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A review on corporate social responsibility in foreign countries

WU Dingyu
(Business School, Hunan Normal University, Changsha 410081, China)

Abstract: Corporate social responsibility has always been an important issue in the field of management research in the
West. Foreign scholars have studied many problems in this field since the 1950s. On the basis of foreign literature
research, this paper analyzes four aspects, which are the concept and connotation of corporate social responsibility, the
theoretical basis, the factors of driving force, and the ways of value creation. Finally, the author puts forward that the key
of the implementation of corporate social responsibility is to find and create the suitable ways of engaging corporate
social responsibility, which is the source and the driving force for the sustainable development of corporate social
responsibility activities.
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