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Abstract: The debate regatding the suitability of market orientation or culture of sustainability
for corporate social responsibility (CSR) implementation and. economic sustainability deserve
much more scholarly atterition as globalization arid competition in emerging markets increases.
Using qualilative content analysis of interviews. with 28 senior managers of large agribusiness firms
in India, this empirical article. explores how market orientation ot cuitiire of sustainability affects CSR
implementaticn, or vice versa? The findings of the study identify factors such as the natirre of a firm’s
business, senst tivity, commitment towa rds sustainable development, and pressure on -proﬁta_biii ty
that prompt firms to adopt sustainability domiriant, market dominant, and sustainabili ty-market
mixed corporate culture. ‘Culture of sustainability dominant firms are likely to implement CSR more
smoothly and effectively compared to firms that are driven by market orientation. Mereover, firms
committed o substant;al and consistent CSR are likely to induce culture of sustainability in fiems, .
Finally, the stud \Z offers a framework that provides insights into how CSR program implementation
and a culture of- susta]nabﬂ_ﬂ'y are'complementary and could strengthien the economic sustainabili ty
of firms in emerging ma rkets. .

Keywords: culture of qustamablllty, market orientation; corporate social responmbﬂztv;
emerging markets

1. Introduction

Recently, the public attention has-increased .on agribusiness-relatéd-aspects of CSR die. to.
growing cohcern _c_)\f'_er the pptent_i_a_l deffir_ner_\'jta]. _.ef'f_e'c_t__-__of:agrﬂib_us:‘n n‘-"s"o'ciel'y- {1 u?'n-:-m»a G é
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Firms in emerging markets are increasingly adopting market orientation due to globalization and
increased competition. These types of firms are primarily driven by market forces, competition, sales,
and profits and infuise market orientation riind-sets in their fiinctional and customer-] evel managers
(Bodlaj 2017). Few other firms are driven by a culture of sustainability where everyday conversations
havea sus_taina'bility angle, and décisiqns-mac’ie.in the organization take a tripple bottom line rather
than just an economic view (Schinborn et al. 2019). A culture of sustainability is a feature of firmmis
that have integrated social and environmental policies in fheir business miodel (Brochet ot al. 2012).
However, the adoption and implementation of market orientation/culture of sustainability as a strategic
orientation and its effect-ori CSR iniplementation in the emerging market context are-under-researched
(raprak b ol 2015; Brochet st al, .’3012_; Kucharska and B‘Emvaiczyk 019, A corporate culture 6f
sustainability raises several fundamental questions. For example, do sustainability firms have better
stakeholder engagement? Do their information dissemination systems differ? Could meeting other
stakeholders’ ex'pectati'ons- come at the cost of creating shareholder value?

In a developed market, the adoption of market orientation is lauded for effective CSR
implementation as CSR programs are customer-ceniric. Inemerging markets, CSR programs ray be
community-centric (Moon 2002; famali 3#514; Rai et al, 2019). Hence, the manifestation of CSR programs
in firms possessing market otientationor a cultiire of sustainability could differ, posing challenges to
managets implementing CSR in emerging markets. This tesearch issue is of more importance and
challenging in emerging market situations, which arenot only different contexts to generate new
p1'0p05iﬁ0t_15‘ but ave also subject to dynamic and volatile env.i"ronments in which managerial best
Ppractice remains elusive (Kumar and Srivastava 2019).

However, in vecent years, the influence of market orientation in agribusiness sector is quite
evident. With increased competition and pressure on profitability, agribusiness firms are promoting
environmentally unsound herbicides/pesticides, fertilizer, and seeds posing threat to not only people’s
heatth and ..env.ironment,.'b‘ut- also the economic .sustainability of firms {Poots el al, 207135; Raj 2017),
Agribusiness firns in emerging markets face the challenge of employing CSR strategically to advance
their rélations with stakeholders and strengthen their competitiveness (Raj 2051 ). However, CSR
programs in agribusiness firms have community orientation, making them a fit case for our study.

This study is situated in the Indian agribusiness sector whick-is heavily dependent upan the Iocal
community for agriculture and resource purposes. The traditional large Indian agribusiness firms are
generafly known for sustainability managenient practices, thereby fosterin g a culture of sustdinability.
Friedrich ef af. (2012) argue that, in agribusiriess, attributing su's_tainabi[ity management to the top
managentent team is a strong symbol that demonsirates the hi gh relevanice of this task fo internal and
external stakeholders and contributes o the developmentof a su_stéfneib.il_ity oriented organizational
culture (Friedrich et al. 2012), These authors call for-tracking the implementation of sustainability
management concepts in the agribusiness sector-over.time and to see where (he industry moves and
whether a dominant cultural design emerges.

In developed market, some CSR assessment and implementation framework are gaining lot of
attention. For example, in Europe, the economy for Fhe common good (ECG)} model aims Lo benefit all
stakeholders in an organization, _name']y employees, suppliers, customers, business partners, the local
community, and society at large, using a common good baldnce sheet, which measures the impact
the organiz'aft'i'.t)n has on these stakeholders. The ECG goals are aligned with United Nations Social
Development goals (SDGs} to achieve a better and more sustainable futitrefor all. At the heart of
this concept lies the idea that values-driven busiriesses are mindful and committed to issues like'
environmental sustainability, social justice, and human dignity. Simi:larly, in the US, Certified B’
Corporations are-a kind of business that balance:purpose and profit. [t measures a company’s entire.
social and environmental perfoermance. They are legally required to consider the impact of their
decisions on their workers, cusfomers_, suppliers; __community, and the enivironmerit, B Corporation
certification has emerged asa widely celebrated means for ownetrs and foinders of firms to effectively
certify their vilues practices; that validates their unique set of values (Gehman et al, 2019).
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Howeyer, in devei'oping countries there is a lack of such robust framework, albeit, the actual
process of developing, implenienting, and assessing CSR initiatives could be more challenging and
the models.and suggestions available to managers for CSR implementation in a déveloping couniry
are unclear (Mak et al. 20113, Muthuri et al, 2012). Moreover, the authors call for emphasizing the
special position of CSR in agribusiness and that future research should focus on adding valtie to
industry-specific CSR aspects in te general SR framework borrowed from management literature
(Lsthmann and Theuvsen 2016). This study attempts to bridge this gap by empirically exploring how
market orientation or a culture of sustainability affects CSR implemeritation or vice versa in lar ge
Indian agribusiness firms. The rest of tlie paper is airanged as follows. We first review the literature on
inarket orientation. and culture of sustainability relation with CSR. Then, the. methodology is deseribed
along with a commentary.on.the agribusiness sector in India. Then, the fmdmgs abtained are presented.
Fmally, we discuss the results and draw conclusions.

2, Market Orientation and CSR

Market orientation (MQ) is useful in explaining how O'rgani'zatibn's adapt to their customer
environment by focusing en custoimer relations to develop competltlve advantages (Kiessling et al,
2016). Market orientation (MO) consists of intelligence gathering, dissemination, and then a firm’s
management’s subsequent tactics to-implement this new market knowledge (Kohli and jawarsis T,
Kiessiing et'al. 2016). Proponents of matket orientation argue that customer has the greatest impact on
firm performance (Kicssling of al, 2016). The seminal paperby Slater and Narver (1994) acknowledged.
the link between CSR and matket orientation, wherein they argued that sincé market orientation
requires clear, external orientation from organizations, firms should be sensitive to the expectations
and rieeds of society in general, not only to those of their customers and competitors.

Recent literature indicates that, due to- globalization and privatization, there may be a trend
of adopting a market orientation in émerging markets that are primarily driven by market forces,
competition, sales, and profits, Some recent researcly suggests that, in emerging markets, firms
should pay much more attention to. the development of ‘market orientation’. For examptle, Rodlaj
(2072) shows: that the transition from a state-controlled to a liberalized market economy required
fundamental changes in managerial attitudes in Slovenia, ar guing for a rapid adoption of market
orientation as.a competitive tool. Embracing market orientation by Slovenian firms. infused changes in
managerial attitude and behavior and focused them on eustomer value. In ahother study, Ozitran eral,
(2014) show that firms who are more responsive to the market conditions in the turbtlent Turkish
context {economic contrdction followed by rapid econoniic expansion) achieved higher performance in
their-advertising strategies when compared to other firms. Thus, market oriéntation resilted-iri an.
improved communication strategy with a positive impact on firtms’ performance In summary, these
studies conducted in emerging market contexts highlight that firms have- increasingly beé¢ome more
market-oriented in the quest for improved performance and profitability.

Some authors argue that in the West, a positive relationship exists between market orlenhhon
and firm performance often indicated through CSR parameters (Kirco of af, 200%; Yaprak et al. 201%).
It is;argued that, in a developed market, market orientation will facilitate effective CSR implementation
because of professionalistm, management skills, and the fact that the consumer is sensitive to CSR
programs. However; otherstream of research claims that these.categoties of firms- genetally tend to
adopt CSR programs only to protect the image of the organization (i.e, mitigate harm) after some
irresponsiblé action has been reported (Murray and Vogel 1997, Wagner 20110). This type of reactive
C5R is used for damage control and imumediate reconciliation with the stakeholders. Sometiimies
reactive CSR may lead to negative and skeptical attitudes of the consumers towards the company
(Ricks 20613).
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3. Culture of Sustainability and CSR

A culture of sustainability is a feature of firms that have integrated social and environmental
policies in theit business model (Brochet et al. 2012 Bertels of al. 2014). These firms pldace more
emphasis on long-term goals,.care more about the impact of extemalities from their operationson-other
stakeho_lders and the environment, and focus more on the ethical grounds. of their decision (Pavne
2048), These policies reflect the underlying culture of the organisation, in .wH:ich_envi‘ronmen tal.and
social performance, in addition to financial perfotmance, is important, A cultiwe.of sustainability is
one in which organizational members hold shared assumptions and beliefs about the importance of
balancing economic efficiency, social equity and environmental accoun l'abi]ity-iﬁyolvin g embeddi'ng
sustainability into organizational culture (Bortels et al. 201¢), This perspective is strengthened by
Brocchi {2010) who defines a culture of sustainability as a conceptual set of values that motivate
and induce sustainable actions in daily practices. This is possible by building an organizational
infrastructure that fosters a culture of sustainability which results in positive employee-level and
organizational-level sustainability performance {Galpin et al. 2015).

Howevet, the ad option of the corporate-culture of sustainability raises a niumber of fundamental
questions. For example, do sustainability firms have better stakeholder engagement? Does their
information dissemination system differ?” Could meeting other stakeholders’ expectations come at
the cost of creating shareholder value? Some argue that companies do well by doing well (Godfroy
23, Margolis et ab. 2007; Porier and Kramer 201 1). This claim is based on the belief that meeting
the needs of stakéeholders other than shareholders directly creates value (Frevmar 184 Porter and
Kramer 2011). Italso reflects the belief that not meeting the needs of these stakeholder:can destroy
shareholder value, for example, throu gh customer boycolts (Sen andd Bhattacha rya 200H), an inability to
hire the most talented people (e.g., Greening and Tirban 200), and punitive fines by the government.
These consequences will have negative impact an the economic sustainability of firms. Hence, the
‘firm must avoid engaging in activities that are not in the interest of its stakehalders. On the contrary,
when the firm meets the need of its stakeholders it gets support for its activities: However, the firm
mustaddress the long-term interest of its stakeholders in order to protect and strengthen the economic
sustainability of firmns.

In firms adopting culture of sustainability, corporate social responsibility (CSR} is used for
combining the economic, social and environmental concerns into organisation’s overall strategy
(Basgupts and Banker 2015), CSR dimensions can help finms to attain a competitive adxran_{'age
and economic sustainability (Calabrose ot all 2i13). They propose a two-dimensional CSR model
for supporting managers in their pursuing for long-term competitiveness: the “CSR development’
dimension and the ‘CSR commitment’ dimension. The CSR development dimernision allows decision
makets to position companies with respect to the stage of their CSR eultural evolution, whereas the
SR commibment dimension assesses :c-.ompan'i'es" degree of commitment based on their'ecﬂn'omi'c,
legal, ethical, and philanthropic CSR performance. The position that a company occupies in the
m'b-dilnensiOnja[ CSR modél describes botly its actual stage of _C'S_R cultural devé]opm_ent and its
C3R commitment.

However; firms that belong to this;group may beexpected to actively engage in CSR programs;
irrespective of any pressure.from stakeliolder or media. They tend to pursue CSR programs even prior
to any negative information being received by stakeholders (I7u et al. 2010), Stakeholders typically
perceive fjr_oac_tive CSR positively due to its seemingly altruistic nature (Tiecker-Uisen et al, 2006).
They found that proactive-CSR resulted in more favorable atti tudes of the consumers in the form of.
increasing purchase intention of the company’s products.

Thus, while market-oriented firms are expected to resort to reactive CSR stra tegy; firms possessing.
calture of sustainability would pursue proactive CSR strategy. Market ariented firms use reactive
CSR strategies for damage control after some irresponsible action has been done that may alienafe the
community and the stakeliolder and may lead to negative and skeptical attitudes towards the company
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(Bxks 2005). On thie conltrary, firms possessing culture of sustainability might be able to reduce the
aggressive and negative attitude of the community when a new CSR project i launched (D ot af. 201 {3

4. Research Coritext—Indian Agribusiness Sector

This study is conducted in the Indian agribusiness sector: Agribusiness in India has experienced
conflicts with society aver the polluted environment, water, and soil, loss of livelihood and income of
farmers, and concerns about-public health. Prior to Hie mid-1960s, India rolied primarily on irhports
and food aid to meet domestic requirements. However, after severe dreught in 1965 and 1966, India
reformed its agricultural policy. India adopted significant policy reforms focused on the goal of
food grain se’If_-su'fﬁcienc'\,_r. This led to.a program of agricultural improvement called the ‘Green
Revolution’. It involved bringing additional area under cultivation, extension of irrigation facililies,
the use of improved 'l_ligluyieidiﬁ_g variety of seeds, better techniques evolved through agricultural
research, water management.and plant protection through judicious use of 'ferfil'iseif_s, peé ticides and
cropping practices, Although the ‘Green Revolution’ in India has helped to substantially increase the

_pi:odijcti()n of grain, this has come ata huge environmental cost: (}’inga'!i 28112): 1t was characterised
by the use of high yielding varieties-of seeds which were more responsive to external inputs (such.as
fertiliser, pesticides and insectici des) for productivity. However, appropriate research and policiés
to incentivize tha judicious use of inputs were largely. lackin_g (Pingali 2312). Flenice, unintended
consequences in water use, soil degradation, and chemical runoff produced serious environmental .
damage (Burney e al. 2010). Trial runs of genetically modified {GM) ¢rops have also-faced widespread
‘opposition: from envirenmentalists, health agencies, and farmers, Since hybrid and biotech s_eeds da
not breed on their own, in addition to environmental and heaftlr safety concerns, there is the fear that
farmers may become totally dependent on large companies for the provision of seeds, which will have
serious implications for these companies, not least because they will find themselves even more in
the limelight of public scrutiny. Agribusiness firms, particularly food companies are also blamed for
health-related issues such as the promotion of junk food, adulterated food, and substandard food.

Anotherchallenge for ag_ribLISiness'firms is to-establish fair and effective relations with the farming
community that benefit botti sides, This is notalways the case as large 'fii'ms_are accused sometimes of
using their power to the disadvantige-of the farmers. In this context, the conflicts related to contract
farming may be mentioned. Contract farming is a system for the production and:supply of agricultural
and horticultural produce by farmers/primary producers under advance contracts, the essence of
such arrangements being da.commitment to provide an‘agricultural comimodity of a particular type
(quality/variety) at specified fime, price, and it a specified quantity to a known buyer (Sirg 2003).
Large firms are sometimes accused of not always holding theit side of the bargdin. They were found
to deny farmers compensation in case of crop failure, delayed payments, poor technical assistance,
manipulation of quality standards and outright cheating. This has generated a debate over the role of
the existing agribusiness corporate cultural models in erihancing farm income and em ployment and
social résponsibility programs of agribusiness fifms (Raj 2217). '

4.1, Agribusiness and CSR

Despite the high conflict potential in the agribusiness, so far only small-scale research has
been undertaken in the field of agribusiness relations to society; even though the relevance of
inte‘gra‘tin_g societal demands Qf the-éxternal environment, e.g., cencerning animal welfare, food safety,
environmental concerns, and the use 6f GMOs ((irunert 2003); into firm strategies in the agribusiness has
been recognized. More lately, itis discussed in literature whether using Corporate Social Responsibility
(CSR) is an instrument for enhancing legitimacy of business operations (Lubmars and Thitvsen
2(116). Implementing CSR could be an-appropriate means o legitimate business-activilies, especially
in the agribusiness: I combination with a better reputation, an improved “license to operale” could
makeé enterprises operating in the highly criticized agribusiness' more immune a gainst campaigris
of pressure groups. Following 4 CSR étrategy and being a “good citizen”'in the communi ty can be
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suitable ways for obtaining legitimacy and conciliating public opinion towards enterprises in the
agribusiness (Fleveler and Ludsvig 2008).

4.2, Agribusiness and Market Orientation

Market-orientation consists of a focus on customers, an undelq'tand'ing of c.ompei:itm 5, and
integration of all functions within the company to create superior enstomer value (Slater and Narvey
1934). In the agribusiness field, market orientation has been mentioned in qualitative studies
{van Duren ot o, 2003), Despite-the collective research, market orientation has seen limited attention
in the natural resources fields. (Farsert ot ab. 2006; Stater and Nasver 1994), and surprisingly little
work has been conducted specific to agriculture (Martino-and Trogear 2001, Micheeds and Uow 2008).
Fow studies try to link market orientation with agtibusiness firms’ performance. For example, a study
of 176 food manufacturing businesses in Zimbabwe foundno connections between market orientation
and performiance (Mavondo.and Farrel] 2003). Another study in UK found that companies-viewed
“marketing” rather negatively, yet concluded. that they were market-oriented since they recognized
customer concerns {(Lowis e al. 2 2:01). However, the literature indicate that the more successful firms
are more internally focused {interfunctional coordination and innovativeness) than externally focused
{¢ompetitor and customer orientation) {Johnsen et al, 2009).

4.3, Agribusiness aind Culture of Sustainability

Agribusiness firms face coniflict with the.society regarding environmental issues and for promoting
harniful ChEmIC’llS, fertilizer, and seeds to theg farmmg commumty (Laghmann and Theuvsen 2U016;
Poetz ot al. 2043). For exatiple, agribusiness firms. face backlash from society for promoting genetically
modified (GM) seeds, adulteiated food, depleting water table, worsening of soil conditions, polluting
the air quality-etc. In order to combat the conflict with society; agribusiness firms are committed
towards sociat development and environmental issues. The United Nations (2005) identifies economic
development, social development, and environmental protection as three integrated elements of
sustainable development So, naturally, agribusiness firms should practice activities and foster an
organizational environment that promotes sustainability. In this sense, agribusiness firms are expected
to be naturally aligned to a ‘culture of sustainability” which is a feature of firms that intégrate social
and environmental policies in their business nicdel (Brochet etal. 20172; Bertols ot al. 2090)., Literature
indicate that strong management pressures in agribusiness firms- have a positive and highly significant
relationship with the level of a firm’s sustainability initiatives (Galpiri et al. 2013). The studies.show
that agribusiness firmis have started to react to growing discussions about the sustainability of theiz
products and business processes by implementing sustainability management or CSR activities (Cial 22k
ok al, 201E)

5. Methodology

This study intends to address the reseaich questions by exploring the perception of managers
regarding the research issues. Qualitative research Approachies have been used by reséarchers in
order to obtain ‘a more naturalistic, contextual and holistic understanding of human beings in society”
(Foudel vt al. 20014). This approach focuses on studying phenomena in their natural settings and strives
to make sense of these phenomena with respect to the meanings people bring to-them (Banister et ol

199.4). By its very nature, qualitative research emphamsr_s cultural and contextual factors that enhance
of impede the efficacy and social/ecological validity of interventions or programs (Nastasi and Seheysul
2HI5). Table 1 outlines the profile of the selected companies. Dueto reasons of anonymity their true
names cannot be revealed; instead letters are used.
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Table 1. Profile of sarple companies.

Company Key Business Year of Ne. of Turnaver in
T : Inception Emiployee Crove (Rs)

A Fertiliser, Pesticides, Salt, Water 1939 4752 B89z

B Packaged food.and juice, Hedbs, Ayurvedic medicines 1940 6382 48979

_C_ ' Tractors and farm mach nery 1944 10483 6372

] Sewds, Agri. retail, fertiliser 1932 2553 6133

Data were collected using a key informant method that invelves interviewing indjviduals who
are likely to provide needed ihformation, ideas; and insights on a paiticular subject (Kusmar T98RY),
Ac_r:-ordingly, in the four firms 28 campany executives ir cha rge af CSR and relevant senior and middle
level managers were selected as informants; One advantage of using key informant intetviéws is that
information comes directly from the knowledgeable people; hence itcan provide data and insights that
cannol be. obtained from othér methods (i€umay 1984). Another advantage is that it provides flexibility
to explore new ideas and issues that had been not been anticipated in planning the study but that are
relevant to its purpose. ' '

An intetview guideline was prepared comprising of unstructured questions. ‘The order of
questions varied depending on the flow of conversation. The interviews were recorded with a voice
recorder-after getting consent from the respondent: - Interviews lasted between forty minutes and
90 min and were conducted untl saturation in responses.was achieved (Kvale 1999). Transcripts were
prepared on the same night so that the researcher does not miss important points. The transcripts were
analysed by applying a content analysis téchnique to-accomplish deeper insights and new themes
were-identified. Field notes and observations and some key decuments were also helpful inpréeparing
the final analysis of the f_inc_lings. ‘This procedure prorated validity and reliabitity as iriterviewees
had the time to consider the information requested and where appropriate to gathé_r any.supporting
organisational documents that they thought would be useful (Fontana et al. 24833). Interrater reliability
isa concern to one degree or another in most large studies due to the fact that muitiple people collecting
data-may experience and interptet the'phenomena of interest differently, However, in this study the
lead author.alone was responsible for c'dl]e_ctin'g data minimizing the concern fot interrater reliability.

6. Data Analysis and Findings

Once the data were collected and inferviéws transeribed, responses wete analysed via a thematic
approach. Bailey suggests that ‘thematic analysis works most effectively when you seek themes
that address your research questions, frarie themes conceptually, and explore links among them!’,
The-author followed the pm'c'ess-cf' interpretive analysis suggested by 5p ignie (1994) by analysing each
interview separately and then merging them together into a consistent whole:

A preliminary examination was catried out through a word count query function available in
N-Vivo 10, This functionenables s to identify key words used most frequently or infrequently by the
interviewees, However, word lists'and wor_d__c_oun_ts take'words out of theiroriginal context. A key
word in context (KWIC} approach addresses this problem. KWIC is a data-ana lysis miethod that teveals
how respondents use words in context.and can also help in identifying underlying connections that
the participant was implying through her/his speech (Filding andd Lee 1098),

Once the preliminary-analysis was complete, the study employed the QSR NUDIST Vivo
(NVivo-10} software for gaining deeper insights and to facilitate the management of the data. NVivo
is one of qualitative analysis tools most widely used by scholars. This is a software package for the
rhanagement and analysis of qualitative data that provides an onfine environment for grganizing and
handling data, notes and ideas. It was chosen because it allows researchers Lo code text while working
at the computerand to easily retrieve the coded text (Bryman and Bell 2015). ‘These features.enabled
the reseaicher to bétter organize the franscribed text and get a-clearer view on interviewées’ responses.
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A word count query reveals that word ‘market” or ‘marketing’ was used for 129 times and.
‘sustainable’ or ‘sustainability’ was used for92 times fr the transcripts. With the help of content 'malysas,
two major themes of the study, i.e., ‘sustainability culture and CSR implenientation’ and ‘market
orientation and CSR impleméntation’, wete investigated in detail, and have been described below.

7. Market QOrientation and CSR Implementation

The findings_ of the study indicate that two of the sample firms (C and D) have dominant
market orientation where decisions are primarily taken on fhe basis of market'forces and competitian.
These firms have huge pressure to cutcostand increase prefi tabilj ty. [tis evidentin some of the quotes
of the managers as mentioned below:

In the farm mechanisation and Lractor industry, there fs:a huge gap in markét share among
the leadei, the second, and the third. So, when there is such-a huge difference then what
drives you is-thie competitive spirit..

(Vice President, Sales and Marketing, Firm ‘C*)

Firm ‘D’ relies on.a fow prlcmg strategy and [ries to beat the.competition by paying incentives to
‘its sales force in highly competitive.categories, stich.as pesticides and herbicides.

We keep the price of our product very low. We provide a good productat low price.
{Manager Marketing, Firm '1’)

D is.a highly competitive player and pays incentive to its employee in categories like
pesticides and herbicides where lot of competition exists company is strorigly governed by
market norms’,

(General Manager, Markeling, Firm ‘T))

Tt may be'noted that firms ‘C’ and ‘I are facing extreme pressure to reduce cost and increase
profitability. Senior Vice President of Firm ‘C’ said:

‘We as a company... today we are not making much money. In terms of the whole tractor
industry, i€ T have to take the leader, fliey make about 18-19% EBITA (earnings before interest
and taxes and amortization). They are number one. And when we make lesser EBITA, that
means.our costs are very high: The smallest among the Tadian player makes about 21%
EBITA. We make about 9% EBITA. So, we are very inefficient in a Serise.

‘He continues:

Our costs.are high because of the inherent problem ... because we are a very old ¢omipany in
asame place. So, our manpower cost is the blggest burden which we have. So, if the industry
standard is about 4% manpower, we are about 10% manpower. So, Qur manpower costs aré
very high. We try to keep our cost very low because we are under tremendous pressure to
cutcost,

(Manhger——Marketi ng, Firiii "D

Market ofientation séems to be prevalent'in firms 'C* and ‘D", For these firms, decisions are guided
b_}_r- market orientation. A Marketi ng Manager of firm ‘C’ asserts:

Marketing becomeés very important because, again, reaching out to millions of.customers is
the job of marketing, As well as to find cut what is changing, what is the need of the customer
is again the job. of marketing. What the competition is doing is again the job of marketing.
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Firms A" and 'B” marketing strategies are driven by long term goals and they consider the issues
of ethics and sustainability micre seriously than firm “C*and ‘D",

Marketing function is heart and soul and we give incentives... absolutely. Sales incentives
are given: But we do not compromiseon quality and ethics. For example, we will never sell
our fertilisers which dre in red zone. We sell only those fertilisers which are in green and
yellow zone, We do not adopt short term measures to increase our sales’.

(Brand Manager, Firm ‘'A’)

The data further réveal that firm 'C” and "D’ do not provide a condugive almosphere for the
promotion of CSR activities. For example, infirm ‘C/, the:Senor: Manager informs that, even though
good ideas are bemg brought by employees, the firm may not support most of them, citing cost or
implementation issues. In firm ‘I, all employees are not even aware of Airm‘s CSR activities and CSR
is not a part of performance appraisal goal shegt or Key result area (KRA). These evidences indicate a
weak cultureof sustainability in these firms.

A deeper analysis.of the interview transeripts. reveals that the CSR prograinme of firm ‘C” and ‘I)*
is mainly motivated by 'legal. compliance’.

Currently, it {CSR) is only for compliance.
{Senior Vice Presiden t-Matketing and Sales.of Firm "C"-)

If there is'nio fear of compliance, then you will not do anythmg I firms are not afrdid .of
compliance, then they will not pay even takes.

'(The Vice Presiden —CSR of Flr_m B

Currently; in India, companies are focused onhere and now. CSRisa long, dratvn out process.
Unless and until you are'a leader, you cannot o CSR activities for malketmg benefit,

{Senior Vice President, Marketing and Sales.of Firm 'C’)
C8R is done for meeting statutory requiremnents.and tax saving,
(General Manager, Marketing of Firm ‘D))

Compliance with the law means operating at a minimum level of acceptable canduct. Tt has often
been said that [aw is at the floor level of acceptable behaviour {Carroll 1998). These firms (Cand D) do
ot seem'to be pursuing large scale CSR programs beyond legal compliance. By contrast, firms ‘A’ and
‘B’ view “legal compliance’ as a threshold level to pursue CSR and go beyond what is mandated by the
law. The Vice President (corporate communication) of firm ‘B’ states:

We are already doing [in terms of CSR] more than what is mandated by the law!

Our tinding asserts that firms adoptinig market orientation are focused on reducing cost of
operationleading to less fund availdble for CSR 11nplemen tation. When léss funding is available for
CSR impiementation, it impacts the choice of CSR implemen ting agencies. Our result revealed that

such firms take help of either small NGOs or industry associations for CSR implementation where the
cost ié shared among other sponsoring firms. These hiave been described below.

71 Pavinering with NGQOs

Market oriented firms partner with NGOs to implement CSR programs. This approach is useful
when firms practice CSR on an irregular basis orwhen a firm does not have expertise in a’given social
activity. Forexample, titm ‘C* and ‘D’ primarily relies on this approach because it implements need
based CSR prograin and CSR is not émbedded in organizational culture, Partnering with NGOs is
effective in CSR implementation when the fitms do not have specialized people and réquisite expertise
to-carry out social and community development works, In this type of arrangement, firms need to
monitor CSR implementation progratih by NGOs. The pros and cons of CSR program implementation
by NGOs is a vast topic of debate that-does not fall in the‘ambit of this paper:
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7.2. Collaboration with Industrial Associgiions

Some firms collaborate with industry associations and networks to implement its CSR programs.
One of the main-reasens to associate with these forums is te pool the money-and share the resaurces to-
run a collective CSR program. This is a less: costly form of participation in CSR activities, Birm 'C’
prlmarﬂy reliés on this méthod. One advantage is firms get brand visibility wherever the industry
association is implementing.any CSR program, Por-example, the Head of CSR of firm “C’ states:

This is the casiest way to increasé brand visibility in an industry forum.

In light of mew the IndianTaw on CSR, mandating firms to spend 2% of the net profit on CSR, such
firms may be pursuing C8R programs only for legal compliance and statutory requirements due to the
Focus on reducing cost and increasing profit. The evidence indicates-that such firms donot engage in
regular CSR practices'and pursue a reactive CSR stra tegy whenever needed, These findings tead to
our research propositions:’

Research Proposition 1. Fifnrs i enier gitig markets that possess market orientation will do CSR to meet legnl
obligations and complianee. These firms will pursue irregudar and reqetive CSR progranits. Market orientation
dominant firms in. emerging markets are less likely to embrace CSR in its corporale st ategy, therebiy gining o
cotpetitive advantige frout CSR.

I additicn, an interesting observation is. thatin firms where market-orientation is more dominant
the C5R department gets less attention from the top management ascompared to other core départments.
As CSK manager of firm ‘D’ laments:

Nof Nol No! In comparison to other departments, there is some difference between CSR and
other-departments. Say, in termis of salary, promotion,-and incentive,

8. Culture of Sustainability and CSR

A culture of sustainability is embedded in in the business model of firms who place more
emphasis on long-term goals, care more-aboul-the impact.of externalities from their operalions on
othet stakeholders and the environment, and build an or g"m.l?ational infrastructure that induces
organizational level sustainability performance (Galpin et al. 2015; Payne 2006),

The evidence indicates strong linkages between CSR and environmental sus tainability, the latter
being anintegral part of CSR, one cannot visualize the existence of environmental sustainability
without CSR..

There is linkage-of CSR with s;lstai_nabi.li_ty, They are both go.hand inhand. You cannot,
distinguish the‘two. Environmentis the key part entite scheme of thing, They also have to
be sustainable in nature. Be it at your plant, be it in the ecosystem.

Hence in a broader sense the ‘culture of sustainability’ can also be termed as “culture of social
responsibility’. Such firms design policies to uridertake organisational activities that promotes CSR,
possess.a corporate cullure which is conducive for CSR, environmentally sustainabili ty, ethical atid
moral values, and long-term goals of the:firm:.

Confen[-'ana]ys_is reveals that firmi A’ and “B" possess dominant culture of sustainability.

[Environmental] Sustainability is thé first thing we keep in mind, Ttis notonly in vision but
is alsa translated on the ground. Whatever busiriess opporturity we explore; we examine the
‘business:opportunity on thire¢ parameters. One is whether it is go.ing to be socially beneficial,
what way it is:_goiﬁg to be-eébnomicall_y bencfici__a_l in terms of the income and lifestyle:of
people, and third is how it is, going toimpact the énvironment. If we find that this'business
opportunity is-going to adversely impact the environment, then we may decide not to go
forward: So that is what ensures your brand to be sustainable.
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{Associate Vice President, Corporate Affairs, Firm ‘A’)

We emibirace environtiiental sustainability as-part of our overall strategy and business values.
Numerous initiatives have been. put in place to ensure that we do cur part to create a cleaner,
healthier environment for future generations,

{Vice Président, Corporate Communication, Firm ‘B

At ‘B, we value nature’s bounty: Without the fruits of nature, the vision of Firm ‘B'—
dedicated to the hiealth and well-being-of every househald—would nevet have been fulfilled.

(Brand Manager, Firm “B)

Some manufackuring sites modified their boilers te use biofuels; resulting in sighificant
envitonmenital benefits by reducing the:.CO2 emissions. The company has-also conducted
water audit at some of its units and have initiated the process of conducting a water foc)lpunt
study across-other units to further i Improve our water management.

(Head of CSR, Fifrh 'BY)

It is evident that firms ‘A’ and ‘B’ go beyond the legal mandate in their commitiment towards
environmental sustainability. However, sometimes the firm 'B’ use CSR to ensure environmental
sustainability in decree of law. As the CSR head of firin ‘B’ informs:

Different laws have come up: You can’t take herbs from forest. E.\_r_ery staté has different faw,
‘Then to sustain this [CSR] activity you have to have partnership with the NGO. If a company
is.not doing CSR it [firm] will riot be sustainable. In.the long run it [firm] will have problem.
Sure. That is required.

Consequently, the procurement of raw material and supply.chain arr angements.are influenced by
the fitm‘s deep commitment to the environmiental sustainiability within the existing legal framework.
Thus, we see that CSR s part of business model in such otganizations. These descriptions reflect the
underlying culture of the organisation, in which environmental and social performance, in addition to
financial performance, is.important that ensures. long term ‘economic sustainability.

Culture of sustainability dominant firms focus on long term economic goals and C8R is proactively
implemented in a planned manner through their own independent arms like development societies
and. trust as described below.

9. Implementation of CSR through a Company-Owned Development Society

Firm ‘A’ and ‘B* have their own separate. organisation (development societies) that is responsible
for implementing large scale community developmenit) programs of these firms. The society employs
a variety of people depending upon the type of projects it handles, including’ specialists. in socil
issues, agricullure, and rural development activities. There are two advantages in this approach.
First, it helps in implementing community development programs that are intended to be converted
into long-term sustainable CSR projects. Such projects.are possible because this approach relies on
community participation, resulting in ownership of the project by the community leading t0 a [ong-term
sustainable project. Second, firmis getan opportunity to engage in regular CSR programs becauge of
the society provides an appropriate organisational structure and a dedicated set of peopleé ta carry out.
CSR implementation work.

This evidenice suggests that, though in firms ‘A’ and ‘B, a culture of sustainability is more
dominant, market orientation is-also present. Figure | depicts the dominance and varying degree of
type of corporate culture present in sample a gribusiness firms in emerging markets.
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A: Chemical fertiliser B: Food and herbal

C: Agriculture machinerv D: Agriculture input and retail

S: Culture of sustainability,
M Market orientation
A, B, € and P are sample firms

Figure 1. Dominance ¢f Market orientation and Culture of sustainability in agribusiness firms.

The result shows. that firms ‘A’ and ‘B’ actively engage in CSR programs irrespective of any
pressure from stakehalder or media, i.e., ‘proactive CSR” (Du ot sl 2010). Stakeholdets typically
perceive proactive CSR positively (Becker Olson et al. 2i08). Therefore, it can be concluded that firms
possessing strong culture of sustainability can be expected to incorporate proactive CSRin emmerging

‘matkets, The fijld'irigS' alsu highlight that when CSR practices become part of corporate culture then

firm ¢ngage in regular €SR activities without any préssire from the stakeholders and such firms, will

‘generally practice proactive CSR,

Research Proposition 2. Firm.in enierging market possessing culture of sustaiiabifity aré more likely to

prirsue proactive CSR programs and incorporate CSR iy their corporate strategy.

10. How CSR Iniplementation Inculcates Sustainability Culture?

The evidence indicates that firms 'A‘ and ‘B’ notonly have great concerns abouit enviiénmental

sustainability issues but also have condugive atmospherte to promote CSR activities. One such indicator

of the existence of the cultuie of sustainability is the degree of volunteerism being present in the
organisation (Table 2). Results indicate that the volunteerism is present in a higher degree in firm
‘A" than ‘B'. These firms have strong culture of employee valunteerism for CSR and environmental
sustainability activities,
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Table 2. Evidence of voluntéerism, as a part of brgariisational culture.

Firm Exemplacy Quotes on Volunteerism

‘Regular communicalions are made ahd Volunteers are endouraged to participate in CSR programs..
So it is like if [ anvagriculture expert and if there is some agricultuial program as part of CSR

A program; I spend my Saturday and:Sunday:and go there try and communicate with farmets and
‘benefit them, That type of thihg is encouraged ‘within the company and it is also recognised.’

“When Utirgklinnd tragedy happened last year, even] gave my name that in ferms of re-establishing
the agriculture and there is a riged if I'could be of help”.

‘Company-offices have several special interest clubs, wherein employees sharing common passions
and inferests, get together and take the Jead in planning activities acound their area vf interest’.
"Encouragemierit in the sense that you will, getletter of appreciation from MD or HR letter that kind
of thing’

“Sorne people get oppartuni ty to go and work there, so certainly il i$ vecognized at the'time of
appraisals, but there is no direct linkage with money. If [-say that I have atténded 100 days or CSR

B programs enhance [ should get this much meney. No! Itis not in our goal! Because the goal shicet
has the goals which are only business refated, There is no CSR related goals otherwise the purpose
of volunteerism will get defeated’.

"Tew people areinvolved in the activity, Especially unit head, departmental heads they are engaged.
HR department is engaged everywhere, Safety departmentis involved’,

‘Some firms encourage employee volunteerism to implement small scale CSR activates like eye
check-up camp; blood donation camp, health check-up camp, animatl health check-up camp, conducting
farmer’s training programs, ete.

"Velunteerism” is a choice for employee to do social work: without'bothering about any
reward. The word volunteeriiig implies commitment of time and energy, for the benefit of
seciety and the community, the envirorunent, or individuals outside one’s-immediate fa mily.
1t is undertaken freely-and by choice, without concern for financial gain. Tt's all abiout to
male a positive iimpact in the workplace, community, and environment.

{Associate Vice President, Corporate Affairs of Fiem ‘A")

The other indicator of culture of sustainability is evidentin perfbrm'an‘ce apptaisal of eniployee
when people are recognized and awarded on various forum and receive public recognition. In firm *A’,
the employee performarice is also linked with his/her coritribution in CSR indica ting a high level of
employee involvement. In firm ‘B”even though CSR may not be-direct component of employee goal
sheet of all departments, still it gets some weightage. However, in some- places/departments such as
manufacturing units, ‘CSR is an essential component of employée goal sheet, Thus, firms ‘A’ and ‘B’
have strong commitment to CSR,

Your [Manager’s] performance is in fact linked to.CSR, It may not be very muich, but itis
part of that. It means-that there js very much high level of involvemerit,

(AGM, Sales and Marketing_, Firm ‘A")

Performance. of the employee however and it is fiot, part of the goal sheet. But in some
places/departments like in manufacturing units these are part of théir goal sheet. There is a
weight age of CSR in the goal sheet.

(CSR Manager of Firm*B')

Even in the goal sheet there is a section that you will do CSR activities voluntari] y: So that
kind ‘of commitment is there.

(HR Mana ger; Firm *A%)
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The above evidences substantiate that when firms engage in proactive CS_R practizes then it helps
to inculeate a-culture within the organisation which ‘promotes emplevee volunteerism and recognitﬁi'on
of employee during performance appiaisal. This ctlture of sustainability is conducive for carrying out
CSRand sustainability activities. This is a win-win kind of situation because the:company gets support,
expands its business, and runs its manufactisring plant without any hassles, while the community
is benefitted by CSR activities as their lifestyle improves and income generation activities increases.
‘This pracessiresults in better stakeholder mana gement and satisfaction which'in ftirn strengthens the
economic susta inability in the ]bng run, B

Research Propesition 3. Pronctive CSR tmplementation fuculeates a cultire of sustainability _(dmmcfsrfzed
by employee voluntarisns.and recognition of entployee during their perfornance appraisal), that strengthens Hre
eeonomic sustainability of firms.

11. Factors for Different Type of Corporate Culture

In above findings (Summarized in Table:3), it may also be noted that a number of Key factors were
identified that allowed to broadly categorise agribusiness firms irto sustainability dominant, market
dominant and suslainability-market mixed corporate culture. To put it in perspective, these factors are:

Table 3. Comparative analysis of. sample firms and surmmary of findings.

Sz Nop Key Findings Firm A and B Firm Cand D

Market Qrientation dominant
CSR 1o vet légal obligations
Irrc_’gular.and reactive

CS5R programs

- Culiure of sustainability dominant
- CSRbeyonid legal cbligation
- Regudar and proactive CSR

Markatorientation/Cultiieol . CoR embedded in - CSRwot einbédded in
b ?i-ls-tla ihability and CSR corporate stratégy corporate Skmlez’,}lr .
implementation ~  Focused on long tferm

B Focused un reducing cost
of ppération
{.ess fnd available for-
CSR implementagon

econoinic stistainabilicy
= Adeqgiate Find available for CSR

. T ] T A TR T .‘, 4 s
o CSR implementation approack !Ijmugf} firm s tvned development I artnering with NGO and Indusgrial
: society and trusy assoCiation
; PR - ~'Whernt the CSR activity demands 1 S .
' G e . 'k of specialized: ma 2
3 . Partnering with NGOs expertise beyand firnis Capability Dueg {o lack of specialized manposver
4 'Cnll'a?u!-a_(inn_ with industrial - fobuild brand image - Sharing of cost with other finns
assaciations o - Tdi build brand image
limplenicnfation of CSR through - roactive . . Lo
n_p. emicnlat hraugh Pr_m;ta.ve C;S_R_ No.campany divned soely/trust to
4 a company-owned development  _ Large scalé CSR, ) implentent CSR.
Saciety - Impact measurement possible P o
. - ; - Nature of frem's businpds
. F ] 1: 3t : L ey g
3 Factors prompting firms fo - Commitment toswards ~ Pressuie-on profitability

adopt-different culture. : '
: community development

Sa Niture of firm’s business - Environmentally hazardgns - Relatively environmentally sate
Sensitivity,and commitmenl . . Lo . o PR
i . ~ Exprossed raove-clearly in mission = Notexpressed cleatly in iission
ab towards sustainalde ) : T :
) statements stalemerits
development : : i
5¢ Pressure o profitabilily - Less -Mare

- LCimployee recognition
- C5R as'a part of - ; ~ Y

Employee voluntegrism performance appraisal - NO st.a_n_dﬂrdtzed [?0!_1cy tor
- Standard policy for employee volunteerism

employee volunteerism

Oceasional employee recognition

40
[«%




{. Risk Finaucial Manag, 20430, 13,269 15 of 19.

(i) Nature of a firm’s business—For d eeper-insights, the characteristics and nature of business of
these firms.should be noticed. Firm ‘A’ deals raainly in chemical and fertiliser which is much more
susceptible to-er_.l\firOnmen_ta]:- confroversies. Firm ‘B’ relies heavily on natural and forest products
for its resource sustainability. In arder to fulfil firm’s self-interest, the role of CSR increases in both
cases. Therefore, firms ‘A’ and ‘B’ go beyond legal compliance in pursuance af CSR, In turn, Firm ‘¢’ is
environmen ta'}ljz safe, and firm ‘D’ and ‘C’ operate 6n alow profit margin, Thus, it can be inferred
that firms that are environmentally safé or operate on low profit margin are less likely to pursue
CSE beyond legal compliance. ltis in teresting to note that iews of managers of firm’s C and D are
i contrast with the views expressed by managers of firm ‘A’ and “B’ who consider CSR as critical
for existence. .

If a firm is-environmentally unsafe (fertilizer, pesticides etc.), itis likely that they will be dominant
on culbure of sustai nability, On the other lhand, if a fi rm’s-nature of business is emﬁironmen tally less
hazardous {such as agri-retail, farm mechanization and tractor etc.), then this type.of firm may be.less
dominant on-culture of sustainability. '

{ii) Sensitivity, and cominitment towards sustainable development—Firmis *A’ and ‘B’ mission
statement clearly expresses their commitment to sustainzble development. The findings of the study
indicate that these firms practice their commiitment-to sustainable developmentand sensitive towards
community need. These firms are dominant on culture of sustainability.

(it} Pressure on profitability—Firms with pressure on profitability are likely to be deminant on
market orien tation as-explained inthe Section 7. '

The identification of these factors in this research may provide important guidelines to individuial
firms in drawing their own firm specific CSR~c’9rpﬁoi‘a te culture . framework as part of corporate CSR
strategy. This is-a significant contribittion to thie extant literature,

12. Discussion and Conclusions

The empirical study lays foundation for exploring sustainability issues in the context of emerging:
markets by focusing on the type of corpotrate culture a firm is possessing. This study specifically
explores how market orjeritation or a culture of ‘sustainability in emerging markets. affects CSR
implementation or vice versa, This research eéncourages investigating the corporate culture in a more
elaborate way to establish corporate culture-CSR relations. The:study contributes to CSR'and busiriess
ethics literature by diverting the attention from linking CSR with financial performarice to tinking
C5R with corporate culture indicators, which, is notonly core to the organisation, butalso provides
a long-term perspective for firms ta be successful. Results of this study reveal that the'analysis of

'CSR aclivities requires the pursuit of a holistic approich that allows identifying how CSR is really
implemented by firms. By analysing why; how, and in which con text agribusiness firms’ practice CSR,
this study provides a fertile ground for a new line of inquiry into the analysis of such activities:

Contrary to the views expressed by some authors (Eecles ot al. 2012), this's tudy estabiishes that
firms in emerging market possess both culture of 's_ustainabi['ity and market orientation within the
same organisation to a varying degree. This has implications for CSR Practices of agribusiness firms.
Regular CSR activities are practiced in firms in which:the culturé of sustainability prevails whereas
firms with dominant market:ofientation adopt TSR on an ad hee basis. An fmpromptu attitude to
CSR is particularly dangerous becauseit might backfire and undermine trust in the firm. . Firms that
possess strong cultuve of sustainability may possess a strong market orientation as. well, but firms,
in which the market orientation })lrevaliis, generally have a weak culture of sustainability. It las been
found that firms with a weak culture of sustainability are generally inelficient, struggling to reduce
manpower costs and manage losses. By comparing the twao sets of organisations, this study induces
the troubled firms tovards éfnbr'acin_g a culture of sustainability for gaining a long-term benefit and
econolnic sustainability (Bertels e al. 2011 Broewhi 2010). Fowever, a detailed scrutiny of the financial
implicatioris on the firm could be an interesting drea of research for upcoming researchers.
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This research has alse important policy implications.. First, it recommends firms to follow a
structured approach of CSR implementation. Second, it highlights the importance of adopting culture
of sustainability for economic sustainability (Evcles vt al, 2012). This research disproves the proposition
that the C5R should be pursued onty by the leading firms and that CSR is only a cost elénient for firiris
{(Riesslingetal. 2016}, Onthe contrary, the findingssuggest that the noi-practice of CSR couild be acostly
proposition for firms becanse it may result in antagonism, huge public resentment, and opposition to
the businiéss. Thus, the study pgrsimdes firms to scale up CSR activities for accomplishing strategic
benefit. In this context, firms considering CSR only asa cost elerment have a lesson to learn.

This study also highliglits the inter-departmental conflict within market oriented organisations
and recommends that firms that have separate CSR and marketin g departments should align their
activities in order to complement each other and work together.. Moreover, the role of markefing
professionals ity the implementation:of CSR activities i_s-11?gh_lighted’-by-this tesearch because these
professionals are involved with the grasstoots of the commiunity and the ¢onstmer; and are'capable of
bringing constructive feedback and suggestions of the community. Therefore, involving marketing
‘prafessionals in CSR planning and implementation wotild be a smart step. The'in tegration’ef CSR
demands cultural change driven. by senior management and other change agents, who push CSR
principles throughout the organization (Findgreen etal, 200 1), This counter intuitive inference respan ds
to the calis of authors who see'a major role _df':qnly senior managers as CSR change agents who drive
CSR principles throughout the orgatiization (Miska et al. 2016; Lind greanotal 21 }} '

There are‘a namber of fimitations to this study poi nting to 'interesting avenues for future research,
First, exploring the study’s propuositions in the context of a single country enabled the analysis to
keep .'any influences exerted by the environment coristant, biit weakened the generalisability of the
resutts. Due to culfural influences on o_rganisations.and on CSR_.implementa_tion in-various counfries,
an interesting extension of this study could be a Lcross-connbry research analysing institutional and
cultural influences on the relationship between corporate culture and CSR (Kucharska and Kowalozyk
201%). Such research would assist in testing further the robiistness of the prevailing theoretical
predictions and investigate whether corporate cultuie—CSR relation vary in different cultural contexts,
Second, the present investigation is based on interview research, which provides limited longitudinal
evidence on how firms use CSR practices in theijr everyday activities. Future studies with access to
longitudinal data will be able to_-a’ddress._ques‘tibns-'ccnc_erning temporal changes in CSR implementation
and its consequences on-corporate culture. Third, in interviews, when data are collected by ane
individual, individual biases inreporting are bound to.exist. Hence, quantitative and other qualitative
methods. may also be eniployed to increase the generalisability of the research. Fourth, this reseqrcl
was limited to'only very 1arge firms. Drawing on previous research (Camba-Barro of al, 2008) which
suggests that CSR is [eés_.size sensitivethan believed, a similat stirdy can be conducted in the context
of smaller agribusiness firms, This study supports the notion that in agribusiness, iraplementing.
CSR could be ai appropriate means to Iegi’tirﬁiée‘ business activities (Luhmarin and Thewvsen 2018).

‘This."CSR as a Hcense to opera te’ concept can be tested in-other sectors that are potentially harmfut
lo-envifonment; such-as mining, petrochemicals, energy, and automobile, Further research. may be
conducted in the context of these sectors to get a holistic picture of corporate culture-CSR rélations.
‘Despite the aforementioned limitations, the study’s results are important considering the size and
importance of India as an emerging economic power: Moreover, given the fact that data were collected
from a single, large country not influential in terms of deﬁrting C5R implementation, at least for
emerging markets, these results can be expected to-hold true for CSR practices across a wide range of
develeping countries.
‘Author Contributivns: Conceptualization, A.R. and A K ; methodology, T.G.A.; software, AR validalion, A.R,,
AK and T.G.A:; formal analysis, AU investigation, A.R.; resources, T.G.A:; data curation, AK; wri ting—original
draft preparation, A.R; writing—review and editing, AK;; visualization, TG A supervigion, AK.; project
administration, TG.A., ; funding acquisition, A.R. All authors kave read and agreed to the pubtistied version of
the manuscript. '
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