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Abstract - In the context of new economic reforms, Corporate Social Responsibility has become a hot topic of discussion 
among the business sectors for over several years. Companies increasingly find themselves under pressure to adopt socially 
responsible forms of operation. However, there is scarcity of management programmes on CSR creating a void in knowledge 
about how to implement CSR by modern organisations. Knowledge management comprises of a range of strategies used in 
an organization to identify and enable adoption of insights so as to help managers contribute towards personal, professional 
and organisational effectiveness. In this paper, an attempt has been made to explore how knowledge management can be 
used to support knowledge based strategies for CSR which is becoming increasingly important for the global sustainable 
development. 
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I. INTRODUCTION 
 
Knowledge management has been a topical subject in 
every fora which deals with the issues of business 
management today. Majority of the business 
organizations recognize the importance of 
knowledge. And it has to be managed effectively. For 
many companies, knowledge assets provide the basis 
for building capabilities delivering competitive 
advantage. Knowledge assets are frequently divided 
into three main categories: organisational/structural 
capital, customer capital and human capital. 
Organisational capital also referred to as 
organisational memory represents knowledge that is 
embedded in its organisational design, relations, 
processes and IT applications. Customer capital 
represents customer knowledge (the company’s 
ongoing relationships with the people or 
organisations to which it sells). Human capital 
represents the human resources within the 
organisation and its business partners. Corporate 
training is also becoming increasingly important in 
business strategies, sometimes as part of an overall 
knowledge management strategy, but more often as a 
separate initiative associated with developing core 
competencies, continuous professional development 
and life-long learning schemes. 
 
In this paper, attempts have been made as to how 
knowledge management can be used to support 
knowledge based strategies for corporate social 
responsibility, which is becoming increasingly 
important for the global sustainable development. 
 
II. CORPORATE SOCIAL RESPONSIBILITY 
 
In the 1990s, the corporate social responsibility 
(CSR) movement gained prominence in the political-
economic debate and in the strategies of leading 

business organizations. CSR stressed corporate self-
regulation and voluntary initiatives involving, for 
example, codes of conduct, improvements in 
occupational health and safety, environmental 
management systems, social and environmental 
reporting, support for community projects and 
philanthropy. According to European Commission, 
(2001), “CSR is a concept whereby companies 
integrate social and environmental concerns in their 
business   operations and in their interaction with 
their stakeholders on a voluntary basis.” 
 
The history of social and environmental concern 
about business is as old as trade and business itself. 
Corporate social responsibility has been debated and 
practiced in one form or another for more than 4,000 
years (Visser and McIntosh, 1998). Carroll (2008) 
found that the modern concept of CSR can be more 
clearly traced to the mid-to-late 1800s, with 
industrialists like John H. Patterson of National Cash 
Register seeding the industrial welfare movement and 
philanthropists like John D. Rockerfeller setting a 
charitable precedent that we see echoed more than a 
hundred years later with the likes of Bill Gates. 
 
The motivation behind the initiation of CSR activities 
has been one of the contemporary research issues. 
According to Brown (2001), the main factors driving 
the changing attitudes to social and environmental 
responsibility in the modern Indian business are 
increasing awareness and reputations topped the list 
followed by other CSR drivers like community group 
pressure and public opinion. It was also found that 
the companies under study were following social 
actions in more than one area. Certain Indian and 
international companies were reported to be the role 
models in CSR sector. There is no doubt that the 
image of corporations involved in CSR is far better 
than those who are not. Pfau et.al (2008) conducted 
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an experiment to examine the influence of corporate 
social responsibility campaigns on public opinion. 
Results supported the expectation that corporate 
social responsibility campaigns, which communicate 
corporate good deeds, exert considerable positive 
influence on public opinion and corporate social 
responsibility campaigns enhanced people’s 
perceptions of sponsors’ image, reputation and 
credibility. Over the last decade, there had been 
considerable debate over whether organisations had a 
corporate social responsibility, as well as whether 
socially responsible initiatives predict subsequent 
financial performance. . Prahalad (2004) highlighted 
a view that CSR theory represents a major 
opportunity for innovative and entrepreneurial 
businesses. Those who start using CSR to guide their 
research and development are likely to open up new 
markets. Narwal and Sharma (2008) studied the 
perception of the Indian society on corporate social 
responsibility. The findings revealed that in a market-
led economy, society holds both positive and a 
skeptic view of CSR activities and expects a 
responsible and ethical behaviour from the 
corporations. The study was useful for the 
corporations to understand the societal perception on 
corporate social responsibility which may help them 
to redesign and reposition their social responsibility 
activities. Business leaders, government officials, and 
academics are focusing considerable attention on the 
concept of corporate social responsibility, 
particularly in the realm of environmental protection.  
 
Malik and Santhalia, (2017) attempted to define the 
concept of Corporate Social Responsibility with 
relation to the newer concept of environmental ethics 
and extending to the boundaries of corporates 
involving themselves in the international carbon 
trading market. The authors would give reasons as to 
how exactly carbon trading is an excellent answer to 
the prevailing disrespect shown by the corporates 
against the environment. Idemudia(2009) studied the 
relationship between corporate social responsibility 
and development which recently became the focus of 
scholars concerned with the relationship between 
business and society. The study examined the 
implications ofthese ideas for business’s role in 
sustainable development within developing countries. 
 
III. KNOWLEDGE MANAGEMENT 
 
Knowledge Management (KM) comprises a range of 
strategies and practices used in an organization to 
identify, create, represent, distribute, and enable 
adoption of insights and experiences. Such insights 
and experiences comprise knowledge, either 
embodied in individuals or embedded in 
organizational processes or practice. Knowledge 
Management efforts typically focus on organizational 
objectives such as improved performance, 
competitive advantage, innovation, the sharing of 

lessons learned, integration and continuous 
improvement of the organization. 
KM efforts overlap with organizational learning, and 
may be distinguished from that by a greater focus on 
the management of knowledge as a strategic asset and 
a focus on encouraging the sharing of knowledge. 
KM efforts can help individuals and groups to share 
valuable organizational insights, to reduce redundant 
work, to avoid reinventing the wheel per se, to reduce 
training time for new employees, to retain intellectual 
capital as employees turnover in an organization, and 
to adapt to changing environments and markets 
(Thompson and Walsham, 2004). One important 
perspective surrounding knowledge management at 
organizational level is strategi perspective. In 1996, a 
Winter Special Issue of the Strategic Management 
Journal published several papers discussing a 
knowledge-based theory of the firm, to include a 
seminal article by Grant (1996). This author takes 
strong steps toward a knowledge-based view of the 
firm, suggesting that: (1) Firms apply knowledge to 
the production of good and services; (2) Knowledge 
represents the most strategically valuable resource of 
a firm; (3) Individuals create and hold knowledge, not 
organizations; and (4) Firms exist because of the high 
costs involved with markets attempting to coordinate 
the knowledge of individual specialist. 
 
Liebeskind (1996) suggests that firms have unique 
institutional capabilities to protect knowledge from 
imitation more effectively than market contracting. 
Spender (1996) revisits sociotechnical systems theory 
to adopt heuristics from the social constructionist 
literature to suggest that knowledge can be conscious, 
automatic, objectified, or collective. Of note, Spender 
suggests that a dynamic knowledge-based theory of 
the firm should recognize that organizations represent 
“activity” systems with conceptualization of a 
collective mind as a pattern of interrelations and 
actions in a social system. Tsoukas (1996) employs a 
constructionist approach to suggest that a firm’s 
knowledge represents the indeterminate outcome of 
individuals attempting to manage the inevitable 
tensions between normative expectations, 
dispositions, and local contexts. Tsoukas also 
suggests no single individual can fully know in 
advance what kind of knowledge will be relevant, 
when, and where. 
 
Subsequently, Dyer andNobeoka(2000 )consider the 
creation and management of a high-performance 
knowledge-sharing network that motivates members 
to participate , prevents free rider, reduces the costs 
associated with finding and accessing different types 
of valuable knowledge. There are two efforts that 
provide perspectives into KM and strategy. Polanyi  
(1966) represents the initial grandfather of future 
work investigating KM, distinguishing the dimension 
of tacit knowledge. Clippinger (1999) views tacit 
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knowledge representing knowledge contained in the 
mind of an individual. 
Galbraith(1992) includes several chapters applying 
complex adaptive systems to business. This book 
makes an overarching contribution by considering 
that the classical view of “management” as a 
directed,focused, or activity with specific ends may 
not be possible as organizations confront increasingly 
turbulent, global environments. From a KM 
perspective, it might be that “management” equally 
represents a misnomer; akin to research by Tsoukas 
(1996)  that no single individual can fully know in 
advance what kind of knowledge will be relevant, 
when, and where. Instead, per Clippinger’s 
suggestion, an ecosystem approach could foster 
knowledge exchange opportunities among individuals 
comprising one or more organizations and allow 
dynamic knowledge exchange activities to evolve. 
This proposal parallels similar proposals made by 
Galbraith (1992) and Markus, et.al 
(2002).Clippinger’s book presents several arguments 
proposing that a “bottom-up” approach as ideal for 
globally distributed individuals who must exchange 
time-sensitive knowledge to increase organizational 
adaptedness and survivability, whereas top-down 
approaches may confront indeterminacy. Reference 
[20] research also considers the veracity of both 
organizational and individual knowledge when 
confronted with a turbulent external reality. 
 
3.1 Developing a Knowledge-based CSR strategy 
Despite the increased understanding of the 
importance of dynamic knowledge capabilities in 
strategy, and advances in knowledge management 
technologies, one area still seriously underdeveloped 
is the ability to link knowledge management with 
strategy and competitive advantage. To establish 
knowledge oriented strategy one must understand and 
articulate the advantage that comes from knowledge 
as a strategic resource enabling the company to better 
formulate and execute its strategy. For this, in the 
context of CSR, a knowledge view of the 
organisation must be created and used to define its 
knowledge-oriented CSR positioning in the specific 
sector inwhich it operates. This CSR knowledge view 
of a company defines the context that links CSR 
strategy and knowledge management technologies. 
 
Typically CSR strategies can be classified along four 
dimensions: 
 
1. Reputation management (i.e. voluntary codes of 

conduct, reporting and auditing), 
2. Social marketing (i.e. ethical brand building, 

social labelling, fair trade), 
3. Active social capital management (i.e. with 

clients, suppliers, NGOs etc.) 
4. Social innovation 
Developing a knowledge-oriented CSR strategy 
should first take into account emerging generic CSR 

strategies such as reputation management and social 
marketing. The knowledge- oriented CSR strategy 
will then seek opportunities in an environment shaped 
by the broader economic, management and 
developments. It should be clarified that intellectual 
capital is defined as the value, or potential value, of 
an organisation’s intellectual assets (or knowledge 
assets). Intellectual capital is often described as the 
combination of three sub-categories: human capital, 
structural capital and customer capital. Customer 
capital should be extended to represent stakeholder 
capital or social capital in the context of CSR. The 
critical requirement for CSR is increased speed of 
understanding stakeholder perceptions and the ability 
to respond fast and accurately. The company needs to 
generate new knowledge to explain changes in 
stakeholder concerns in order to create successful 
responses. It needs dynamic capabilities for adapting, 
integrating, and re-configuring internal and external 
organizational competencies and processes towards 
improving its sustainability performance. 
 
A strategic knowledge management capability should 
facilitate early recognition of change patterns from 
which possible explanations and expected change 
trajectories can be made. Appropriate responses can 
then be designed taking into account the 
organisational constraints and optimizing time and 
cost. 
 
A knowledge management process model highlights 
the following four elements presented in the figure 1: 
 
1. Knowledge Management Strategy; 
2. Knowledge Acquisition and Dissemination; 
3. Training; 
4. Knowledge development. 

 
Knowledge acquisition is aimed at managing the 
collation of knowledge requirements from strategy 
and process inputs and at co-coordinating training 
and knowledge development to fulfil these 
requirements. The knowledge acquisition component 
also provides the input connection to the learning 
services. The training component is aimed at using 
the learning services to establish the competence 
levels required and therefore is essentially linked to 
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the knowledge development component. The 
knowledge development component is aimed at 
maintaining the knowledge resources at the level 
required for a successful operation. The knowledge 
development component represents a highly dynamic 
process which can be compared to a knowledge 
“stock” control process. It is therefore important to 
consider carefully the dynamics affecting the 
company‘s knowledge development so as to avoid 
potential deficiencies and to support maximum 
utilization of the company‘s existing knowledge 
assets. This means that the level of knowledge 
“stock” should be constantly monitored and projected 
development requirements and related actions should 
be revised accordingly. In the CSR context, 
knowledge management relates to managing 
knowledge requirements in strategy formulation, in 
designing process changes, in undertaking revised 
processes and managing sustainability performance. 
 
CONCLUSIONS 
 
This paper dealt with the concept of knowledge-
oriented CSR strategy. In order to familiarize with 
the concepts, both CSR and KM literature were 
reviewed and finally a model to develop knowledge 
based CSR strategy was discussed. Corporate Social 
Responsibility has become a core issue for many 
small and large businesses. Most of these companies 
now provide information about their environmental, 
social impact or both. They are realizing the fact that 
there are real business benefits from being socially 
responsible. Knowledge management has become a 
cornerstone in emerging business strategies such as 
CSR, which many companies have adopted as a 
corporate philosophy. Knowledge management 
defines the primary knowledge acquisition 
requirements. It also defines primary knowledge 
development strategy in terms of R&D and specific 
knowledge development projects such as 
participation in knowledge clusters, collaborative 
projects etc. In the context of CSR, several 
components of knowledge management process goal 
to enable and empower organizational leaders for 
addressing the social responsibility gaps in 
management and society. 
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