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[bookmark: _GoBack]As the business world becomes more and more dynamic, more organizations are incorporating various corporate social responsibility (CSR) programs into their business strategies. It is true that these CSR programs go a long way in promoting the organization’s vision and accountability to a wide range of stakeholders, but the sensitive issue that needs to be explored is the motive behind these programs. In other words, the current research seeks to answer the question of “what is the primary motive behind organizations integrating various CSR programs into their business programs?”
The research will be based on a theoretical framework and a hypothesis that reputation-building is the chief reason why business leaders and managers choose to integrate corporate social responsibility into their overall business strategies. In other words, although other reasons such as business accountability, and general welfare of the public, as well as the government’s rules and regulations are important reasons that guide this move, personal interests at the organizational level take Centre stage. Without a doubt, corporate social responsibility is an important aspect in the business sector. Many view it as the effort that a company makes in an attempt to improve itself and the society in one way or the other. These efforts may be in the form of implementing policies that are environmentally friendly in and outside the workplace. They could also be in the form of donations made to various non-profit organizations in support of programs that are aimed at improving the welfare of members of the society or in support of a particular humanitarian project. Whatever the case, Rangan, Chase, and Karim (2012) insist that every organization needs to have some CSR policies put in place as part of its business strategies.


A view of recently published literature focusing on the concept of the corporate social responsibility within the business field indicates that there are different reasons why business leaders and managers embrace CSR but reputation-building remains paramount. For example, according to Rangan, Chase, and Karim (2012), CSR is centered on the idea of creating value for the organization’s shareholders but should also create value for society. This implies that the organization’s personal interest comes before their interest for the society. Similarly, Šontaitė-Petkevičienė (2015) notes that being environmentally and socially responsible is an important and good cause for organizations – however, the most important thing is to translate those “good causes into the strategic benefit of good corporate reputation” (p.503). On the same note, Gazolla and Colombo (2014), maintain that the main aim of integrating corporate social responsibility into the corporate strategy is because it acts as a source of competitive advantage for the organization. However, CSR skeptics such as Karnani (2010) contend that insinuating or believing that CSR helps organizations to do better or improve their reputation is misguided. The argument is that doing good sometimes does good for the company – but not always.
Therefore, the current research will analyze data from various resources to come up with a final report to show the relationship between corporate social responsibility and organization’s reputation building. After processing and analyzing the data, the study findings will make it possible to formulate recommendations and also establish other areas that may require more research to be conducted. They will also make it possible to determine the truthfulness of the hypothesis that reputation-building is the chief reason why business leaders and managers choose to integrate corporate social responsibility into their overall business strategies.
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