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Abstract: As the discourse on corporate social responsibility (CSR) and 

sustainability in business continues to progress, it is becoming increasingly 

mandatory for business leaders to consider playing a more active role in leading 

and addressing the socioeconomic challenges business activities might visit on the 

larger society and its stakeholders. In such a context, the strategic importance of 

integrating CSR and sustainability initiatives into business operations amidst 

radical change, heightened stakeholder activism and intense competition cannot 

be overemphasized. As this shift requires making significant changes to the 

traditional ways of doing things within the organization, there is bound to be a 

change resistance. Through a purely narrative review of previous literature, this 

paper maps out how the pursuit of CSR and sustainability in basic business 

operations is shaped by organizational change management (OCM) and examines 

how the stakeholder theory underscores an understanding of the interception 

between the ethical and economic interests of a business. 
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INTRODUCTION 

 

More and more organizations are developing CSR 

and sustainability related programs as a strategy to 

manage organizational change. Over the last couple 

of decades, several scholars have advocated for 

complementary managerial strategies that considers 

the economic, social and ethical demands that must 

be met by any business. This is opposed to the 

traditional economic crusade as popularly 

championed by the likes of Berle (1931), Levitt 

(1958) and Friedman (1970) which asserted that, a 

business has no such obligation as ‘social 

responsibility’ and that, in an increasingly 

competitive and complex environment, it is the 

manager’s basic obligation to increase shareholders’ 

profit.     

Admittedly, there is no gainsaying about the 

importance of a credible organizational image 

within today’s increasingly complex and 

competitive business management space. However, 

as new innovations continue to flourish with an 

intensified competitor rivalry, a general superfluity 

of alternatives and as consumers become more and 

more sophisticated in their expectations, there is a 

higher likelihood for today’s managers to prioritize 

and optimise the business’ economic returns rather 

than pursue social responsibility. Even the ones that 

put in such efforts to build enduring relationships 

with the broader stakeholders as they work to meet 

the ever-stringent standards of sustainability have a 

daunting task finding a good balance. Certainly, this 

paradox presents an enormous challenge to 

managers that require a paradigm shift in the 

traditional ways of thinking and operating.   

Recent studies have nevertheless established decent 

pay-offs that accrue from a strong nexus between 

hands-on OCM and CSR (Lynn, 2021; Carroll & 

Laasch, 2020). Undoubtedly, maintaining a balance 

between achieving financial benefits for the 

organization and ensuring public welfare and 

environmental preservation is an ideal win-win 

situation for both the business and its stakeholders 

(Barauskaite & Streimikiene, 2021). Found to be a 

useful tool for gaining stakeholder goodwill, 

obtaining legitimacy and attaining continued 

consumer support (Green, 2021), there is little 

disagreement about the need for businesses pursuing 

meaningful and sustainable change in a manner that 

benefits its stakeholders as managers have 

frequently depended on CSR undertakings to 

advance all sorts of business agenda albeit often 

lacking fundamental theoretical basis (Gaither et al., 

2018).  

 

 

 

CONCEPTUAL REVIEW 

 

Corporate Social Responsibility 

The exploration of how business interests relate with 

the larger societal welfare has been a highly 

contentious phenomenon while the discourse is still 

developing. Whereas one school of thought believes 

that the only responsibility there is for any business 

is to utilize organizational resources and engage in 

activities that would yield direct economic profits to 

the business, the other argument springs forth from 

the sentiment that, “what is good for a business is 

good for society” and that because both entities rely 

on the support of each other, sustainable and socially 

responsible behavior actually converges with the 

interests of a business’ shareholders (Lynn, 2021). 

Thus, businesses have the duty to address issues of 

concern to society when governments and its 

institutions fall short because there are really no 

trade-offs between an organization’s social duties 

versus the obligations of their shareholders (Fyke et 

al. 2016). 

While a universally acceptable definition of CSR is 

lacking, Carroll’s (1999) definition has been widely 

referenced. That definition submits that, CSR 

“encompasses the economic, legal, ethical and 

discretionary expectations that society has of 

organizations at a given point in time”. By this 

definition, Carroll (1999) identified four broad 

obligations of CSR; economic, legal, ethical and 

discretionary categorizations (Barauskaite & 

Streimikiene, 2021; Han et al., 2019).  

More than a publicity stunt, the increasing 

importance of the concept of CSR is seen in the 

growing attention the concept continues to receive 

both in academic literature and in the general 

outplay of globalization (Zaman et al., 2022; Carroll 

& Laasch, 2020; Trendafiova et al., 2017). The fast-

changing values of society places an inevitable 

demand on organizations to adapt their operations 

and processes such that, they work to achieve 

enduring stakeholder partnerships; to look beyond 

quick and easy profits to a more long-term 

sustainable obligation to both society and nature.  

Indeed, there is strong positive evidence for 

engaging in CSR that has made it a successful and 

relevant business strategy in OCM. Beyond being an 

inevitable necessity of today’s business ecosystem, 

the twin concepts of CSR and sustainability have 

been found to strengthen an organization’s 

competitiveness, improve its reputation, reduce 

employee turnover, facilitate a friendly bond with 

customers and the society as well as positively 

improves the financial outcomes and market value 

of the organization (Barauskaite & Streimikiene, 

2021; Resmi et al., 2018; Eckert, 2017). 
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Sustainability 

Similar to CSR, the concept of sustainability has 

become increasingly important in the context of 

business management and ethics, with recent 

publications exploring various aspects of this topic. 

Basically, it encompasses how the actions (and or 

inactions) of both individuals and organizations 

affect others. While CSR is somewhat concerned 

about safeguarding stakeholder interests, 

sustainability goes much further to give 

considerations about what impacts the decisions and 

choices businesses (and individuals) make today has 

on the survival of current and future generations 

(Rosen, 2020). Thus, sustainability within the 

context of business management is consistent with 

Brundtland’s (1987) classical description of the 

concept and implies managers deliberating on how 

their businesses meet the needs of current 

generations without jeopardizing the ability of future 

generations to meet their own needs too. It involves 

balancing economic growth, social progress, and 

environmental protection. Sustainable practices aim 

to minimize environmental impacts, promote social 

equity, and ensure long-term economic viability.  

While the concept’s definition has been 

characterized as vague, multifaceted and imprecise, 

the issues and concerns of sustainability are quite 

broad (spanning topical issues such as resource 

supply, climate change, sanitation, waste 

management and pollution, species extinction and 

loss of biodiversity, production and consumption, 

population growth and urbanization, etc.) and has 

often been referred to as the triple-bottom-line 

because of its three dimensions; economic (profit), 

social (people) and environmental (planet). 

Exploring the relationship between sustainability 

and ethical management practices, Kibert et al. 

(2012) argued that sustainability can be seen as an 

extension of traditional ethical principles, as it 

requires businesses to take a long-term view and 

consider the impact of their actions on future 

generations and the wider ecosystem.  

Without a doubt, sustainability has become an 

essential factor of business management in the 

modern era and as suggested by Nosratabadi et al., 

(2019), businesses that are committed to 

sustainability are more likely to be successful in the 

long term, as they are better able to adapt to 

changing economic, social, and environmental 

conditions. Similarly, businesses that are committed 

to sustainability and ethical practices are more likely 

to be innovative and find new ways to create value 

for themselves and their stakeholders (González-

Serrano et al., 2020). 

The concepts of CSR and sustainability are both 

self-regulatory measures that require of managers to 

give careful considerations to the economic, 

environmental and social concerns of humanity 

when it comes to their business operations and thus, 

justifies Fischer et al.’s (2020) advocacy for 

managers to find a good balance between 

sustainability and profitability such that, in the 

pursuit of business interests, efforts are made by the 

organization to reduce the negative impact 

unsustainable practices might have on natural, 

human and social welfare. As Orji (2019) observed, 

more organizations and managers continue to 

recognize the long- and short-term interrelationships 

between economic benefits, social and 

environmental consequences arising out of a change 

for sustainability and further cautioned managers to 

not only look out for the drivers of sustainability but 

also the barriers to a socially responsible and 

sustainable organizational change. 

 

Conceptualizing Organizational Change 

Management 

As an integral part of today’s society, organizations 

have become central point of attention in the 

conversations around sustainability and social 

responsibility; often deemed to possess the 

resources, technologies and motivation to facilitate 

the drive towards a more sustainable society 

(Lozano, 2012). Accordingly, one of the basic 

expectations of organizations is not just to create 

value but also to remain competitive in the struggle 

for limited resources from a highly unpredictable 

and dynamic environment. As the world continues 

to witness rapid change (which have in many ways, 

impacted on both societies and organizations), the 

organizational ecosystem is becoming more 

complex than ever (Kennett & Payne, 2018). 

Expectedly, this places a demand on managers to 

anticipate and respond to change in a manner that is 

deemed ethical and sustainable.  

Organizational change management involves 

handling the transition from the current status quo to 

a better or desired one (Orji, 2019). Hashim (2013) 

defined OCM as the altering of current concepts and 

procedures of a business into new models that cater 

for a smooth implementation of change that leads to 

long term sustainability. As an important element of 

organizational management, responsible and 

sustainable change management has become an 

almost universal theme; involving a continuous 

revision of the organization’s mission, vision, 

procedures and operations so that they yield 

acceptable impact on society and the individual.  

Even though many organizations readily accept and 

adapt to necessary and beneficial change, a number 

of them often find it difficult and are reluctant to 

accept new ways of doing things. Considering that 

adherence to CSR and sustainability initiatives 

however requires a drastic re-evaluation of basic 

organizational operations (like procurement and 

manufacturing, human resource, financial 

management and marketing), most businesses today 

find it challenging to adjust to the redefined context 
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of social responsibility and sustainability. As 

pointed out by Chang et al., (2019), businesses are 

the lifeblood of any economy and thus, the way they 

carry out their change management agenda is 

becoming increasingly important to societal 

sustainability more so when their activities generate 

income, create employment, deliver the needed 

goods and services and protect the environment. 

Consequently, it is much desired for socially 

responsible business managers to encourage new 

ways of thinking when it comes to OCM; they need 

to find a way to operate through the often complex 

and ambiguous business environment and 

interrogate the models of business behavior with 

respect to sustainability (Van Velsor et al., 2009). 

              

Lewin’s Change Model  

Organizational change involves the processes that an 

organization goes through in order to evolve from its 

current state to a more desired one. Mostly triggered 

by both internal and external environmental factors, 

Bucurean, (2015) distinguished between two kinds 

of change; the proactive change (resulting out of the 

organization’s own realization for the need for 

change) and reactive change (change that is initiated 

as a result of pressure from internal or external 

forces). Often characterised by uncertainty and the 

need for constant adjustments, the issue of change 

within an organization if not managed well, may 

result in resistance (Nadim & Singh, 2019; Hussain 

et al., 2018a). Drawing on the analogy of a melting 

ice, Kurt Lewin (1947) offered a model that could 

explain the process of change and possibly court the 

buy-in of the stakeholders involved in a change 

process which comprises of three steps for managing 

change within an organization.  

According to Lewin’s (1947) model, resistance 

during the OCM process may be better handled 

when the status quo is involved in all three stages of 

the unfreezing, change and refreezing process. At 

the unfreezing stage, there is the general recognition 

or realization of the need for change. This is the 

point of initiating the change; a determination of 

what needs to be changed, replacing old behaviors 

and attitudes that are not facilitative of change, 

ensuring a strong support for change across all levels 

of the organization as well as managing the doubts 

and concerns about the intended change (Burnes, 

2020; Cummings et al., 2016). The stage of change 

(adaptation/adaptation) succeeds the unfreezing 

stage and entails planning the desired change, 

implementing the change and helping the 

stakeholders of the change to learn the new things 

and points of view regarding the change (Hussain et 

al., 2018a; Lewin, 1947). The final stage of Lewin’s 

(1947) three stage model is the stage of refreezing 

(i.e., acceptance, usage and incorporation). This 

stage involves all the processes leading to the 

institutionalization, stabilization and reinforcement 

of what has been changed. At this stage, the new 

change is integrated into the organization’s normal 

operational procedures and measures are put in place 

to ensure that, the new change is sustainable (Islam, 

2023; Rosdiana & Aslami, 2022; Lewin, 1947).       

In an extension of the three stages of change model, 

Lewin (1947) demonstrated in his force field 

analysis how possible resistance to change could be 

managed in an organization. The force field analysis 

predicted two kinds of opposing forces that 

influence change; the driving forces and the 

restraining forces. The ‘forces’ are those beliefs, 

concerns, expectations, interests and norms that 

could potentially facilitate or disrupt the intended 

change (Burnes, 2020; Kaminski, 2011). Lewin 

(1947) further distinguished between the driving 

forces (those influences that tend to expedite the 

process of change such as incentives, high 

motivation, appetite for improved productivity, etc.) 

and the restraining forces (those influences that limit 

the change process such as apathy, hostility, 

disinterest, etc.). The interaction between these two 

opposing forces leads to the current status quo of the 

organization; what Lewin (1947) called the state of 

equilibrium. 

 

Lewin’s Change Model in the Context of CSR 

and Sustainability 

The three stages of Lewin's model—unfreezing, 

changing, and refreezing—can be applied to 

sustainability initiative and while this model was not 

specifically designed to address corporate 

responsibility and sustainability, it can be applied to 

facilitate and support initiatives related to these 

issues. First, the stage of unfreezing involves 

creating awareness and motivation for change, such 

as recognizing the environmental impacts of current 

practices. It creates a readiness for change by 

unfreezing the unwanted existing behaviors and 

attitudes that might impede corporate responsibility 

and sustainability. This stage further involves 

raising awareness about the importance of 

economic, environmental and social issues, as well 

as the benefits of adopting responsible and 

sustainable practices. It may require challenging and 

questioning existing norms and behaviors within the 

organization that are not aligned with sustainability 

goals. This stage aims to overcome resistance to 

change and create a sense of urgency for addressing 

corporate responsibility and sustainability concerns. 

The change stage according to Lewin (1947) entails 

implementing new sustainable practices, policies, 

and systems within the organization. In the context 

of corporate responsibility and sustainability, this 

stage involves developing and implementing 

strategies, policies, and practices that promote 

responsible and sustainable business operations. It 

may include adopting environmentally friendly 

technologies, reducing carbon emissions, 



SEA - Practical Application of Science 

Year (Volume) XI, Issue 33 (3 / 2023) pg. 157 
 

 

implementing ethical sourcing practices, cutting 

down on waste and losses, supporting social 

initiatives, or engaging in philanthropic activities. 

This stage requires effective leadership, 

communication, and engagement with stakeholders 

to drive the change process and ensure the 

integration of corporate responsibility and 

sustainability into the organization's core operations. 

The refreezing stage as the final in Lewin’s (1947) 

model aims to stabilize the newly adopted 

sustainable behaviors and integrate them as the new 

norm in order to foster a culture of sustainability 

within the organization. It solidifies the changes and 

makes them a permanent part of the organization's 

culture and practices. In the context of corporate 

responsibility and sustainability, this stage focuses 

on embedding responsible and sustainable practices 

into the organizational DNA. This can be achieved 

by aligning performance metrics, incentives, and 

rewards with sustainability goals, integrating 

sustainability considerations into decision-making 

processes, providing ongoing training and 

education, and fostering a culture of responsibility 

and accountability. The aim is to institutionalize 

sustainable practices and ensure their long-term 

viability within the organization. Ultimately, 

Lewin's three-stage model provides a structured 

approach for organizations to introduce and embed 

corporate responsibility and sustainability initiatives 

in their operations. By following this model 

therefore, organizations can navigate the 

complexities of change, overcome resistance, and 

create a culture that embraces responsible and 

sustainable ways of doing things. 

 

 

THEORY DEVELOPMENT 

 

Stakeholder Theory and OCM  

For decades, the perspective of stakeholder interests 

has shaped management decisions in business. The 

basic supposition of this theory holds that, 

businesses should create value for all their 

stakeholders. By stakeholders, the theory refers to 

all those relationships which could potentially be 

affected by business operations and the achievement 

of business goals as well as those whose support the 

business depends on to survive (Dmytriyev et al., 

2021). While depending on the business’ sector or 

industry the structure of its stakeholders may differ, 

this category of influences includes the shareholders 

or owners of the business, its employees, suppliers, 

customers and communities. More importantly, each 

of these stakeholder interests need to be managed 

tactfully. Often misconstrued as competing, 

divergent and self-seeking interests, stakeholder 

expectations have been found rather as an attempt to 

redefine the most central issues of core social 

concern such as fair working conditions (Lin-Hi & 

Blumberg, 2017), inclusivity and diversity (Mair et 

al., 2012), equality (Karam & Jamali, 2013) and a 

reawakened care for the environment (Aravind & 

Christmann, 2011).  

Indeed, a basic tenet of the stakeholder theory 

suggests that, it emanates from social pressures to 

improve the general societal good and sustainability 

(Wickert, 2023). As such, it is based on ethics; the 

normative belief that certain values, morals, codes of 

conduct and principles undergird business 

operations and hence, must be upheld by managers 

(Risi, 2022; Wickert & Risi, 2019; Freeman & 

Dmytriyev, 2017). This principle acknowledges that 

economic and ethical principles overlap and are 

interdependent and hence, cannot be separated in 

managing a business. This resonates further with the 

principle of fairness and reciprocity as another 

consideration of the stakeholder theory. Reciprocity 

and fairness affirm the role of the business on one 

hand, and those of its stakeholders on the other. The 

responsibility to keep a healthy relationship between 

these two entities is thus, significantly crucial for 

mutual continuity - it is not only the business and its 

managers that must create value for stakeholders; 

the stakeholders must also nurture an enduring 

relationship with the business for it to thrive 

(Phillips et al., 2019). Thus, in the quest to satisfy 

the mutual interdependence and relationship 

between the business and its stakeholders, a process 

of change management is triggered both internally 

(from the perspective of the business) and externally 

(towards stakeholders) (Risi et al., 2023; Tipu, 2022; 

Zollo et al., 2019). 

  

Integrating the Stakeholder Theory with CSR  

Much as it may seem like the stakeholder theory 

(basically focused on satisfying the often conflicting 

and competing interests of stakeholders) is at 

variance with the concept of CSR, the theory 

provides a good framework for understanding an 

organization’s obligations and responsibilities to 

even the quietest of its interested parties in the 

context of business ethics. The arguments of the 

supporters of the stakeholder theory as against the 

CSR concept have been categorized into three; first, 

as an immoral violation of shareholders’ or owners’ 

rights, as a ‘window-dressed’ way of distortion and 

covering wrongdoing on the part of business 

executives and thirdly, as a creation of false 

dichotomies between economics and social needs, 

business and ethics, making profit and serving 

society (Freeman & Dmytriyev, 2017). Imposing a 

considerable challenge to the justifications for 

engaging in CSR, these perspectives seem to re-echo 

the need for managers to focus strictly on and 

prioritize delivering value to their stakeholders 

rather than to a ‘social cause’.  

In reviewing the relationship between CSR and the 

stakeholder theory within the context of business 
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ethics, some authors regarded one of the concepts as 

a subset of the other (Khojastehpour & Shams, 

2020), contradicting each other (Brown & Forster, 

2013; Schwartz & Carroll, 2008) or complementing 

each other (Crane & Glozer, 2016; Russo & Perrini, 

2010). There are however yet other scholars who 

think of the two concepts as distinct with some 

overlaps (Freeman & Dmytriyev, 2017; Jones et al., 

2018). 

The above debate notwithstanding what is 

abundantly clear is that, the two concepts however 

are very much interconnected and intersecting. 

According to Harrison et al. (2019), both ideas are 

linked and unified in purpose, value creation and 

stakeholder interdependence. While Harrison et al. 

(2019) earlier held the view that the stakeholder 

theory provides a framework for understanding CSR 

(as it emphasizes the importance of considering the 

interests of all stakeholders, including employees, 

customers, suppliers, and communities, in corporate 

decision-making), Chandler and Werther (2013) 

contended that by taking a stakeholder-oriented 

approach to CSR, companies can better understand 

the needs and interests of their stakeholders, and 

develop strategies that create value for both the 

company and its stakeholders.  

Many scholars argue that the Stakeholder Theory 

provides the theoretical foundation for CSR. The 

theory suggests that companies have a moral 

obligation to address the needs and concerns of all 

their stakeholders, including those that extend 

beyond their financial interests (Carroll & Shabana, 

2010). Moreover, CSR can be seen as a practical 

manifestation of the Stakeholder Theory. 

Companies that adopt CSR practices are 

acknowledging their responsibility to a wider range 

of stakeholders and taking steps to address their 

concerns. 

Carroll (1991) also underscored this viewpoint with 

a model pyramid that portrayed CSR as 

encompassing four categories of social 

responsibilities; economic, legal, ethical and 

discretionary (or philanthropic). Of these four 

categories, the economic dimension (the expectation 

that organizations have an obligation to produce the 

goods and services needed by consumers and in the 

process, create profit for the owners) forms the basic 

premise of the stakeholder theory.  

Essentially, as a point of convergence, both concepts 

identify what social responsibility means to the 

different group of stakeholders to which the business 

has relationships with and must be responsible to. 

Hazarding contradictory opinions from other 

scholars, Capron (2003), asserted that the 

stakeholders of an organization are vast and varied; 

ranging from the easily identifiable groups of 

interests to the more muted (like the environment) 

and inexplicit ones (such as future generations). All 

these stakeholders are directly or indirectly affected 

by the activities of the business and thus, deservedly 

have obligations which the business must meet. To 

Phillips et al. (2019), it is important to align the 

concept of CSR with the stakeholder theory as a way 

to find a more pragmatic approach in meeting 

stakeholder interests as the theory addresses the lack 

of awareness of the benefits of the concept of CSR. 

 

CSR, Sustainability and Organizational Change 

Management 

The complex business environment of contemporary 

times has made it a constant responsibility for 

organizations to look out for competitive ways to 

adapt and also take advantage of changing 

situations. Relatedly, a number of studies (Diaz-

Iglesias et al., 2021; Al-Haddad & Kotnour, 2015; 

Hao & Yazdanifard, 2015) have identified OCM as 

one of the necessary measures to attain social 

responsibility and sustainability as well as gain a 

competitive urge towards continuous organizational 

growth. In essence, in order for organizations to 

adapt well with the current challenge of 

sustainability and CSR, OCM is an important 

ingredient that cannot be left out (Diaz-Iglesias et 

al., 2021). Likewise, CSR and sustainability are two 

related concepts by which organizations continue to 

embed economic, social and environmental 

principles of responsibility within their operations in 

order to earn the legitimacy and goodwill of 

stakeholders (Kaymak & Bektas, 2017; Zollo et al., 

2009).  

Thus, CSR and sustainability within the context of 

OCM can be conceptualized in two ways; first as a 

response to the ethical and strategic expectations of 

an organization’s stakeholders and also as an 

integration of internal change processes which 

support new business operation principles (Zollo et 

al., 2009). While change is almost inevitable, how 

organizations manage same has become more 

pertinent to increasing their social responsibility and 

sustainability advantage. As crucial partners, one 

way by which organizations are able to manage the 

change-sustainability challenge and achieve long 

term success is to accommodate change by adjusting 

their business operations and strategies to the United 

Nation’s (UN) Sustainable Development Goals 

(SDGs) (Tsalis et al., 2020; Arnold, 2018; Redman, 

2018).     

Undeniably, OCM plays an important facilitative 

role in integrating CSR and sustainability initiatives 

within organizations. Through change management, 

organizations more effectively and innovatively 

embed and implement sustainable CSR practices 

into their core operations (Wittneben et al., 2016). 

CSR and sustainability initiatives often require 

significant changes in business practices, 

technologies, and organizational culture. Effective 

change management processes can therefore support 

the implementation of these initiatives by addressing 
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resistance, fostering employee engagement, and 

aligning stakeholders around shared goals. When 

organizations adopt new CSR and sustainability 

practices, change management techniques can help 

in the transitioning to the desired state and inasmuch 

as CSR and sustainability initiatives are not one-

time efforts but ongoing commitments, change 

management approaches can support their 

continuous improvement by ensuring that 

responsible and sustainable practices are regularly 

assessed, adjusted, and integrated into the 

organization's operations and strategies. 

To reinforce the interconnectedness between the 

concepts, some studies (Hussain et al., 2018b; Gao 

et al., 2016) have established a strong and 

interdependent relationship between CSR, 

sustainability and OCM which suggests that 

organizations are able to drive change that leads to 

improved outcomes by adopting sustainable 

practices and promoting CSR initiatives. Lozano 

and Lozano (2018) also found that, CSR and 

sustainability are good drivers of change within an 

organization because they make companies adopt 

new practices and processes that align business 

goals and culture with those of the environment and 

the society. Thus, CSR and sustainability can be 

effective ways to promote organizational change as 

they provide a framework for assessing and 

addressing not only economic but also 

environmental and social concerns (Jabbour et al., 

2018; Schneider & Schmidpeter, 2012).  

 

 

METHOD 

 

Being a pure appraisal of existing literature, this 

paper conducted a narrative literature review of the 

concepts of corporate social responsibility, 

sustainability and organizational change 

management. 

 

 

DISCUSSION 

 

In this manuscript, we highlighted the distinct 

concepts of CSR, sustainability and OCB and 

expounded on how these concepts could be 

integrated in the context of organizational change. 

While it was conceptualized that, change is an ever-

present element of today’s business space, 

organizational change management is largely 

influenced by ethical concerns and must happen 

within a sustainable and socially responsible manner 

especially within the context of the stakeholder 

theory where the competing interest and 

expectations of interested parties needed to be well 

managed. The review acknowledges the positive 

consequences of OCM which is led by a sustainable 

and socially responsible commitment to the 

organization and its stakeholders in establishing and 

maintaining continued reciprocity and 

interdependence.   

This review makes very important theoretical 

contributions to literature in that, first, it 

distinguishes between CSR and sustainability. This 

makes an important extension of the concepts in 

that, many previous studies implicitly assumed that 

the two concepts are synonymous and 

interchangeable. This paper however highlights a 

more nuanced and precise perspective on each of 

these concepts and uncovers hidden misconceptions 

and assumptions about CSR and sustainability. 

Further, the paper contributes to theory in its 

discussion of the influencing role and outcomes of 

CSR and sustainability in the process of OCM. 

 

 

CONCLUSIONS 

 

A number of models have been used to explain the 

concept of change within an organization; Kotter’s 

8-step model, McKinsey’s 7-S model, the ADKAR, 

Prosci ADKAR and even the Satir change model. 

Yet, there is little literature applying any of these 

models to the important issue of corporate 

responsibility and sustainability, and how they relate 

with the stakeholder theory. Undoubtedly, change is 

an important element in the management of 

organizations and finding the point of equilibrium in 

the midst of numerous competing needs and 

interests of stakeholders could be daunting; a reason 

for this quick review analysis that considers all the 

important concepts at the center of contemporary 

business ethics.    

Theoretically, this review teases out the important 

role of managerial involvement in leading a regime 

of organizational change towards sustainability 

through all three stages of Lewin’s change model. 

Regarding the issue of sustainability and corporate 

responsibility in the context of organizational 

change, this review contributes to a better 

understanding of how these concepts relate. In 

particular, Lewin’s model offers an insight into the 

change and transition processes organizations 

continue to encounter. Thus, by understanding the 

dynamics of change, organizations can effectively 

navigate sustainability transitions and implement 

ethically conscious practices. 
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Figure 1 

Kurt Lewin’s Three Stage Change Model 

Source: Lewin, (1947). 

 

 

 

 

 

  

 

Figure 2 

Kurt Lewin’s Force Field Analysis 

Source: Lewin, (1947) 

 

 

 

 

 

 

 

 

 

Figure 3 

How Stakeholders influence CSR and Sustainability through Organizational Change 

Source: Authors’ Own Construct (2023) 
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Figure 4 

Model of interplay of interests between OCM, CSR and Sustainability 

Source: Adapted from Gaither et al., (2018) 
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