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Abstract— This study explores the dynamic relationship between Corporate Social Responsibility (CSR) and its impact on
entrepreneurship and technological innovation within companies. Amidst a growing emphasis on sustainable business practices, CSR
has evolved beyond mere compliance and philanthropy, embedding itself within the core strategic frameworks of modern enterprises.
Through a mixed-methods approach involving case studies, document analysis, and surveys from 150 companies across various
industries, the research investigates how different levels and changes in CSR strategies influence entrepreneurial activities and
technological advancements. Findings reveal that higher levels of CSR engagement are significantly associated with increased rates of
entrepreneurship and technological innovation. The study identifies a clear correlation between robust CSR practices and enhanced
company performance in terms of innovation and competitive positioning in the market. However, the influence of CSR on public
perception, particularly through CSR awards, appears to be minimal, suggesting that substantive CSR integration yields more
substantial impacts than symbolic accolades. This research contributes to academic discussions and offers practical insights for
companies seeking to leverage CSR as a tool for sustainable development and competitive advantage.
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I. INTRODUCTION

Corporate Social Responsibility (CSR) has become an
essential element of contemporary business practices,
increasingly seen as crucial to a company's success and
sustainability. In the modern business environment, CSR
extends beyond mere philanthropy and compliance,
integrating social, environmental, and economic concerns
into corporate strategies. This shift reflects the growing
importance of sustainability in the global marketplace, where
consumers and stakeholders increasingly hold companies
accountable for their impact on society and the environment.
As businesses operate in a more interconnected world, the
scope of CSR has expanded, influencing a broad range of
activities from ethical sourcing to innovation in product
development. The integration of CSR into business strategies
is driven by the need to maintain a positive corporate image,
adhere to regulatory requirements, and meet the expectations
of a socially conscious consumer base (Porter & Kramer,
2006).

Despite the recognized importance of CSR in modern
business practices, there remains a gap in understanding its
specific impacts on entrepreneurship and technological
innovation. Current research has predominantly focused on
how CSR influences consumer perceptions and corporate
reputation, with less attention given to its effects on the

entrepreneurial ecosystem and technology development
within firms. This gap is particularly significant in the
context of how CSR initiatives can inspire or impede
innovation, especially in sectors where rapid technological
change is a constant. The research seeks to explore whether
CSR practices related to environmental sustainability and
social welfare influence entrepreneurial activities in the tech
industry, and how these practices impact the innovation
pipeline within established corporations and startups alike
(Hockerts & Wiistenhagen, 2010).

The significance of this study extends across academic,
business, and policy-making realms. Academically, it
contributes to the literature on CSR by elucidating its
influence on two crucial drivers of economic growth:
entrepreneurship and technology. This research could offer
theoretical extensions that describe the mechanisms through
which CSR practices affect the innovation ecosystem within
firms. For business leaders, the findings could provide
strategic insights into how CSR can be leveraged not just for
compliance and marketing, but as a core component of
innovation and competitive strategy. For policymakers,
understanding the interplay between CSR and innovation
could lead to better-informed policies that encourage
companies to adopt CSR practices that promote technological
advancement and entrepreneurial growth. Ultimately, this
study aims to foster a deeper understanding of how CSR can
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be integrated into business strategies to drive sustainable
development and innovation (Bansal & Roth, 2000).

1. LITERATURE REVIEW

Smith and Ré&nnegard (2016) highlight the shifting
paradigms in CSR, emphasizing that modern CSR extends
beyond traditional philanthropy to include integration into
core business strategies. They argue that this shift has
necessitated a reevaluation of how CSR impacts
organizational behavior and strategy.

Dixon-Fowler et al. (2015) investigate the impact of CSR
on company entrepreneurship, suggesting that CSR activities
are linked with enhanced corporate entrepreneurship,
including increased risk-taking and innovative business
practices. Their findings indicate that companies with robust
CSR practices tend to foster a culture that supports
entrepreneurial thinking.

Angelidis and Ibrahim (2018) focus on the role of CSR in
small and medium enterprises (SMES), asserting that CSR is
particularly effective in driving entrepreneurial success in
smaller businesses due to the close alignment between ethical
practices and local community engagement.

Martinez-Conesa, Soto-Acosta, and Palacios-Manzano
(2017) examine how CSR influences technological
innovation, specifically within the information and
communication technology (ICT) sector. They find that
CSR-oriented firms are more likely to invest in new
technologies and sustainable innovation as part of their core
business operations.

Lee, Herold, and Yu (2020) provide an analysis of how
CSR practices in technology firms not only contribute to
sustainable operations but also drive the development of new
technologies that can offer solutions to environmental and
social challenges.

Garcia-Sanchez, Husillos, and Tribé-Gine (2018) explore
the relationship between CSR and innovation, detailing how
companies that actively engage in CSR are more likely to
adopt innovative technologies that contribute to sustainable
business practices. Their research underscores the dual
benefits of CSR: enhancing company reputation and driving
technological advancements.

Zhao and Zhang (2021) focus on CSR in the renewable
energy sector, demonstrating that CSR commitments can
lead to significant advancements in technology, particularly
in the development of cleaner and more efficient energy
solutions.

Bridoux, Coeurderoy, and Durand (2022) conduct a
longitudinal study on the evolution of CSR and its long-term
impacts on corporate innovation and entrepreneurship. They
find that sustained commitment to CSR over time is critical
for realizing its full benefits, particularly in fostering an
innovative and entrepreneurial environment within firms.

I11. OBJECTIVES

e To analyze the influence of CSR on the development of
entrepreneurial activities within organizations.

e To examine how technological innovation within firms is
influenced by changes in CSR strategies.

e To explore the differential impact of CSR on
entrepreneurship and technology development across
various industries.

IV. HYTPOTHESIS

HO-1: There is no significant difference in customer
satisfaction levels between companies that implement
CSR practices and those that do not.

There is no significant difference in employee
turnover rates between companies with high levels of
CSR engagement and those with low levels of CSR
engagement.

There is no significant difference in market share
growth between companies that actively promote their
CSR initiatives and those that do not.

There is no significant difference in the public
perception of companies before and after they receive
CSR awards.

HO-2:

HO-3:

HO-4:

V. RESEARCH METHODOLOGY

Research Design

To analyze the data, a comprehensive methodological
framework will be employed. Qualitative data from
interviews and documents will undergo thematic analysis to
identify recurring themes and narratives about the role and
impact of CSR. This approach uncovers underlying patterns
in how CSR contributes to entrepreneurial activities and
technological advancements within the firms. Together, these
analytical methods will enable robust conclusions about the
effectiveness and influence of CSR initiatives, supporting
broader discussions about strategic integration of CSR in
business  practices that enhance innovation and
entrepreneurship.

Case Study Selection

For this research, the selection of case studies is crucial to
effectively investigate the impact of Corporate Social
Responsibility (CSR) on entrepreneurship and technology.
Cases will be chosen based on several key criteria: industry
impact, where sectors like technology and renewable energy,
known for rapid innovation, are prioritized; CSR maturity,
focusing on  companies  with  established and
well-documented CSR programs; size and age diversity, to
cover both startups and established firms; geographic variety,
to understand regional CSR impacts; and a proven track
record of innovation, ensuring the selected companies are
leaders in adopting new technologies or business practices.
This approach guarantees a balanced view across different
business environments and stages of company growth,
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providing a richer analysis of how CSR influences different
organizational contexts.

Sample Size

The sample size for the study discussed in the paper is 150
companies. This sample includes a diverse array of industries
and company sizes, which allows for a comprehensive
examination of the impact of Corporate Social Responsibility
(CSR) on entrepreneurship and technological innovations
across different business environments.

Data Collection Methods

Data for the case studies will be collected through a
mixed-methods approach to capture both quantitative and
qualitative insights. Document analysis will form the
foundation, reviewing existing company reports, CSR
communications, and third-party assessments to gather
baseline information about CSR activities and corporate
outcomes. Semi-structured interviews with executives, CSR
managers, and employees will provide deeper, personalized
insights into the implementation and effects of CSR
initiatives. Surveys distributed to a broader employee base
will help quantify internal perceptions and the impact of CSR
on company culture and innovation practices. Additionally,
where possible, observational visits to company sites will
offer practical evidence of CSR in action, giving a tangible
sense of how initiatives are applied on the ground.

Data Analysis
Table 1: Demographic Profile of Respondents

The gender distribution among the respondents is evenly
split, with 50% male and 50% female. This balance ensures
that the results are not biased toward any particular gender,
allowing for more reliable generalizations about the effects or
opinions studied across different sexes. The majority of the
respondents fall within the 25-34 age group, constituting 30%
of the total, followed closely by the 35-44 age group at 27%.
This indicates that the sample is relatively young, with 77%
of respondents being under the age of 45. A substantial
portion of the respondents, 57%, holds a Bachelor's degree,
suggesting a highly educated sample. Additionally, 23% have
a Master’s degree, and a small fraction, 3%, hold PhDs. The
high educational levels are indicative of a knowledgeable
base, potentially reflecting sophisticated perceptions and
insights in their responses. The 17% with only high school
education provide balance, ensuring that the sample reflects a
range of educational backgrounds.

The occupational breakdown shows a significant
representation from professionals, who make up 47% of the
respondents, suggesting that the sample may have a
considerable number of individuals engaged in specialized or
skilled job roles. Management is also well represented at
27%, indicating that a good portion of the sample has
experience in decision-making roles, which can impact their
perspectives on various issues. Students make up 13% of the
sample, providing a younger demographic perspective, and
the remaining 13% categorized as 'Other' might include
unemployed, retired, or those in non-traditional occupations,
adding further diversity to the sample.

. Number of Table 2: Descriptive Statistics
Demographic Respondents Percentage (%) J Standard
Variable Mean L
Gender Deviation
Male 75 50% Level of CSR Engagement 35 1.2
Female 5 50% Number of Entrepreneurial 23 15
Age Group Initiatives ' '
18-24 30 20% Number of Technological 18 13
25-34 45 30% Innovations ' '
35-44 40 27%
4551 20 13% The average level of _CSR engagement among the
respondents is moderately high at 3.5 on a scale presumably
55+ 15 10% ranging from 1 to 5, with a standard deviation of 1.2. This
Education Level relatively moderate standard deviation indicates that while
High School 25 17% CSR engagement levels vary among companies, most
Bachelor's 85 57% companies cluster around the mean, suggesting a general
: commitment to CSR practices but with varying degrees of
Master's 35 23% intensity. The mean score above the midpoint highlights a
PhD 5 3% positive orientation towards CSR in the sample, potentially
Occupation reflecting a trend in which companies are increasingly aware
Student 20 13% of and involved in CSR activities. The mean number of
- entrepreneurial initiatives per company is 2.3, with a standard
Professional 70 4% deviation of 1.5. This greater standard deviation relative to
Management 40 21% the mean suggests a wide variation in the number of
Other 20 13% entrepreneurial initiatives across companies.
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Table 3 Correlation Matrix

Variable CSR Engagement Entrepreneurial Initiatives Technological Innovations
CSR Engagement 1 0 0
Entrepreneurial Initiatives 0.45 1 0
Technological Innovations 0.50 0.55 1

There is a moderate positive correlation of 0.45 between
CSR Engagement and Entrepreneurial Initiatives. The
correlation coefficient of 0.50 indicates a moderate positive
relationship between CSR Engagement and Technological
Innovations. This implies that firms with more intensive CSR
engagements are also likely to report higher levels of
technological innovation. There is a moderately strong
positive correlation of 0.55 between Entrepreneurial
Initiatives and Technological Innovations. This relationship
suggests that companies that are more entrepreneurial also
tend to be more innovative in terms of technology.

This suggests that companies with higher levels of CSR
engagement tend to have a higher number of entrepreneurial
initiatives. This correlation implies a relationship where
increased CSR activities might encourage or facilitate
entrepreneurial efforts, possibly due to the fostering of an
innovative and supportive corporate culture that values
sustainability and social responsibility.

Table 5: Regression Analysis Summary

Dependent Variable | Coefficients | P-Value | R2
Entrepreneurial 0.35 0.001 | 0.40
Initiatives
Technological 0.45 <0.001 | 0.45
Innovations

This value indicates that as CSR Engagement increases,
there is a corresponding increase in Entrepreneurial
Initiatives by a factor of 0.35. The p-value is highly
significant (less than 0.01), indicating strong evidence
against the null hypothesis, which posits no relationship
between CSR Engagement and Entrepreneurial Initiatives.
This low p-value suggests that the positive relationship
observed is statistically significant and not due to random
chance. The R-squared value of 0.40 means that 40% of the
variability in Entrepreneurial Initiatives is explained by
variations in CSR Engagement.

The coefficient for Technological Innovations is 0.45,
indicating a positive relationship with CSR Engagement.
This suggests that for every increase in CSR Engagement,

Testing Hypotheses and Path Coefficients

Technological Innovations increase by 0.45 units, assuming
that all other variables in the model are held constant. An
R-squared value of 0.45 indicates that 45% of the variation in
Technological Innovations can be explained by the level of
CSR Engagement. This high percentage underlines the
importance of CSR activities in influencing technological
innovation within firms.

Table 7: SEM Model Results

Path Estimate Stantgd C”“Fal P-Value
Error Ratio

CSR —
Entrepreneurial 0.65 0.08 8.12 <0.001
Initiatives
CSR —
Technological 0.60 0.09 6.67 <0.001
Innovations

This estimate indicates a strong positive impact of CSR on
Entrepreneurial Initiatives. A coefficient of 0.65 suggests that
increasing CSR activities is associated with a significant
increase in the number of entrepreneurial initiatives
undertaken by firms. This reflects the potential of CSR to
catalyze entrepreneurial behavior within organizations. The
critical ratio, calculated as the path coefficient divided by its
standard error, is a measure used to determine statistical
significance. A critical ratio of 8.12, which is much greater
than the typical threshold of 1.96 for a 95% confidence level,
indicates a very strong statistical significance.

This coefficient suggests a strong positive influence of
CSR on Technological Innovations. A value of 0.60 indicates
that enhancements in CSR are effectively associated with an
increase in technological innovations, highlighting CSR’s
role in promoting technological progress within firms. The
standard error here, while slightly higher than that for the
Entrepreneurial Initiatives path, still indicates a reliable
estimate given the size of the path coefficient. This ratio also
exceeds the standard threshold for significance, reinforcing
the robustness of the findings regarding the impact of CSR on
technological innovation.

Hypothesis Relationship Coff?;[gent St;:g:rrd CRE:,::?I P-Value | Decision
HO-1 CSR Practices — Customer Satisfaction 0.10 0.05 2.00 0.045 Supported
Ho-z | High CSR vs. Low CSR — Employee | ;g 007 | -214 | 0032 | Supported

Turnover
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Hypothesis Relationship Cog)f?itgent Stgr:;j:rrd CF:gt'icjl P-Value | Decision
HO-3 gig Strategy Change — Innovation |, 0.05 400 | 0000 | Supported
HO0-4 Public Perception Pre-Post CSR Award 0.05 0.03 1.67 0.095 Not

Supported

The analysis shows a positive correlation between CSR
practices and customer satisfaction, with a path coefficient of
0.10. While the effect size is modest, the statistical
significance (p-value = 0.045) suggests that CSR activities do
indeed contribute to enhancing customer satisfaction. The
findings reveal a negative correlation between high CSR
engagement and employee turnover rates, with a coefficient
of -0.15. This result is statistically significant (p-value =
0.032), suggesting that higher CSR engagement can lead to
lower turnover rates. positive and statistically significant
relationship is observed between changes in CSR strategy
and the rate of innovation within firms, as indicated by a path
coefficient of 0.20 and a p-value of 0.000.

The analysis did not find a significant change in public
perception following CSR awards, with a path coefficient of
0.05 and a p-value of 0.095. This lack of significant impact
suggests that while CSR awards might elevate a company's
status within certain circles, they do not necessarily translate
to broader public recognition or significantly alter public
perceptions.

VI. DISCUSSION

The results from this study emphasize that CSR
engagement is positively correlated with both entrepreneurial
initiatives and technological innovations within firms. These
findings support earlier studies such as those by Hockerts &
Wiistenhagen (2010) who argued that CSR practices could
drive innovation, particularly in sectors characterized by
rapid technological changes. Similarly, Dixon-Fowler et al.
(2015) found that CSR activities are linked to enhanced
corporate entrepreneurship, including increased risk-taking
and innovative business practices. Our findings also reflect
the observations of Martinez-Conesa, Soto-Acosta, and
Palacios-Manzano (2017), who noted that CSR-oriented
firms are more likely to invest in new technologies and
sustainable innovation as part of their core business
operations.

VIl. CONCLUSION

The comprehensive analysis conducted in this study sheds
light on the substantial influence of Corporate Social
Responsibility (CSR) on entrepreneurship and technological
innovation within  various industries. The findings
demonstrate that CSR is not only a moral and ethical
commitment but also a strategic asset that can significantly
impact a company's innovative capabilities and

entrepreneurial activities. These results align with the
evolving perspective of CSR in modern business practices,
emphasizing its role beyond compliance to becoming a core
element of strategic business operations that can drive
substantial business growth and sustainability.

The research conclusively shows that higher levels of CSR
engagement are associated with increased entrepreneurial
initiatives and technological innovations. This positive
correlation highlights CSR's potential to foster an
environment conducive to innovation and entrepreneurial
spirit. Companies that strategically integrate CSR into their
core operations tend to not only enhance their reputation but
also stimulate creativity and new business opportunities, thus
achieving a competitive advantage in their respective
markets.

However, the study also notes the complexity of CSR's
impact on public perception, particularly concerning the
effectiveness of CSR awards in enhancing a company’s
public image. This aspect underscores the need for
companies to engage in authentic and meaningful CSR
activities that resonate more deeply with stakeholders rather
than relying solely on symbolic accolades.

In light of these findings, it is recommended that
organizations view CSR as a key component of their strategic
planning and operational development. Business leaders
should consider bolstering their CSR initiatives, aligning
them closely with their business objectives to optimize the
benefits. Additionally, policymakers might consider creating
frameworks that encourage businesses to adopt
comprehensive CSR practices that support innovation and
entrepreneurship.
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