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LECTURE #2:
Corporate Social Responsibility (CSR)
Corporate social responsibility (CSR), also known as corporate citizenship, is a term which refers to corporate conduct that goes beyond mere compliance with laws and regulations, and voluntarily takes steps to promote the interests of stakeholders such as employees, the local community, and society and large.  As stated by Tateisi in his article, companies accomplish this by balancing the company’s economic interests with those of its various stakeholders in a number of areas including environmental  practices, labour standards, safety and public health, consumer protection, human rights, relationships with shareholders and competitors, and prevention of corruption, among others.
In order to promote corporate social responsibility in Japan, Nippon Keidanren (the Japanese Business Federation) adopted a Charter of Good Corporate Behaviour in 1991 and, more recently, established CSR guidelines.  The Charter of Corporate Behaviour includes 10 principles of good corporate citizenship for its members.  Some examples include the commitment to engage in philanthropic activities, to be proactive in environmental issues, to promote workplace health and safety, to protect the privacy of consumer-related data, and to reject contracts with organizations that violate the law.  
The article by Hirose states that although CSR is a relatively new concept in the U.S. and Europe, it has been part of Japanese management practices since the 1970s.  He states that whereas U.S. and European businesses have in the past tended to place much higher importance on short-term profits for their shareholders, Japanese companies have been balancing shareholder interests with those of other stakeholders for much longer.  He maintains that Japan has (ironically) been aided in this by its scarcity of natural resources.  It has turned a lack of natural resources to its advantage, and developed cutting edge technology for energy and resource conservation and environmental protection which have benefited society at large.
In today’s increasingly globalized world, engaging in CSR ultimately contributes to a company’s earnings.  

As mentioned in the Tateisi article, today’s consumers demand not only low prices and good quality, but also high ethical standards and honesty from businesses.  Consumers are often prepared to pay more for products that come from companies that they perceive to be socially responsible.
In the PowerPoint presentation which will be shown following this lecture, students will see how non-government corporations launch multimedia campaigns denouncing the unethical practices of companies and encouraging consumers to boycott their products.  At the same time, these NGOs will endorse companies that are “friendly” to their causes.  An example of this is an advertisement by PETA (People for the Ethical Treatment of Animals) in the PowerPoint presentation in which it calls off an international campaign against Benetton, previously denounced for its inhumane treatment of sheep for its wool, and list retailers who support animal welfare reforms by using more “humane” wool.
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