practice (Kotler and Lee 2005).

CSR communication and corporate social responsibility
In a climate that is arguably marked by more informed
publics and a critical media, companies are facing more
clearly articulated expectations from customers and con-
sumers regarding their contributions to sustainable de-
velopment, which puts pressure on them to maintain
transparency and be proactive in communicating with
its publics (Ghosh 2014; Mitra 2015). CSR Communica-
tion objectives should, therefore, signal desired audience
outcomes; e.g., increase in awareness, concern, partici-
pation, and/or individual behaviour change (Kotler
and Lee 2005; Mitra 2015). This shows that, firms
that undertake CSR activities with a strategic intent
(intention to gain) should initiate a respectful and

honest communication with their customers (Noland
and Phillips 2010; Isaksson 2012).
Infact, Sethi (2014), Mitra (2015) feels that CSR re-

ports, Business Responsibility Reports and Sustainability
Reports are instruments to manage reputation; therefore
should be the essence of a robust communication
strategy.

Corporate social responsibility and firm performance
On the other hand, Shaista and Sara (2014), evaluated
and found a positive correlation between CSR and
organizational performance. Evidence from research in-
dicates that CSR is associated with profitability, and con-
tributes to employee commitment and customer loyalty
(Fraedrich and Ferrell 2008; Friday 2015). This profit-
ability can be measured in terms of financial perform-
ance and non-financial performance. While financial
performance calculates only financial measures;
non-financial performance tries to measure the intan-
gible benefits for the company such as corporate repu-
tation and image (Schwaiger 2004) increased employee
motivation (Epstein and Roy 2001), improved brand
image (Heal 2005) and the like (Mishra and Suar 2010).
Today, business performance is no longer measured only
in terms of the balance sheet value, but by the positive
impact of business on the shareholders and other
relevant publics (Friday 2015). Infact, there has been an
abundance of management accounting literature
highlighting the inadequacies of relying primarily on fi-
nancial performance measures for performance meas-
urement and evaluation (e.g., Kaplan 1984; Bromwich
and Bhimani 1994; Abdel-Maksoud et al. 2005; Lau and
Martin-Sardesai 2012). By filling in the gaps left by fi-
nancial accounting, nonfinancial measures promise to
complete the picture of a company’s performance (Ittner
and Larcker 2003).
As a matter of fact, within the past few years, the import-

ance of intangible assets in general and the significance of
corporate reputation in particular have grown rapidly
(Schwaiger 2004). Taking into consideration that companies
showing strong reputation have better access to capital
markets, which decreases capital costs (Beatty and Ritter
1986) and lowers procurement rates (Schwalbach 2000), it

Table 1 Four Broad CSR Eras Before and After Year 1950 till 1978

Period Role of CSR

up to the 1950s ‘philanthropic’ era, in which companies donated to charities more than anything else

1953–67 ‘awareness’ era, characterized by more recognition of the overall responsibility of business
and its involvement in community affairs

1968–73 ‘issue’ era, in which companies began focusing on specific issues such as urban decay, racial
discrimination, and pollution problems

1974–8 and, continuing beyond ‘responsiveness’ era, where companies began taking serious management and organizational
actions to address CSR issues

Source: Adapted from Carroll 2008
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is obvious that a company’s profitability ceteris paribus
grows with a better reputation (Schwaiger 2004).
Generally construed, reputation is the overall estima-

tion of a company by its stakeholders (Fombrun 1996).
A favourable reputation can be a strategic resource that
improves performance (Hall 1992; Deephouse and
Ourso 1997). Infact, McGuire et al. (1990) provide evi-
dence indicating that the reputation-performance ef-
fect may operate in both directions: a firm’s financial
performance affects its reputation, but its reputation also
affects its performance (Roberts and Dowling 1997).
Infact, it has also been demonstrated that investing in a
positive CSR image and reputation aligns with the ideas
of relationship management and allows companies to
reach their commercial goals more easily (Perez and
Rodríguez del Bosque 2013).
This Literature review from Section “CSR communica-

tion and corporate social responsibility and Corporate
social responsibility and firm performance” forms the
basis of the following hypothesis:

H1: There is a significant relationship between CSR
Communication and (Variable) Corporate Social
Responsibility.

H2: There is a significant relationship between
(Variable) Corporate Social Responsibility and Firm
Performance.

Research gaps
Literature review further pointed out a distinct gap in
research in an emerging economy context, as

� Current literature on CSR focuses heavily on
instances from developed western markets
(Eberhard-Harribey 2006, Knights and O'Leary
2006, Vuontisjärvi 2006, Habisch et al. 2005, etc.),
and the replicability of these findings on the
emerging markets, e.g., of Asian countries, is
lacking (Khan, 2008);

� Challenges faced by the developing countries with
respect to CSR are different as compared to
challenges faced by the developed countries
(Ghosh 2014; Chatterjee and Mitra 2017).

So, even within emerging economies, India was se-
lected as ‘there has been little emphasis on CSR re-
searches in Asian developing countries as compared
to the West’ (Ghosh 2014; Erden and Bodur 2013).
Moreover, in the management literature, only recently,
some work has been done on CSR in Asian devel-
oping countries (Chapple and Moon 2005; Erden and
Bodur 2013).

Thus, a research adaptation in India is justified, as fur-
ther literature review reveals that:

i). Empirical evidence from CSR research in India
suggests that there are differences with regard to
India’s perceptions, operationalization and
expectations of CSR practices when compared
to those of the West (Kumar et al. 2001; Mohan
2001; Ghosh 2014).

ii). India largely retains its own characteristics,
adopting only some aspects of global mainstream
CSR (Ghosh 2014).

iii). Researches on mandated CSR are a new field of
study as CSR statute in India, itself, has been
introduced only in the year 2013 and has come into
effect from Financial Year 2014–15 (Chatterjee and
Mitra 2017).

iv). Lack of empirical research post the passing of the
mandate (Chatterjee and Mitra 2017).

These research gaps led to this empirical investigation
that was conducted between the years 2015–2017, barely
2 years since the CSR mandate came into force in India
and concerns itself solely with the new area of study,
mandated CSR. By using the term ‘mandated CSR’ in
this research, we refer to the Section “Introduction”35 of
the Companies Act 2013 (Appendix 1) that was intro-
duced in India after replacing the 57 years old Compan-
ies Act of 1956.

Research objectives
Thus, from the research hypothesis and the research gaps,
the objectives of this research can be framed. The objec-
tives, therefore, are mainly to establish the relationship
between CSR Communication and (Variable) Corpor-
ate Social Responsibility; and between (Variable) Cor-
porate Social Responsibility and Firm Performance.
Additionally, the mediating role of (Variable) Corpor-
ate Social Responsibility between CSR Communication
and Firm Performance has been analysed; and (Vari-
able) Corporate Social Responsibility strategy for large
Indian firms in the context of their firm performance
has been suggested/ proposed.

The conceptual framework
In order to attain these objectives, the conceptual model
or the theoretical structure of assumptions, principles,
and rules that holds together the ideas comprising a
broad concept (Conceptual framework n.d.), in this re-
search is as follows (Fig. 1):
The variables in the above model can be under-

stood with the help of Table 2. In the Conceptual
Model (Fig. 1) above, it is observed that (Variable)
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CSR acts both as a dependent as well as an inde-
pendent variable (Table 2).
In other words, in this research, (Variable) Corporate

Social Responsibility (VCSR) is a mediator variable,
that is, the variable that causes mediation between the
dependent and the independent variables. The different
abbreviations and connotations used to denote the vari-
ables of the Conceptual model are as follows (Table 3):
Thus, the (Variable) CSR used in this research is dif-

ferent from that of the CSR in the developed countries
and contributes to improving the governance, social,
ethical, labour, environmental conditions of the develop-
ing countries. Here, the context is India.
Moreover, in this research, Firm Performance will

measure only the intangible or non-financial firm per-
formance like that of reputation and image through the
eyes of one of its key stakeholders (employees) with re-
spect to its competitors.

Research methodology
This study is a part of the larger and more indepth in-
vestigation of Mitra’s (2017) research, titled ‘Corporate
Social Responsibility: A study of Strategic Management
and Performance in Large Indian Firms’ which is an
adaptation of Isaksson’s (2012) research (with due per-
mission), titled ‘Corporate Social Responsibility: A study
of Strategic Management and Performance in Swedish
Firms.’ Thus, since this study has already been done in
part in Sweden, this is a conclusive research, that ‘tests
and authenticates the propositions revealed by explora-
tory research’ (Chawla and Sondhi 2011). Here, the ex-
ploratory research is Isaksson’s 2012 empirical research,
that has been developed using a qualitative research as a
base. However, just to assess the content validity of the
reconstructed instrument, a pilot study was done among
5 subject experts (3 Academicians and 2 practitioners).
Their inputs have guided the research not only during
the pilot study in finalizing the questionnaire, but also in

firming up the research methodology, research analysis
and discussion phase.
The research design can be understood with the help

of the following Fig. 2:
However, at every stage, secondary data search formed

the basis of comprehension and corroboration of quanti-
tative findings.

Sampling design
In order to identify the right database to classify the
large Indian firms, a literature review of the previous
CSR researches in India was done that divulged the use
of certain repositories, some of which have been docu-
mented in Table 4.
On analysing the above-mentioned databases, it was

found that Prowess suffers from many limitations, for in-
stance, there are many firms operating in the Indian
Automobile industry which are not listed in the Prowess
database. Moreover, it is known that there are firms
within this sector which control the entire production of
certain components and such information disappears be-
cause of the aggregation problem of industrial classifica-
tion adopted by the Prowess database. This is true in the
case of many other sectors such as drugs and pharma-
ceutical industry (Beena 2014). Hence, the Prowess data-
base was eliminated from our consideration.
On the other hand, a correspondence with the repre-

sentative of ‘Karmayog.org‘(on January 8, 2015) con-
firmed that their definition of ‘largest company’ are
based on 500 largest companies listed in BSE based on
their sales; however, the Karmayog Rating has not been
updated post 2010. Hence, the Karmayog CSR rating
was also eliminated from our consideration.
Moreover, literature review of all the researches men-

tioned in Table 4 revealed that the BSE/ NSE database
was more suitable for qualitative investigations that uses
secondary data analysis and not so much for quantitative
researches using interview techniques. This belief was
re-inforced by the five subject experts (3 academicians
and 2 practitioners). Hence, there was a dilemma in go-
ing ahead with this database.
As this debate was going on, as to which database to

use, India was going through a reformation in its CSR
arena. India was speaking the language of not only ‘large’
companies, but also, ‘large, stable companies,’ (Chatterjee
and Mitra 2017) who had to spend 2 % of their average
net profits made during the three immediately preceding
financial years, in pursuance of its CSR policy, under the
Companies Act of 2013. Keeping this transformation in
view, the criteria for inclusion in the research was nar-
rowed down to the selection criteria as laid down by the
Government under Section 135 of the Companies Act,
2013. The rationale behind this selection was that these
are the Companies, who are not only large in a certain

Fig. 1 Conceptual Research Model, Source: Researchers’ Own

Table 2 Key Constructs of the Study

Stage Independent variables Dependent variable

1 CSR Communication VCSR

2 VCSR Firm Performance

3 CSR Communication Firm Performance

Source: Researchers’ Contribution
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financial year, but also large and stable over the last 3
years.
A list of these Companies was received from the In-

dian Institute of Corporate Affairs (IICA) repository
of the ‘Top 2500 CSR Companies’ CSR Crawler Mas-
ter Database in April, 2016, which formed the sam-
pling frame of the research. These companies covered a
wide range of Indian industries including automobiles,
pharmaceuticals, consumer goods, power, energy, oil and
natural gas, Information technology, and service sector.
Moreover, all of these Companies fell within the CSR
statute under the Company’s Act, 2013 (and hence, the
stipulated criteria required for this research).

Tools for data collection
Data has been collected from both primary source with
the help of a questionnaire as well as secondary source
to validate research hypotheses. The survey instrument
(questionnaire) was also developed based on literature
review, where the items measuring the constructs in the
conceptual model has been influenced by the existing

literature and then formatted in a consecutive order,
with the exception of the CSR Index.
In India, there is an absence of a CSR Index. Only re-

cently, “on September 23, 2013, BSE Ltd. (formerly
known as the Bombay Stock Exchange Ltd.) and the
Indian Institute of Corporate Affairs has signed a
Memorandum of Understanding (MoU) in Mumbai to
work collaboratively to develop a CSR Index, which will
be the driver for CSR practices for the Indian Corporate
World and an ideal option for investors to put their
money for ‘responsible investment’” (BSE India 2015). It
is still under process. Till the time, when the official
CSR Index is formulated, the catalogue of Schedule VII
under the Company’s Act, 2013 has been used, that
closely substantiates the Index for CSR Research in
India.
The pitfalls of the questionnaire method were checked

by an iterative process of pretesting and pilot survey.
This ensured scientific rigour and resulted in a robust
research instrument.
While developing the items, following were given em-

phasis: ensuring readability of each item; preventing

Table 3 Guide to Abbreviations and Connotations of Variables Used in Conceptual Model

Variables Abbreviations Connotation in this conceptual model

CSR Communication VCOM “The process of communicating the social and environmental effects of organizations’ economic actions to
particular interest groups within society and to the society at large” (Gray et al. 1996).

(Variable) Corporate Social
Responsibility

VCSR “The formal and informal ways in which business makes a contribution to improving the governance, social,
ethical, labour, environmental conditions of the developing countries in which they operate, while remaining
sensitive to prevailing religions, historical and cultural contexts” (Visser 2008). Here, the context is India.

Firm Performance VFP Non-financial performance; “intangible benefits for the company such as corporate reputation and image”
(Schwaiger 2004).

Source: Researchers’ Compilation

Fig. 2 Research Design, Source: Researchers’ Contribution
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usage of double barrelled items, ambiguous pronoun ref-
erences and positive and negatively worded items (De
Vellis 2003). Special emphasis was given to avoid con-
fusing questions, gratuitous unconstructive questions,
leading or loaded questions (Groves et al. 2004; Page
and Meyer 2000; Whitley 2002; Khan 2014). Both for-
malized and unconcealed, and formalized and concealed
questions were used.
A total of 24 items were shortlisted based on intensive

review of previous literature, Isaksson’s (2012) question-
naire and the judgement of 5 subject experts. The inter-
val scale was used so that the respondent is able to
answer the questions on a continuum scale. The ques-
tions were constructed on a 7 point Likert scale, mainly
on an Agreement scale where 1 signifies ‘Entirely Dis-
agree’ (ED) and 7 signifies ‘Entirely Agree’ (EA). Also, a
few questions based on effectiveness scale, where 1 is ‘Ex-
tremely Ineffective’ and 7 is ‘Extremely Effective’ were
used.
Response from Section 1 formed the sample descrip-

tion, used to describe the basic features of the data in
the study and provide simple summaries about the sam-
ple and the measures; whereas Section “Literature re-
view” provided the data for the inferential statistics of
the research.
As literature review showed that Indian managers are

generally averse to responding to questionnaire surveys,
and statistically significant response rates are rare (Khan,
2008), the self-developed instrument (questionnaire) was
sent to all 2500 Companies for self-administration with
a covering letter assuring confidentiality of the usage of
data. A self-administered questionnaire saves time, cost
and manpower and, thus, it is advisable to use in case of
a large sample.

Planning and collecting the data for research
Respondents included professionals who are a part of
the CSR team of the Company. So, the respondents
could be from various Departments, viz. Human Re-
source, Legal, Communication or Strategic Management
in the Company, but should be a member of the CSR
team of the Company. It was noticed that since struc-
tured CSR is a new phenomenon in India, initiated only

after the passing of the CSR mandate, hence, even the
largest of the Companies in India lacked a formal CSR
department. This observation corroborates with Mishra
and Suar’s (2010) findings, which states: “Like a recent
survey which finds that CSR activities of many Indian
companies are mainly handled by public relations or hu-
man resources department rather than a CSR depart-
ment (Sagar and Singla 2004), our survey also finds that
90% of the surveyed companies have neither an
exclusive-department nor a specific budget for CSR.”
Data was collected from April to November, 2016.
A web-enabled version of the master questionnaire

was developed in googledocs and sent through e-mail
with a covering letter to the 2500 companies, which had
e-mail addresses. 93 emails returned immediately out of
which 48 were ‘mailer-daemon (unavailable email)’ and
45 ‘not in office’. There was no response from the rest of
the 2407 (2500–93) companies. The mail was sent again
to the 2452 (2500–48) Companies after a lapse of fifteen
days and again, 65 e-mails returned as ‘not in office’ and
still no response from the 2387 (2452–65) Companies.
Baruch (1999) has identified two primary reasons for

non-response, viz.

a) Failure to deliver the questionnaires to the intended
population and

b) The reluctance of people to respond.

This was a genuine concern. While, it was confirmed
that the questionnaire was reaching the intended popu-
lation, then, the reason for this non-response was the re-
luctance of the respondents. Baruch and Holtom (2008)
observed that such reluctance may occur due to reasons
such as time constraint, topic irrelevance, or company
policies to not participate in surveys (Krishnan and
Poulose 2016).
A new strategy was then undertaken. The question-

naires were sent to the 2452 Companies again a third
time and extensively followed-up one by one over phone
on an ongoing basis. Contact was established and vari-
ous other social media like text messages/ whatsapp/
email were used opulently to solicit response. This
method of multiple survey mailings, incentives to

Table 4 Use of Databases in CSR Researches

Database CSR researchers

Prowess database of CMIE (Centre for Monitoring Indian Economy
Pvt. Ltd.)

Mishra and Suar 2010; Ghosh 2014.

Karmayog CSR Rating Gautam and Singh 2010; Sharma and Kiran 2011; Guha 2011; Shanmugam
and Mohamed 2011; James 2012; Saxena and Kohli 2012; James 2013; Dutta
and Singh 2013; Ajith 2014.

BSE (Bombay Stock Exchange)/ NSE (National Stock Exchange) Rana and Misra 2010; Kansal and Singh 2012; Haldar and Mishra 2015; Chandra
and Kaur 2015.

Source: Researchers’ Compilation
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respond and personal follow-ups have also been
suggested by Cook et al. (2000); Krishnan and
Poulose (2016). However, a principle was taken for
non-incentivisation as it could lead to bias.
Thus, apart from the ongoing follow-ups, the following

actions were also undertaken:

� Occasionally questionnaire was re-sent via googledoc
link in email when necessary.

� Personal contact was made with 81 Companies, who
preferred a one-on one interview rather than
googledoc.

� Questionnaire was also sent as email attachments,
who preferred a word/pdf document rather than
googledoc.

And at last, over a period of seven months and con-
tinuous follow-ups, responses were received from 528
Companies (21.53% response rate) out of 2452 question-
naires sent. The various reasons for not responding were
multiple:

� Company going through a transition in its CSR
domain due to compliance to the Companies Act,
2013,

� Unwillingness to share key financial data,
� Forbidden by Company policy,
� Some Companies fell under the same group Company,

hence they were unwilling to share more than one
response,

� Time constraint,
� Travel of key respondents.

Rejections to respond without stating any cause
were plenty (938), thus affecting the response rate. It
must be borne in mind that the response rate, in it-
self is not the sole criterion for assessing study qual-
ity, but one of the indicators to assess the potential
contribution of a study (Campion 1993; Cook et al.
2000). The response rate information makes a useful
reference when combined with the information on
the efforts put in by the researcher to increase re-
sponse rates and how the non-respondent bias has
been tackled (Krishnan and Poulose 2016).
While googledoc only accepted filled-in questionnaires

with complete responses, however, such filter was not
possible when submitted through email attachments and
physical copies. Raw data validation was done to ensure
that all detectable errors and omissions have been exam-
ined and the necessary steps have been taken. So, even
out of the 528 responses received, 216 were incomplete
responses, where mostly, the respondents left some of
the responses blank as a sensitive data. Complete re-
sponse was collected from 312 Companies.

This result is somewhat unsurprising given that re-
sponse rates to surveys have declined dramatically over
time (Bradburn 1992; de Leeuw and Heer 2002; Dey
1997; Fraenkel and Wallen 1993; Smith 1995). As re-
ported by Dey (1997), response rates to national mail
out surveys have declined from approximately 60% to
21% since the 1960s.
The outline of the process-flow of data collection has

been provided below in Fig. 3:
Therefore, the empirical study was conducted among a

sample size of 312 large companies, who fall within the
CSR 2 % mandate under the Companies Act, 2013.

Data refining and preparation for analysis
Post data collection, responses have been analysed to de-
cipher conclusions and further recommendations. The
tools that were employed to test the framed hypothesis
are: Exploratory Factor Analysis (EFA), Confirmatory
Factor Analysis (CFA) and Structural Equation Mod-
elling (SEM). Mediation Analysis was done by using
PROCESS (Hayes 2013). Two software packages viz.
(Statistical Package for Social Sciences) SPSS 22, (Ana-
lysis of a moment structures) AMOS 21 were used for
data analysis.
The Fig. 4 below gives a rough idea of the various

stages of analysis undertaken in this research.

Validity
Importance has been given on the validity of the scale.
Content validity, also called face validity has been done
where the subjective judgement of five subject experts (3
academicians and 2 practitioners) have been considered
to assess the appropriateness of the construct.

Data analysis and discussion
Once the rules of the research has been outlined in the
Research Methodology, the scale is developed and tested
for sample adequacy, after which the data is collected.
This data is then analysed in order to provide a holistic
comprehension of the sample description; the relation-
ship of the various constructs or in other words, the
testing of the hypothesis; and also, the mediator role of
(Variable) Corporate Social Responsibility between CSR
Communication and Firm Performance.

Sample adequacy
Sample adequacy is measured using Kaiser-Meyer-Olkin
(KMO) test (Field 2005; Kaiser and Rice 1974). A bare
minimum value of 0.5 is recommended by Kaiser et al.
(1974). Therefore, a value of .774 indicates the suitability
of the sample for conducting factor analysis.
Bartlett’s Test of Sphericity (Bartlett 1954) also indi-

cates the strength of the relationship among variables. It
is used to test the null hypothesis that the original
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correlation matrix is an identity matrix indicating that
the variables are unrelated in the population. A signifi-
cant test will favour rejection of null hypothesis and in-
dicate that there are some relationships among the
variables, thus confirming the appropriateness of apply-
ing factor analysis. In the present study, Bartlett’s test
was significant (p < 0.01) indicating the fitness of the
sample for factor analysis (Table 5).

Exploratory factor analysis
Factor analysis is a multivariate statistical procedure pri-
marily used for data reduction and summarization. Ex-
ploratory Factor Analysis was used to condense the
information contained in the original variables into a
smaller set of variates (factors) with a minimum loss of
information (Hair et al. 2010) so as to arrive at a more

Fig. 3 The Process Flow of Data Collection, Source: Researchers’ Contribution

Fig. 4 Stages of Analysis, Source: Researchers’ Contribution

Table 5 KMO and Bartlett’s Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .774

Bartlett’s Test of Sphericity Approx. Chi-Square 3898.871

Df 276

Sig. .000
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prudent conceptual understanding of the set of mea-
sured variables.
Here, both the Principal Component Analysis as well

as Factor Analysis has been used to determine the type
of extraction. Factor analysis is often used in data reduc-
tion to identify a small number of factors that explain
most of the variance observed in a much larger number
of manifest variables. It attempts to identify underlying
variables, or factors, that explain the pattern of correla-
tions within a set of observed variables. Factor analysis
can also be used to generate hypotheses regarding causal
mechanisms or to screen variables for subsequent ana-
lysis (for example, to identify co-linearity prior to per-
forming a linear regression analysis).

Factor extraction Total Variance Explained (Table 6)
lists the eigenvalues associated with each linear compo-
nent (factor) before extraction, after extraction and after
rotation. Before extraction, SPSS has identified 24 linear
components within the data set (we know that there
should be as many eigenvectors as there are variables
and so there will be as many factors as variables). The
eigenvalues associated with each factor represent the
variance explained by that particular linear component
and SPSS also displays the eigenvalue in terms of the
percentage of variance explained (here, factor 1 explains
25.727% of total variance). Infact, 70.932% of total vari-
ance has been explained by only 7 factors, whereas sub-
sequent factors explain only small amounts of variance.
The eigenvalues associated with these factors are again
displayed (and the percentage of variance explained) in
the columns labelled Extraction Sums of Squared Load-
ings. The values in this part of the table are the same as
the values before extraction, except that the values for
the discarded factors are ignored (hence, the table is
blank after the seventh factor).
In the final part of Table 6 (labelled Rotation Sums of

Squared Loadings), the eigenvalues of the factors after
rotation are displayed. Rotation has the effect of opti-
mizing the factor structure and one consequence for
these data is that the relative importance of the seven
factors is equalized. Before rotation, factor 1 accounted

for considerably more variance than the remaining six
(25.727%), however, after extraction, it accounts only for
14.160% of variance.
Table 7 shows the Communalities before and after ex-

traction. Principal component analysis works on the ini-
tial assumption that all variance is common; therefore,
before extraction the communalities are all 1.000. The
communalities in the column labelled ‘Extraction’ reflect
the common variance in the data structure. So, we can
say, that 80.3% of the variance associated with Question
1 (S30) is common or shared variance.
The Component matrix (Table 8) contains the factor

loadings of each variable onto each factor. By default,
SPSS displays all loadings, however, we requested that all
loadings less than 0.4 should be suppressed in the out-
put. But, all 24 items had loadings greater than 0.4 as is
evident from Table 8.

Confirmatory factor analysis
Identification of model
As shown below, the estimation of the hypothesized
model resulted in an overall chi-square value of 266.196
with 105 (153–48) degrees of freedom and the probabil-
ity value of .000. Of importance also is the notation that
the minimum was achieved. This indicates that the soft-
ware (AMOS) ran successfully in estimating all the pa-
rameters, thereby resulting in convergent solution
(Byrne 2009).
Notes for Model (Default model).
Computation of degrees of freedom (Default model).

Number of distinct sample moments: 153

Number of distinct parameters to be estimated: 48

Degrees of freedom (153–48): 105

Table 6 Total Variance Explained

Component % of Variance Cumulative %

1 14.160 14.160

2 14.098 28.258

3 11.994 40.252

4 9.303 49.555

5 8.460 58.015

6 8.002 66.017

7 4.914 70.932

Extraction Method: Principal Component Analysis

Table 7 Communalities

Items Initial Extraction Items Initial Extraction

S30VCOM 1.000 .803 S61VCSR 1.000 .605

S31VCOM 1.000 .716 S62VCSR 1.000 .548

S32VCOM 1.000 .504 S63VCSR 1.000 .734

S33VCOM 1.000 .716 S64VCSR 1.000 .554

S34VCOM 1.000 .784 S65VFP 1.000 .705

S35VCOM 1.000 .718 S66VFP 1.000 .813

S36VCOM 1.000 .592 S69VFP 1.000 .742

S56VCSR 1.000 .829 S70VFP 1.000 .785

S57VCSR 1.000 .763 S71VFP 1.000 .677

S58VCSR 1.000 .769 S72VFP 1.000 .821

S59VCSR 1.000 .688 S73VFP 1.000 .703

S60VCSR 1.000 .743 S77VFP 1.000 .709

Extraction Method: Principal Component Analysis
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Among the various techniques used for running CFA,
the present study adopts the Maximum Likelihood
Estimation (MLE) (Scholz 1985). MLE method is
suitable for the continuous data. Before running the
MLE method, the data was required to be measured on
normality indices.

Fit-indices (Table 9)
Apart from chi-square goodness-of-fit test, there are
various ancillary indices of fit i.e. goodness of fit index
and adjusted goodness-of-fit index (GFI, AGFI Joreskog
and Sorbom 1986), the comparative fit index (CFI, Ben-
tler 1990), and root mean square error of approximation
(RMSEA, Steiger and Lind 1980). The GFI is the meas-
ure of relative amount of variance and covariance in
sample data that is jointly explained by sigma. The AGFI
is quite different from the GFI only in the case where it
adjusts the number of degrees of freedom in the speci-
fied model. The value of these indices ranges from zero
to 1.00, being value close to one is indication of good fit.
In Table 9, The values of the GFI and AGFI are found to
be .915 and .877 respectively and GFI is conforming to
the recommended value. The CFI (Bentler 1990) assesses
fit relative to other models and uses an approach based
on the non-central χ2 distribution with non-centrality

parameter. CFI values greater than .9 are often indica-
tive of good fitting models (Hu and Bentler 1999).
For our analysis, CFI stands with .936. The RMSEA
takes into account the error of approximation in the
population and asks the question “How well would
the model, with unknown but optimally chosen par-
ameter values, fit the population covariance matrix if
it were available?” (Browne and Cudeck 1993). The
RMSEA is found to be .070.

Reliability analysis
Reliability analysis is done to check the consistency of
the ratings produced by the scale (Malhotra 2007;
Warner 2008). The reliability of the scale is high in case
the value of the Cronbach’s alpha is greater than .60.
Present study found the value of the Cronbach’s alpha
.860 which is significant with 24 items in the scale. We
have also checked the reliability analysis of the factors
separately which is given in the following Table 10.
Having developed the scale of the research, and post

its verification for validity and reliability, the research
instrument was finalised, data was collected and
analysed with the help of various statistical instruments.

Sample description
Descriptive Statistics (Table 11) reveals that out of the
312 companies, 50% belonged to the Manufacturing
sector, followed by the service sector (39.4%) and last,
but not the least with the Mining sector (10.6%). The
majority of the sample were from the Private sector
(71.2%), out of which 72.1% were of Indian origin. The
respondents were mainly Top Level Managers (65.4%) in
the organisational hierarchy; had work experience of 21
and above years (49%) and belonged to the age-group of
40–60 years (66.3%) and were highly qualified with
65.4% having post graduate education.
Descriptive statistics further divulges that while 30.8%

belonged to the Top Management Team (Managing
Director/ Chief Executive Officer/ Board Member/
Director), the rest 69.2% belonged to the various
functional departments like the CSR department
(29.8%), Human Resource department (12.5%), Company
Secretary (5.8%), Public Relations (2.9%) and others
(18.3%) of the Company. Thus, the observation was
that the CSR team members often belonged to
various departments. This is because, since structured

Table 8 Factor Loadings of the Items

Items Loadings Items Loadings

S30VCOM .817 S61VCSR .650

S31VCOM .676 S62VCSR .695

S32VCOM .604 S63VCSR .568

S33VCOM .745 S64VCSR .601

S34VCOM .542 S65VFP .591

S35VCOM .761 S66VFP .840

S36VCOM .715 S69VFP .694

S56VCSR .812 S70VFP .667

S57VCSR .738 S71VFP .733

S58VCSR .551 S72VFP .792

S59VCSR .814 S73VFP .755

S60VCSR .754 S77VFP .786

Chi-square = 1588.468
Degrees of freedom = 249
Probability Level = .000

Table 9 Fit Indices

Fit-indices Recommended Observed

CMIN/DF < 3 2.535

GFI >.9 .915

AGFI >.9 .877

RMSEA <.08 .070

CFI >.9 .936

Table 10 Reliability Analysis

Factors No. of items α-value

Communication 7 0.758

(Variable) Corporate Social Responsibility 9 0.837

Firm Performance 8 0.833

Overall 24 0.860
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CSR is a new phenomenon in India, initiated only
after the passing of the CSR mandate, hence, even
the largest of the Companies in India lacked a formal
CSR department.
Table 11 exposes that this research has only 14.4%

female respondents as compared to 85.6% male
respondents. This does not come as a surprise as even
the Mukesh Ambani led Reliance Industries Limited,
largest private sector company and the first Indian
company featured in Fortune Global 500 list, aspires to
achieve only 15% women workforce by 2030, as revealed
in their latest Annual Report (India CSR 2017). Infact,
India has the lowest percentage of women employees
(23%), followed by Japan (24%), Turkey (26%) and
Austria (29%), according to the Corporate Gender Gap
report brought out by the World Economic Forum (CSR
Vision 2017). Hence, such discriminatory response of
women respondents.

Impact of CSR communication on (variable) CSR and that
of (variable) CSR on firm performance
The analysis of the structural equation modelling (SEM)
specifies the relationship among latent variables as specified
by the theory. SEM is also referred to as causal
modelling, causal analysis, simultaneous equation
modelling, and analysis of covariance structures, path
analysis, or CFA (Ullman 2006).
The model of CSR communication with (Variable) CSR

and company performance appears in Fig. 5. In this model,
there are three latent variables among which two are
independent namely (Variable) CSR and Communication,
and one variable is dependent i.e. Firm Performance.
Furthermore the (Variable) CSR here is used as a mediating
variable between Communication and firm performance.
These variables are not directly measured but rather
assessed indirectly by seven items in communication and
nine items in (Variable) CSR, while the dependent variable
is measured by eight items in the construct. The observed
variables, signified by rectangles, are measured on a
seven point likert scale. The latent variables are
calculated by taking the average of the observed
variables. The present study has been tested through
various models and the one, which has higher values
of the fit indices has been adopted. This model
comprises of company performance as a dependent
variable, while (Variable) CSR and communication are
independent variables.
Model (Default model).
Computation of degrees of freedom (Default model).

Number of distinct sample moments: 300

Number of distinct parameters to be estimated: 50

Degrees of freedom (300–50): 250

Table 11 Sampling Profile of Respondents
Frequency Percent

Age

Below 39 yrs 87 27.9

40–60 yrs 207 66.3

61 yrs. and above 18 5.8

Total 312 100.0

Gender

Male 267 85.6

Female 45 14.4

Total 312 100.0

Education

Graduate 57 18.3

Post Graduate 204 65.4

Others 51 16.3

Total 312 100.0

Work Experience

10 yrs. and below 42 13.5

11–20 yrs 117 37.5

21 yrs. & above 153 49.0

Total 312 100.0

Management

Frontline Manager 24 7.7

Middle-level Manager 84 26.9

Top-level Manager 204 65.4

Total 312 100.0

Position

CSR 93 29.8

HR 39 12.5

Top Management 96 30.8

Company Secretary 18 5.8

Public Relations 9 2.9

Others 57 18.3

Total 312 100.0

Nature of Company

Private 222 71.2

Public 90 28.8

Total 312 100.0

Private Sector

Indian Origin 225 72.1

Foreign Origin 84 26.9

Others 3 1.0

Total 312 100.0

Type of Industry

Service 123 39.4

Manufacturing 156 50.0

Mining 33 10.6

Total 312 100.0

Source: Researchers’ Own
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The fit indices of the structural equation modelling is
given in Table 12. The analysis starts with the evaluation
of the fit indices. Overall, the values of the fit indices are
not what has been recommended but still they are at the
satisfactory level. The value of the CMIN/DF is 2.518,
which is quite higher than 2 as is the threshold value
suggested by Ullman, 2001 and is less than 5. The
RMSEA value for the structural model is .07 which is
less than .08 (Browne and Cudeck 1993; (Hu & Bentler,
1998). Other fit indices were GFI = .915, AGFI = .878,
and CFI = .936. All the fit indices except AGFI are found
satisfactory.

Results and discussions based on SEM
Based on the Structural Equation Model, the impact of
CSR Communication on (Variable) CSR and the impact
of (Variable) CSR on Firm Performance can be analysed.
This can be understood with the help of the Fig. 5 below
and has been further illustrated in Table 13. The impact
has further been discussed in detail thereafter.

Impact of csr communication on (variable) corporate
social responsibility It was observed that CSR
Communication has both a positive and statistically
significant (P = < 0.05) impact on (Variable) Corporate
Social Responsibility (S.E = .093). Therefore, hypothesis
H1.4 is supported.
This finding corroborates with Ligeti and Oravecz

(2009), who states that “Corporate Social Responsibility
and the related communication are inseparable.”
Information about CSR helps consumers to learn about
the company’s value system (Lee et al. 2009; Sen and
Bhattacharya 2001) and to acquire consumers’ positive
perception about a particular company (Menon and
Kahn 2003; Yoon et al. 2006). However, consumers look
closely at companies that make claims regarding their

involvement on social issues (Bronn and Vrioni 2001).
Hence, CSR communication should be factual and
avoid the impression of boasting with it (Sen et al.
2009). Kuhn and Deetz (2008) contend that CSR
should be “motivated by enriched processes of
communication that engender authentic stakeholder
participation, incorporate various social values, and
operate within a process that constructively engages
in conflict to inspire creative solutions.”

Impact of (variable) corporate social responsibility on
firm performance The result of Structural Equation
Model reveals that (Variable) Corporate Social
Responsibility has both a positive (S.E = .023) and a
statistically significant (P = < 0.05) impact on Firm
Performance. Therefore, hypothesis H3 is supported.
This confirms to Rettab et al.’s (2009) investigation

that notes that CSR has a positive relationship with
Corporate reputation even in emerging economies
where the researchers expect that CSR activities will not
be communicated effectively to external stakeholders
due to lack of skills and effective channels. Superti
(2005) also lists ‘enhanced brand image and reputation’
as key non-financial firm performance that is impacted
from CSR. Peloza and Papania (2008), however suggests
that in attempting to improve and sustain its own repu-
tation, the firm must manage its own CSR activities
while keeping an eye on the actions of other firms within
its industry; the actions of its industry associations; and
even developments in other industries that may shift the
playing field.

Mediator analysis
In order to analyze the mediating role of (Variable)
Corporate Social Responsibility (VCSR) as a mediator
between CSR Communication and Firm Performance
(VFP), the PROCESS program developed by Hayes
(2013) was used.
The hypothesis derived for this are as follows:
H3: (Variable) Corporate Social Responsibility (VCSR)

mediates the relationship between CSR Communication
and Firm Performance.
Simple mediation framework (Model 4) of the

PROCESS programme was used to get the results of
mediation. If the range of Lower Control Limit (LCL)
and Upper Control Limit (UCL) for indirect effect
contains zero values, it signifies no mediation; but if the

Fig. 5 The Research Model, Source: Researchers’ Own

Table 12 SEM Fit-Indices

Fit-indices Recommended Observed

CMIN/DF < 3 2.518

GFI >.9 .915

AGFI >.9 .878

RMSEA <.08 .070

CFI >.9 .936

Chi-square = 1590.650
Degrees of freedom = 250
Probability level = .000

Mitra et al. International Journal of Corporate Social Responsibility  (2018) 3:10 Page 12 of 16



range of LCL and UCL for indirect effect contains no
zero values, it signifies mediation role. The findings are
discussed in Table 14.
It is found from the Table 14 above that (Variable)

Corporate Social Responsibility does have a mediating
effect between CSR Communication and Firm
Performance.

Conclusion
The contribution of this research can be drawn both in
terms of its theoretical as well as managerial
implications, as hereunder:
From the theoretical point of view, the empirical

results of this research support some previously made
and analyzed assumptions while questioning some of the
others. Some of the major theoretical findings of this
empirical research among the large Indian Firms in the
post mandate period are as follows:

� CSR Communication has a positive as well as a
significant relationship with (Variable) Corporate
Social Responsibility;

� (Variable) Corporate Social Responsibility has
both a positive and significant relationship with
Firm Performance.

Needless to say, while some of the extant theories had
already established the above-mentioned significance
among the relations, it was mostly done in a different
contextual setting.
Mandated CSR is a new area of study as one of the

pioneers of CSR mandate, is India itself, having brought
CSR under its statute only in the year 2013. The findings
of this research thus forms some of the early theoretical
bases for study in mandated CSR in an emerging
country like that of India. Incidentally, the CSR mandate
is also applicable to the large Indian firms, which has
the same sampling frame as that of this research.
On the other hand, any management research is

incomplete without indicating its practical, managerial
implications. This research contributes to this by

pointing out that (Variable) Corporate Social
Responsibility has a mediating effect between CSR
Communication and Firm Performance. Thus, it can be
deduced that (Variable) Corporate Social Responsibility
can be used strategically to induce better firm
performance by utilising CSR communication efficiently
and effectively. In other words, management must start
looking at (Variable) Corporate Social Responsibility not
as an expenditure but as an investment as it induces
better firm performance. Infact, this itself is the most
important (Variable) Corporate Social Responsibility
strategy for large Indian firms in the context of their
firm performance.

Limitations and future research directions
However, like all researches, this empirical study is also
not without limitations and way forward, that has been
enumerated below:

Limitations
The limitations of this research are many. Some of them
are as follows:

� It is conducted only in the context of one country,
India and hence, limited by its socio-economic-
demographic background.

� The research is conducted among the large Indian
firms, and hence, does not consider the vibrant
dynamics of the Micro, Small and Medium
Enterprise (MSME) sector that forms the backbone
of the Indian economy.

� Quantitative techniques has been mainly used, that
has been supported by qualitative data. Hence,
although the data collection was practical and could
be analyzed more scientifically and objectively than
other forms, it has its inherent drawbacks. For
example, there is always a threat of biased sample
due to non-response and misinterpretation of a
question among others.

� In the absence of a CSR index in India, the
parameters in Schedule VII of the Companies Act,
2013 were used. A CSR Index would have been
more holistic and measureable in terms of research
findings.

� The research is based on the opinions and
perceptions of the respondent belonging to the
CSR team of the Company. Hence, the responses

Table 13 Results of SEM in Tabular Form

Independent Variable Dependent Variable Hypothesis (S.E) Construct Reliability (C.R) (P) Result

VCOM VCSR H01 .093 4.366 *** Positive and Significant

VCSR VFP H02 .023 2.968 .003 Positive and Significant

Table 14 (Variable) Corporate Social Responsibility as a Mediator
Between CSR Communication and Firm Performance

H MEDIATOR RELATIONSHIP INDIRECT EFFECT ROLE

LCL UCL

H3 VCSR VCOM-VCSR-VFP .0257 .0978 Mediation
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are limited to his/her perceptions alone and not
of other executives in the Company.

Keeping the above mentioned limitations in view, the
research findings cannot be generalised in any other
context.

Future research directions
The possible future research directions are as follows:

� This present research is limited only to India and
can be further tested in other countries.
� Moreover, a completely independent research can

be undertaken with the same constructs, but
catering to the MSME sector in India. These
MSMEs play a vital role for the growth of Indian
economy. The annual report of MSME 2012–13,
has confirmed that the 44.7 million MSME
enterprise with a total employment of over 100
million and more than 6000 quality products
account for a large share of industrial units; as
well as 43% of India’s total exports in 2011–12
(Ministry of Finance; 2013).

� This research with the same constructs can be
re-administered few years hence when the CSR
Index is formed in India. The BSE Ltd and the
IICA are currently working on the preparation of
the CSR Index for India.

� Moreover, it may be interesting to note the
perceptions and opinions of respondents who
do not belong to the CSR team in these large
Indian Companies. Their responses, may vary
completely from the research findings of this
present investigation.

Appendix 1
Section 135 of the companies act, 2013
Every company having a net worth of INR 5 billion or
more, or a turnover of INR 10 billion or more, or a net
profit of INR 50 million or more during any financial
year shall constitute a Corporate Social Responsibility
Committee of the Board consisting of three or more
directors, out of which at least one director shall be an
independent director;
The Board’s report shall disclose the composition of

the CSR Committee.
The Corporate Social Responsibility Committee shall:

formulate and recommend to the Board, a CSR Policy
which shall indicate the activities to be undertaken by
the company as specified in Schedule VII recommend
the amount of expenditure to be incurred on these CSR
activities monitor the CSR policy of the Company from
time to time.
The Board of these Companies that shall:

After taking in account the recommendations made by
the CSR Committee, approve the CSR policy for the
Company and disclose the contents of such Policy in its
report and also place it on the company’s website, if any,
in such manner as may be prescribed; and Ensure that
the activities are included in their CSR Policy and are
actually undertaken by the company.
The Board of these companies, shall ensure that the

company spends, in every financial year, at least 2% of
the average net profits of the Company made during the
three immediately preceding financial years, in
pursuance of its CSR policy.
Moreover, the Section 135 also provides a direction to

these Companies to give preference to the local area and
areas around it where it operates, for spending the
amount earmarked for CSR activities.
However, the law also states that if the company fails

to spend such amount, the Board shall, in its report,
specify the reasons for not spending the amount.
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