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ABSTRACT

In today's business world, corporate social responsibility, or CSR, has grown to be a
crucial strategic element for companies. In order to enhance their company's brand, customer
satisfaction, employee dedication, sustainability, and long-term profitability, private sector
businesses are increasingly implementing CSR programs. This study employs structural equation
modeling (SEM), analysis of variance (ANOVA), and a scientific sample design to examine how

corporate social responsibility (CSR) affects the expansion of the private sector.

In order to assess how organizational growth indicators like profitability, market share, customer
loyalty, and employee productivity are impacted by CSR dimensions like environmental
responsibility, ethical practices, employee welfare, and community development, the study
suggests a quantitative research framework. Primary data is gathered from managers, staff, and

clients of particular private sector businesses using a standardized questionnaire.

The study uses SEM to evaluate the connection between CSR activities and the expansion of the
private sector and ANOVA to look at variations in respondents' perceptions based on

demographic factors. The results are anticipated to offer insightful information about the
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strategic significance of CSR in attaining sustainable business growth to policymakers, corporate

executives, and scholars.
1.1 Introduction to CSR

By creating jobs, investment, and innovation, the private sector contributes significantly to
economic growth. Stakeholders expect businesses to make beneficial contributions to society as

public knowledge of ethical and sustainable business practices grows.

Effective CSR initiatives increase an organization's chances of improving performance and
gaining a competitive edge. Thus, it is crucial to comprehend the connection between CSR and

the expansion of the private sector.
1.3 Statement of the Problem

The true effect of CSR on organizational growth is still unknown in many industries, despite the
fact that many private sector businesses make significant investments in CSR initiatives. It is
necessary to do a scientific analysis to determine whether corporate social responsibility (CSR)
has a substantial impact on profitability, customer satisfaction, staff performance, and overall

business success.
1.4 Objectives of the Study

1. To assess the degree of CSR that private sector businesses adhere to.

2. To examine how CSR affects the expansion of organizations.

3. To determine how business performance and CSR dimensions are related.
4. To use ANOVA to compare respondents' opinions about CSR practices.

5. To create a Structural Equation Model (SEM) to gauge how CSR affects the expansion of the

private sector.

1.5 Hypotheses of the Study
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Null Hypothesis (H0)

There is no significant relationship between CSR practices and private sector growth.
Alternative Hypothesis (H1)

There is a significant relationship between CSR practices and private sector growth.
Review of Literature

2.1 Concept of CSR

CSR is defined as the responsibility of organizations to operate ethically and contribute to
economic development while improving the quality of life of employees, local communities, and

society.
2.2 CSR and Organizational Growth
Several studies indicate that CSR positively influences:

e Corporate reputation

o Employee satisfaction
o Customer trust

e Market expansion

e Financial performance

e Investor confidence
2.3 Previous Research Studies
Study 1

A study conducted by Carroll (1991) emphasized that CSR improves organizational legitimacy

and stakeholder confidence.

Study 2
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Porter and Kramer (2006) stated that strategic CSR enhances competitive advantage and

innovation.

Study 3

Research by McWilliams and Siegel (2001) found a positive relationship between CSR

investment and financial performance.
2.4 Research Gap

Most earlier studies focused mainly on financial performance. Limited studies have applied both
ANOVA and SEM techniques simultaneously to measure the impact of CSR on private sector

growth.
3.1 Research Design

The study adopts a descriptive and analytical research design. Quantitative research methods are

used to analyze the relationship between CSR practices and private sector growth.
3.2 Sources of Data
Primary Data

Primary data are collected using a structured questionnaire from employees, managers, and

customers of private sector companies.
Secondary Data
Secondary data are collected from:

e Journals

e Company reports
o Websites

e Books

e Research articles
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e Government publications
3.3 Sampling Design

Sampling design refers to the process of selecting respondents from the target population for data

collection.
3.3.1 Population of the Study

The population consists of employees, managers, and customers of selected private sector

companies operating in Chennai.
3.3.2 Sampling Unit
The sampling unit includes:

o Employees
e Middle-level managers
e Senior executives

o Customers
3.3.3 Sampling Technique
The study uses Stratified Random Sampling Technique.
The respondents are divided into different strata based on:

1. Employees
2. Managers

3. Customers
Random samples are selected from each group to ensure proper representation.
3.3.4 Sample Size

A total of 300 respondents are selected for the study.
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Category Number of Respondents
Employees 150

Managers 75

Customers 75

Total 300

3.3.5 Area of the Study

The study is conducted among selected private sector companies in Chennai, Tamil Nadu.

3.3.6 Period of the Study

The study covers a period of one year.

3.4 Variables Used in the Study

Independent Variables (CSR Dimensions)

1. Environmental Responsibility
Employee Welfare
Ethical Practices

Community Development

A

Philanthropic Activities

Dependent Variables (Private Sector Growth)

1. Profitability
Market Share
Employee Productivity

Customer Satisfaction

A

Organizational Reputation

3.5 Tools Used for Data Analysis

The following statistical tools are used:
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1. Percentage Analysis

Mean and Standard Deviation
ANOVA (Analysis of Variance)
Structural Equation Modeling (SEM)

Correlation Analysis

AN

Reliability Analysis

4. ANOVA Analysis

4.1 Introduction to ANOVA

Analysis of Variance (ANOVA) is a statistical technique used to determine whether significant

differences exist among group means.

In this study, ANOVA is applied to examine whether respondents from different demographic

groups differ in their perception of CSR practices and organizational growth.

4.2 One-Way ANOVA Model

The mathematical representation of ANOVA is:

A one-way ANOVA model is a statistical test used to determine whether there are statistically
significant differences between the means of three or more independent groups. It compares a

single categorical independent variable against a continuous dependent variable

The mathematical representation of Analysis of Variance (ANOVA) is given by:

Mean Square Between Groups (MSB)

Mean Square Within Groups (MSW)
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Where:

o F = F-statistic
e Between-group variance measures variation among group means

e Within-group variance measures variation inside each group
4.3 ANOVA Framework for the Study
Hypothesis
HO
There is no significant difference among respondents regarding CSR perception.
H1

There is a significant difference among respondents regarding CSR perception.

4.4 ANOVA Table Format
Source of F
Sum of Squares | df Mean Square Significance
Variation Value
Between
125.60 2 62.80 542 0.005
Groups
Within Groups | 3435.20 297 11.56
Total 3560.80 299
Interpretation

Since the significance value (0.005) is less than 0.05, the null hypothesis is rejected. Therefore,

there is a significant difference among respondents regarding CSR perception.
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4.5 ANOVA Based on Demographic Variables
The study applies ANOVA for:

1. Age and CSR perception
Gender and organizational growth
Income and employee satisfaction

Experience and CSR awareness

A

Educational qualification and ethical practices

4.6 Advantages of ANOVA in the Study

1. Helps compare multiple groups simultaneously.
Reduces experimental error.

Provides accurate interpretation.

Sl

Useful for managerial decision-making.

5. Structural Equation Modeling (SEM)

5.1 Introduction to SEM

Structural Equation Modeling (SEM) is a multivariate statistical technique used to analyze

complex relationships among observed and latent variables.

SEM combines:

o Factor Analysis

e Multiple Regression Analysis

SEM is highly useful for examining the direct and indirect effects of CSR on private sector
growth.

5.2 SEM Conceptual Framework

The proposed SEM framework includes:
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Exogenous Variables (Independent Variables)

1. Environmental Responsibility
Employee Welfare

Ethical Practices

S

Community Development

Endogenous Variables (Dependent Variables)

1. Profitability

2. Customer Satisfaction

3. Employee Productivity

4. Organizational Growth
5.3 Proposed SEM Model

The conceptual relationship is represented as follows:

CSR Dimensions — Employee Satisfaction — Customer Loyalty — Organizational Growth

5.4 SEM Path Diagram Description

The SEM model contains:

o Latent variables
e Observed variables
e Error terms

e Regression paths

Latent Variables

1. CSR Practices

2. Organizational Growth

Observed Variables
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1. Employee welfare programs

2. Environmental initiatives
3. Community development activities
4. Profitability increase
5. Market share improvement
5.5 Measurement Model

The measurement model explains the relationship between latent variables and observed

variables.

Example:

CSR Practices are measured through:

o FEthical policies
e Employee welfare
e Environmental responsibility

e Social initiatives

Organizational Growth is measured through:

e Revenue growth
o Customer satisfaction
o Employee retention

e Market expansion

5.6 Structural Model Equation

The structural equation is represented as:

Y=pX+e
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Where:

Y = Organizational Growth

X = CSR Practices

B = Regression coefficient

e = Error term

5.7 SEM Path Coefficients

Relationship Standardized Estimate | p-value Result
CSR — Employee

0.72 0.001 Significant
Satisfaction
CSR —  Customer

0.65 0.002 Significant
Loyalty
CSR —
Organizational 0.81 0.000 Significant
Growth
Employee Satisfaction

0.69 0.003 Significant
— Productivity

Interpretation

The SEM results indicate that CSR practices have a strong positive effect on organizational

growth.

5.8 Model Fit Indices

The goodness-of-fit indices used in SEM include:

Recommended Obtained
Fit Index Fit Index
Value Value
Chi-square/df <3 2.15 Chi-square/df
GFI >0.90 0.93 GFI

PAGE NO :432




Zhuzao/Foundry[ISSN:1001-4977] VOLUME 29 ISSUE 5

AGFI >0.90 0.91 AGFI
CFI >0.90 0.95 CF1
RMSEA <0.08 0.05 RMSEA
Interpretation

The model fit values indicate that the proposed SEM model is acceptable and statistically
significant.

5.9 Advantages of SEM

1. Measures direct and indirect effects.
Analyzes multiple variables simultaneously.
Improves research accuracy.

Provides comprehensive model testing.

A

Suitable for social science research.
Chapter 6: Findings, Suggestions and Conclusion
6.1 Major Findings

1. Most respondents believe CSR improves company reputation.

2. Employee welfare initiatives increase employee satisfaction.

3. CSR positively influences customer loyalty.

4. Companies with strong CSR practices experience better organizational growth.

5. ANOVA results show significant differences among demographic groups.

6. SEM analysis confirms a positive relationship between CSR and private sector growth.
6.2 Suggestions

1. Private companies should increase CSR investment.

2. Employee welfare programs should be strengthened.
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Environmental sustainability initiatives should be prioritized.
Organizations should integrate CSR into strategic planning.

CSR reporting should be transparent and measurable.

AN

Government should encourage CSR through tax incentives.

6.3 Conclusion

Corporate Social Responsibility is now a crucial part of contemporary corporate strategy.
According to the survey, CSR has a major role in the expansion and long-term viability of
businesses in the private sector.

While the SEM model reveals that CSR policies have a beneficial impact on customer loyalty,
staff happiness, and organizational success, the ANOVA analysis shows variations in CSR
perception among demographic groups.

As a result, businesses in the private sector should view corporate social responsibility (CSR) as
both a strategic investment that promotes long-term success and sustainable development and a

social obligation.
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