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CORPORATE PHILANTHROPY 

INTRODUCTION 

Corporate philanthropy refers to the allocation of organizational resources toward social causes, 

in the form of money (financial support), goods (in-kind donations), or time (employee 

volunteering). What is understood to constitute a social cause varies. Companies may support the 

provision of public goods, such as offering financial support to a museum or volunteer time to 

clean local parks, or the alleviation of social ills such as child leukemia or bilharzia, often by 

allocating resources to global NGO partners like the Red Cross. Corporate philanthropy is 

sometimes understood as a facet of a broader “corporate social responsibility,” or CSR, whereas 

others challenge this notion by differentiating between corporate philanthropy’s “one-off check 

writing” versus more systematic forms of companies’ social engagement, such as efforts to 

reduce their carbon footprint. 

TEXTBOOKS AND OTHER REFERENCE MATERIALS 

Corporate philanthropy is not a subject typically taught at universities, and as such there are no 

known textbooks in the traditional sense. Some books are edited volumes capturing academic 

perspectives on topical issues in the field (Europa Publications 2002, Magat 1989) whereas 

others are more “how-to” guides for practitioners (Putnam-Walkerly 2016, Weeden 2011) and 

others aim to mix these approaches (Burlingame and Young 1996). 

Burlingame, Dwight, and Dennis Young, eds. Corporate Philanthropy at the Crossroads. 

Bloomington: Indiana University Press, 1996. [ISBN: 9780253330772] 

An edited volume containing chapters by practitioners and academics alike examining trends, 

practices, and issues in corporate philanthropy. 

Europa Publications. The International Directory of Corporate Philanthropy. New York: 

Europa, 2002. [ISBN: 9781857431476] 

A directory of 1,200 companies that engage in (international) corporate philanthropy, 

augmented with a number of essays on the role of corporate philanthropy and information on 

potential partner organizations. 

Magat, Richard, ed. Philanthropic Giving: Studies in Varieties and Goals. Oxford, UK: Oxford 

University Press, 1989. [ISBN: 9780195050509] 



A collection of interdisciplinary papers exploring the origins of corporate philanthropy and the 

pathways through which philanthropy creates social impact. See also Galaskiewicz 1989 under 

*Outcomes to Corporate Philanthropy: CEO Status Outcomes*. 

Putnam-Walkerly, Chris. Confident Giving. Vol. 1. Vancouver, BC: Putnam Consulting Group, 

2016. [ISBN: 9780692618912] 

A practical guide for making corporate philanthropy more strategic and effective, focused on 

objectives, processes, impact (measurement), and relationship-building. 

Weeden, Curt. Smart Giving is Good Business: How Corporate Philanthropy Can Benefit Your 

Company and Society. San Francisco, CA: Jossey-Bass Publishing, 2011. [ISBN: 

9780470873632] 

A practical guide centered around twelve strategic questions organizations may face about their 

philanthropy programs, such as why and how much to give, how to organize decisions about 

giving, and how to evaluate giving programs’ effectiveness. 

HISTORICAL STUDIES AND REVIEWS 

Wymer 2006 provides a brief but useful overview of corporate philanthropy as part of his 

introduction to a special issue of International Journal of Nonprofit and Voluntary Sector 

Marketing. Corporate philanthropy has a rich history, particularly in the United States, as 

described in Sharfman 1994, yet it has only been a popular topic in academic research for the 

past thirty years or so (Gautier and Pache 2015). Historically, Johnson 1966 points to the dearth 

of research in economics and sociology on the topic during the 1960s, but notes already the 

existence of two competing explanations of corporate philanthropy, namely the profit motive and 

the assertion of “social responsibility.” This idea of corporate philanthropy as responsiveness to 

the historical evolution of social forces in firms’ environment is further discussed in Sharfman 

1994. A rich discussion of the themes in corporate philanthropy research can be found in Liket 

and Simaens 2015 and Gautier and Pache 2015. 

Gautier, Arthur, and Anne-Claire Pache. “Research on Corporate Philanthropy: A Review and 

Assessment.” Journal of Business Ethics 126.3 (2015): 343–369. 

An important resource for understanding the nature of corporate philanthropy, its drivers, how 

it is organized, and its likely outcomes, based on a synthesis of 162 papers from management, 

economics, sociology, and public policy. Available 

*online[https://link.springer.com/article/10.1007/s10551-013-1969-7]* by subscription or 

purchase.  

Johnson, Orace. “Corporate Philanthropy: An Analysis of Corporate Contributions.” The Journal 

of Business 39.4 (1966): 489–504. 

One of the first analyses to seek explanations for corporate philanthropic behavior, aiming to 

differentiate in particular between profit-seeking motives and social responsibility motives. 

Available 
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*online[https://www.jstor.org/stable/pdf/2351516.pdf?seq=1#page_scan_tab_contents]* by 

subscription or purchase.  

Liket, Kellie, and Ana Simaens. “Battling the Devolution in the Research on Corporate 

Philanthropy.” Journal of Business Ethics 126.2 (2015): 285–308. 

Another important review and synthesis of 122 published papers on corporate philanthropy that 

highlights six research themes in the literature: concept, motives, determinants, practices, 

business outcomes, and social outcomes. Available 

*online[https://link.springer.com/article/10.1007/s10551-013-1921-x]* by subscription or 

purchase.  

Sharfman, Mark. “Changing Institutional Rules: The Evolution of Corporate Philanthropy, 

1883–1953.” Business & Society 33.3 (1994): 236–269. 

A qualitative description of the development of corporate philanthropy as a practice in the 

United States through the lens of the institutional environment. Available 

*online[https://journals.sagepub.com/doi/10.1177/000765039403300302#articleCitationDownl

oadContainer]* by subscription or purchase.  

Wymer, Walter. “Introduction.” In Special Issue: Corporate Philanthropy. Edited by Walter 

Wymer. International Journal of Nonprofit and Voluntary Sector Marketing 11.1 (2006): 1–2. 

Contains a brief but helpful introduction to the basics of corporate philanthropy. Available 

*online[https://onlinelibrary.wiley.com/toc/1479103x/2006/11/1]* by subscription or purchase.  

THEORETICAL LENSES 

Corporate philanthropy has been researched in a host of different domains, including law, 

economics, sociology, management, and strategy. Each has drawn from its own theoretical 

foundations to explain corporate philanthropy. 

Agency Perspectives 

Agency theory focuses on the role of managers as agents to the company’s owners, the 

shareholders. Through an agency lens, corporate philanthropy is typically seen as a 

misappropriation of shareholder wealth for the manager’s own purposes (Barnard 1997, Masulis 

and Reza 2014), and thus a corporate governance problem (Atkinson and Galaskiewicz 1988; 

Bartkus, et al. 2002). This view is more common in finance and law journals than in 

management journals. Accordingly, studies like Wang and Coffey 1992 focus on the role of 

board characteristics on corporate philanthropy levels, and Marquis and Lee 2013 considers the 

effects of having a corporate foundation on directors’ and managers’ ability to influence 

corporate philanthropy. 

Atkinson, Lisa, and Joseph Galaskiewicz. “Stock Ownership and Company Contributions to 

Charity.” Administrative Science Quarterly 33.1 (1988): 82–100. 

file:///C:/Users/alan/AppData/Local/Microsoft/Windows/INetCache/Content.Outlook/AFQFQOZG/Corporate%23Ref11
file:///C:/Users/alan/AppData/Local/Microsoft/Windows/INetCache/Content.Outlook/AFQFQOZG/Stock%23Ref10
file:///C:/Users/alan/AppData/Local/Microsoft/Windows/INetCache/Content.Outlook/AFQFQOZG/Governance%23Ref12
file:///C:/Users/alan/AppData/Local/Microsoft/Windows/INetCache/Content.Outlook/AFQFQOZG/Board%23Ref15
file:///C:/Users/alan/AppData/Local/Microsoft/Windows/INetCache/Content.Outlook/AFQFQOZG/Who%23Ref13


The authors find that companies give less to charity when their CEOs hold a significant 

percentage of stock in the company, suggesting that CEOs understand corporate philanthropy 

is opportunistic behavior at the shareholders’ expense. Available 

*online[https://www.jstor.org/stable/2392856?seq=1#page_scan_tab_contents]* by 

subscription or purchase.  

Barnard, J. W. “Corporate Philanthropy, Executives’ Pet Charities and the Agency Problem.” 

New York Law School Law Review 41 (1997): 1147–1178. 

A valuable and insightful review of the motives and role of the CEO in corporate giving, and 

how this forms a violation of shareholder interests (see also under *Outcomes to Corporate 

Philanthropy: CEO Status Outcomes*). Available 

*online[https://heinonline.org/HOL/LandingPage?handle=hein.journals/nyls41&div=56&id=&

page=]* by subscription or purchase.  

Bartkus, B. R., S. A. Morris, and Bruce Seifert. “Governance and Corporate Philanthropy: 

Restraining Robin Hood?” Business & Society 41.3 (2002): 319–344. 

The authors explore corporate governance constraints on levels of giving and find that 

institutional ownership, the number of blockholders, and the size of the board all relate to 

levels of charitable giving. Available 

*online[https://journals.sagepub.com/doi/10.1177/000765030204100304#articleCitationDownl

oadContainer]* by subscription or purchase.  

Marquis, Christopher, and Matthew Lee. “Who Is Governing Whom? Executives, Governance, 

and the Structure of Generosity in Large US Firms.” Strategic Management Journal 34.4 

(2013): 483–497. 

The authors consider an important feature of corporate philanthropy—namely, the corporate 

foundation—in the corporate governance of charity, finding that the presence of a foundation 

attenuates the effects of directors on philanthropy, but not of managers. Available 

*online[https://onlinelibrary.wiley.com/doi/abs/10.1002/smj.2028]* by subscription or 

purchase.  

Masulis, R. W., and S. W. Reza. “Agency Problems of Corporate Philanthropy.” The Review of 

Financial Studies 28.2 (2014): 592–636. 

A study showing that CEOs give more to specific charities with whom they have connections, 

and give less when monitoring by the board is better and when CEOs own shares themselves. 

Available *online[https://academic.oup.com/rfs/article-

abstract/28/2/592/1602058?redirectedFrom=fulltext]* by subscription or purchase.  

Wang, Jia, and B. S. Coffey. “Board Composition and Corporate Philanthropy.” Journal of 

Business Ethics 11.10 (1992): 771–778. 

A paper in which corporate philanthropy is seen as a classic agency problem, and which 

focuses on the role of the board, in particular with respect to outside directors, in mitigating 

that risk. Available 



*online[https://www.jstor.org/stable/25072335?seq=1#page_scan_tab_contents]* by 

subscription or purchase.  

Werbel, James, and Suzanne Carter. “The CEO’s Influence on Corporate Foundation Giving.” 

Journal of Business Ethics 40.1 (2002): 47–60. 

The authors theorize, and find evidence for, a positive effect on corporate philanthropy when 

the CEO is on the board of many charities, which supports the “pet charity” hypothesis. 

Available *online[https://www.jstor.org/stable/25074862?seq=1#page_scan_tab_contents]* by 

subscription or purchase.  

Sociological Perspectives 

Sociological research on corporate philanthropy focuses on the individual as embedded in social 

networks. Concepts that are central to this perspective are reciprocity and social exchange (Burt 

1983). Some focus on the structural positions CEOs take in networks of the elite (Galaskiewicz 

and Burt 1991, Galaskiewicz 1997). Others take a neoinstitutional lens to highlight the role of 

isomorphic pressures at the community level (Marquis, et al. 2007). Tilcsik and Marquis 2013, 

on the other hand, explores a more extended concept of geographic fields to unpack how and 

why major events within communities affect corporate philanthropy. 

Burt, R. S. “Corporate Philanthropy as a Cooptive Relation.” Social Forces 62.2 (1983): 419–

449. 

The author takes a neoinstitutional view of corporate philanthropy as a decision taken within 

the social context of the firm’s web of interorganizational relationships and, specifically, as an 

effort by the firm to institutionalize its relationship with its customers. Available 

*online[https://www.jstor.org/stable/2578315?seq=1#page_scan_tab_contents]* by 

subscription or purchase.  

Galaskiewicz, Joseph. “An Urban Grants Economy Revisited: Corporate Charitable 

Contributions in the Twin Cities, 1979–81, 1987–89.” Administrative Science Quarterly 42.3 

(1997): 445–471. 

One of the seminal papers in this stream of research documenting the resilience of social 

networks in the face of major changes in the economic landscape and the community 

infrastructure. Available 

*online[https://www.jstor.org/stable/pdf/2393734.pdf?seq=1#page_scan_tab_contents]* by 

subscription or purchase.  

Galaskiewicz, Joseph, and R. S. Burt. “Interorganization Contagion in Corporate Philanthropy.” 

Administrative Science Quarterly 36.1 (1991): 88–105. 

A seminal paper analyzing determinants of charitable contributions officers’ assessments of 

potential charity recipients, finding that similarities in structural positions within a social 

network were stronger predictors of similarity in assessments than direct interaction between 

those officers. Available 
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*online[https://www.jstor.org/stable/2393431?seq=1#page_scan_tab_contents]* by 

subscription or purchase.  

Marquis, Christopher, M. A. Glynn, and G. F. Davis. “*Community Isomorphism and Corporate 

Social 

Action[https://ecommons.cornell.edu/bitstream/handle/1813/36448/marquisglynndavis2007.pd

f?sequence=1&isAllowed=y]*.” Academy of Management Review 32.3 (2007): 925–945. 

The authors develop a conceptual model by which regulative, normative, and cognitive 

isomorphic forces affect the of corporate philanthropy, the charities targeted, and the form of 

giving, in the community in which the firm is headquartered.  

Tilcsik, András, and Christopher Marquis. “*Punctuated Generosity: How Mega-Events and 

Natural Disasters Affect Corporate Philanthropy in US 

Communities[https://journals.sagepub.com/doi/pdf/10.1177/0001839213475800]*.” 

Administrative Science Quarterly 58.1 (2013): 111–148. 

A social-normative exploration of how and why major events such as the Olympics, the Super 

Bowl, or natural disasters that take place in an organization’s community affect the 

organizations’ charitable behavior.  

CEO-Centric Perspectives 

A key stream of research, building in particular on upper echelons theory, focuses on the role of 

mechanisms such as dispositional traits, experiences, attitudes, values, and affect in CEO 

decision making (Buchholtz, et al. 1999; Werbel and Carter 2002, cited under *Theoretical 

Lenses: Agency Perspectives*). Dennis, et al. 2009, for instance, takes a “theory of planned 

behavior” perspective to explain mechanisms such as perceived behavioral control and self-

identity on CEOs’ philanthropic decision making. While many studies focus on other-directed 

mechanisms, such as the CEO’s receptiveness to the collective empathy of the organization’s 

employees (Muller, et al. 2014), others highlight the role of traits considered to have negative 

connotations, such as narcissism (Petrenko, et al. 2016). 

Buchholtz, A. K., A. C. Amason, and M. A. Rutherford. “Beyond Resources: The Mediating 

Effect of Top Management Discretion and Values on Corporate Philanthropy.” Business & 

Society 38.2 (1999): 167–187. 

The authors consider the role of managerial values and decision-making discretion as 

mediators between the firm’s resources and its corporate philanthropy, finding that discretion 

acts as a full mediator and values as a partial mediator. Available 

*online[https://journals.sagepub.com/doi/10.1177/000765039903800203#articleCitationDownl

oadContainer]* by subscription or purchase.  

Dennis, B. S., A. K. Buchholtz, and M. M. Butts. “The Nature of Giving: A Theory of Planned 

Behavior Examination of Corporate Philanthropy.” Business & Society 48.3 (2009): 360–384. 

A paper applying Ajzen’s seminal theory of planned behavior to explain the motivations 

behind CEOs’ corporate philanthropy decisions, including aspects such as moral obligation, 
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political pressures, and economic gain, but finding evidence only for the role of self-identity. 

Available 

*online[https://journals.sagepub.com/doi/10.1177/0007650307305368#articleCitationDownloa

dContainer]* by subscription or purchase.  

Muller, A. R., M. D. Pfarrer, and L. M. Little. “*A Theory of Collective Empathy in Corporate 

Philanthropy 

Decisions[https://pdfs.semanticscholar.org/1bf3/3c7ff417e7984c7756d6c69ab3b799545e7a.pd

f]*.” Academy of Management Review 39.1 (2014): 1–21. 

A multilevel framework explicating how collectively shared feelings of empathic concern in 

the organization can infuse executive decision making as it relates to the likelihood, scale, and 

form of corporate philanthropy.  

Petrenko, O. V., Federico Aime, Jason Ridge, and Aaron Hill. “Corporate Social Responsibility 

or CEO Narcissism? CSR Motivations and Organizational Performance.” Strategic 

Management Journal 37.2 (2016): 262–279. 

A paper arguing that corporate philanthropy can be driven by CEOs’ need for attention and 

reinforcement of their self-image, with consequences for the level of, and publicity given to, 

the firm’s corporate philanthropy. Available 

*online[https://onlinelibrary.wiley.com/doi/abs/10.1002/smj.2348]* by subscription or 

purchase.  

Strategic Management Perspectives 

Research taking a strategy perspective on corporate philanthropy focuses on aspects such as the 

alignment of philanthropic activities with the company’s business objectives or the ability to 

leverage core competences in their corporate philanthropy activities (e.g., Porter and Kramer 

2002). Others emphasize “stakeholder management” (Brammer and Millington 2006; Logsdon, 

et al. 1990), and other strategic aspects such as “business exposure” (Saiia, et al. 2003). 

Brammer, Stephen, and Andrew Millington. “Is Philanthropy Strategic? An Analysis of the 

Management of Charitable Giving in Large UK Companies.” Business Ethics: A European 

Review 15.3 (2006): 234–245. Available *online [https://doi.org/10.1111/j.1467-

8608.2006.00446.x]* by subscription or purchase.  

This paper identifies a number of factors likely to signal that philanthropy is more strategic, 

such as its link to profits, the state of the economy, tax rates, and competitors’ giving, but finds 

only limited support for these factors’ effects, suggesting philanthropy is not yet as strategic as 

we might believe. 

Haley, U. C. “Corporate Contributions as Managerial Masques: Reframing Corporate 

Contributions as Strategies to Influence Society.” Journal of Management Studies 28.5 (1991): 

485–510. 

The author uses the term “managerial masques” to highlight the notion that managers use 

corporate philanthropy to influence various stakeholders in order to promote managerial and 
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corporate interests. Available *online[https://onlinelibrary.wiley.com/doi/pdf/10.1111/j.1467-

6486.1991.tb00765.x]* by subscription or purchase.  

Logsdon, J. M., Martha Reiner, and Lee Burke. “*Corporate Philanthropy: Strategic Responses 

to the Firm’s 

Stakeholders[https://journals.sagepub.com/doi/pdf/10.1177/089976409001900202]*.” 

Nonprofit and Voluntary Sector Quarterly 19.2 (1990): 93–109. 

A study identifying specific characteristics at the industry level that reveal features of strategic 

process and strategic outcomes, such as the different importance attributed to market 

development, employee development, or external stakeholder management.  

Porter, M. E., and M. R. Kramer. “*The Competitive Advantage of Corporate 

Philanthropy[https://hbr.org/2002/12/the-competitive-advantage-of-corporate-philanthropy]*.” 

Harvard Business Review 80.12 (2002): 56–68. 

The authors distance themselves from the prevailing view of strategic corporate philanthropy 

as cause-related marketing or advertising, and put forth an alternate perspective in which 

corporate philanthropy can be an investment in the firm’s competitive context.  

Saiia, D. H., A. B. Carroll, and A. K. Buchholtz. “Philanthropy as Strategy: When Corporate 

Charity ‘Begins at Home’.” Business & Society 42.2 (2003): 169–201. 

The authors put forth a perspective by which philanthropy is becoming increasingly strategic, 

and identify key drivers of this strategic philanthropy, such as career focus and business 

exposure. Available 

*online[https://journals.sagepub.com/doi/10.1177/0007650303042002002#articleCitationDow

nloadContainer]* by subscription or purchase.  

Marketing Perspectives 

The marketing literature bears similarities to the strategic philanthropy literature, but has 

primarily aimed to link corporate philanthropy to consumers and their behavior. Because 

corporate philanthropy is generally positively regarded in society, organizations’ seek ways to 

leverage their donations for advertising purposes (Fry, et al. 1982; Navarro 1988; Useem 1988). 

Accordingly, more recent works examine the underlying mechanisms, such as consumers’ 

feelings of well-being (Bhattacharya and Sen 2004), firm visibility (Brammer and Millington 

2006), and behavioral outcomes such as purchase intentions (Lee, et al. 2009, cited in *The 

Moderating Role of Sincerity in Corporate Philanthropy Outcomes*). 

Bhattacharya, C. B., and Sankar Sen. “Doing Better at Doing Good: When, Why, and How 

Consumers Respond to Corporate Social Initiatives.” California Management Review 47.1 

(2004): 9–24. 

A conceptual paper explicating a framework by which corporate philanthropy—broadly 

defined as encompassing the allocation of money, goods, time, personnel, and expertise to 

address social causes—leads to internal and external outcomes for the company, the consumer, 

and the social cause itself. Available 
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*online[https://journals.sagepub.com/doi/10.2307/41166284#articleCitationDownloadContaine

r]* by subscription or purchase.  

Brammer, Stephen, and Andrew Millington. “Firm Size, Organizational Visibility and Corporate 

Philanthropy: An Empirical Analysis.” Business Ethics: A European Review 15.1 (2006): 6–18. 

The authors provide evidence that firm visibility, when accounting for a broad range of other 

factors including industry and firm size, is a strong predictor of corporate philanthropy, 

suggesting that it is a key component of firms’ strategic marketing activities. Available 

*online[https://onlinelibrary.wiley.com/doi/abs/10.1111/j.1467-8608.2006.00424.x]* by 

subscription or purchase.  

Fry, L. W., G. D. Keim, and R. E. Meiners. “Corporate Contributions: Altruistic or For-Profit?” 

Academy of Management Journal 25.1 (1982): 94–106. 

The first of several studies aiming to identify marketing motives for corporate philanthropy by 

looking for correlations with advertising intensity. They find strong evidence for covariance 

between corporate philanthropy and advertising expenses in relation to income, and in percent 

changes over time (see also under *Outcomes to Corporate Philanthropy: CEO Status 

Outcomes*). Available 

*online[https://www.jstor.org/stable/256026?seq=1#page_scan_tab_contents]* by subscription 

or purchase.  

Navarro, Peter. “Why Do Corporations Give to Charity?” Journal of Business 61.1 (1988): 65–

93. 

One of the first studies to position corporate philanthropy as a form of advertising driven by a 

profit-maximization motive. Findings demonstrate that philanthropy amounts covary with 

advertising expenditures. Available 

*online[https://www.jstor.org/stable/2352980?seq=1#page_scan_tab_contents]* by 

subscription or purchase.  

Useem, Michael. “*Market and Institutional Factors in Corporate 

Contributions[https://journals.sagepub.com/doi/pdf/10.2307/41166548]*.” California 

Management Review 30.2 (1988): 77–88. 

A qualitative overview of the key considerations underlying corporate philanthropy as it 

becomes increasingly responsive to the market and institutional environment, showing for 

instance that firms have marketing and strategic reasons for targeting certain sectors of charity.  

Political Perspectives 

A smaller stream of research explores the links between corporate philanthropy and political 

influencing activities. Because corporate philanthropy can help with the achievement of social 

goals and, in so doing, aid governments by shouldering the burden of public goods provision, 

there is political capital to be gained from corporate philanthropy (Hadani and Coombes 2015). 

Gao and Hafsi 2017, for instance, shows that the need for political legitimacy can be an 

important driver of philanthropic responses to specific events, while Wang and Qian 2011 shows 
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that the need for political resources also moderates the link between corporate philanthropy and 

firm financial performance in China. 

Gao, Yongqiang, and Taïeb Hafsi. “Political Dependence, Social Scrutiny, and Corporate 

Philanthropy: Evidence from Disaster Relief.” Business Ethics: A European Review 26.2 

(2017): 189–203. 

A study showing how the need for political legitimacy, as an important resource that affects 

firms’ ability to access government resources, affects whether or not firms will engage in 

corporate philanthropy. It is also one of the few studies that models the decision to donate as 

distinct from the decision of how much to donate. Available 

*online[https://onlinelibrary.wiley.com/doi/full/10.1111/beer.12144]* by subscription or 

purchase.  

Hadani, Michael, and Susan Coombes. “Complementary Relationships between Corporate 

Philanthropy and Corporate Political Activity: An Exploratory Study of Political Marketplace 

Contingencies.” Business & Society 54.6 (2015): 859–881. 

The authors put forth a novel perspective in which they identify common strategic motives and 

antecedents for corporate philanthropy and corporate political activity, finding that industry-

level political uncertainty is an important driver of both. Available 

*online[https://journals.sagepub.com/doi/10.1177/0007650312463691#articleCitationDownloa

dContainer]* by subscription or purchase.  

Wang, Heli, and Cuilu Qian. “Corporate Philanthropy and Corporate Financial Performance: The 

Roles of Stakeholder Response and Political Access.” Academy of Management Journal 54.6 

(2011): 1159–1181. 

Based on the argument that some firms are more dependent on the government for critical 

resources than others, the authors propose that firms with greater need for political legitimacy 

are also most likely to benefit from it financially. Available 

*online[https://journals.aom.org/doi/full/10.5465/amj.2009.0548]* by subscription or purchase.  

Moral Perspectives 

In contrast to perspectives emphasizing the utilitarian objectives of the executive and the 

organization, moral perspectives highlight the role of moral obligation (Dunfee 2006). Shaw and 

Post 1993, for example, lays out a case for corporate philanthropy’s morality based on rule 

utilitarianism, while Choi and Wang 2007 focuses on moral values of benevolence and integrity. 

Choi, Jaepil, and Heli Wang. “The Promise of a Managerial Values Approach to Corporate 

Philanthropy.” Journal of Business Ethics 75.4 (2007): 345–359. 

A conceptual paper proposing a model in which managers’ intrinsic motivation to enhance the 

welfare of others, characterized by the values of benevolence and integrity, can enhance 

financial performance by facilitating the development of trust-based stakeholder relationships. 

Available *online[https://link.springer.com/article/10.1007/s10551-006-9257-4]* by 

subscription or purchase.  
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Dunfee, T. W. “Do Firms with Unique Competencies for Rescuing Victims of Human 

Catastrophes Have Special Obligations? Corporate Responsibility and the AIDS Catastrophe in 

Sub-Saharan Africa.” Business Ethics Quarterly 16.2 (2006): 185–210. 

The author makes a case for “minimal moral obligation,” according to which firms possessing 

resources and skills relevant for alleviating victims of catastrophe have a moral obligation to 

implement those resources and skills for that purpose. Available 

*online[https://www.cambridge.org/core/journals/business-ethics-quarterly/article/do-firms-

with-unique-competencies-for-rescuing-victims-of-human-catastrophes-have-special-

obligations-corporate-responsibility-and-the-aids-catastrophe-in-subsaharan-

africa/BEC8AD30148B9BDD795D1A97D4D7A95D]* by subscription or purchase.  

Shaw, Bill, and F. R. Post. “A Moral Basis for Corporate Philanthropy.” Journal of Business 

Ethics 12.10 (1993): 745–751. 

A conceptual paper arguing that rule utilitarianism provides a moral basis for corporate 

philanthropy that is more compelling than arguments based on ethical egoism, because 

corporate philanthropy has such important social outcomes. A rule utilitarian worldview fosters 

trust, fairness, loyalty, respect for the well-being of community members, and generally 

minimizes harm in the process of promoting the public good, which can be reconciled with 

positive firm-level outcomes such as reputation gain. Available 

*online[https://www.jstor.org/stable/25072465?seq=1#page_scan_tab_contents]* by 

subscription or purchase.  

THE GEOGRAPHY OF CORPORATE PHILANTHROPY 

Although much scholarship on corporate philanthropy has its origins in social relations between 

geographically proximate actors, companies’ increasing international expansion brought with it 

the internationalization of their philanthropic activities. This line of research experienced a new 

impetus following a number of highly visible international disasters in the 2000s that elicited a 

strong corporate philanthropic response. 

International Philanthropy 

In contrast to the “local community” perspective on corporate philanthropy that has historically 

predominated research on corporate philanthropy, a few scholars have focused explicitly on the 

international dimension of giving. This stands in stark contrast to research on corporate social 

responsibility (CSR) more generally. Simon 1995 is one of the first to consider how 

globalization might impact corporate philanthropy specifically. Relatively few studies link 

corporate philanthropy to companies’ international presence (Brammer, et al. 2009; Cowan, et al. 

2013; Cowan, et al. 2016). Research in Schons, et al. 2017 (cited under * Consumer Perceptions 

and Reputation Outcomes*) offers a unique take in that it investigates whether individual 

consumers have preferences regarding the geographic allocation of companies’ corporate 

philanthropy budgets. 

Brammer, S. J., Stephen Pavelin, and L. A. Porter. “Corporate Charitable Giving, Multinational 

Companies and Countries of Concern.” Journal of Management Studies 46.4 (2009): 575–596. 
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This paper explicitly considers corporate philanthropy as a way of assuaging local stakeholders 

and facilitating legitimacy when trying to establish a presence in foreign countries, particularly 

in countries where social issues are of greater concern. Available 

*online[https://onlinelibrary.wiley.com/doi/abs/10.1111/j.1467-6486.2008.00827.x]* by 

subscription or purchase.  

Cowan, Adrian, C. H. Huang, and Prasad Padmanabhan. “Why Do Some US Manufacturing and 

Service Firms with International Operations Choose To Give Internationally Whereas Others 

Opt To Give Only in the United States?” International Business Review 25.1 (2016): 408–418. 

In this study the authors differentiate between motives to give abroad versus at home, and 

provide additional evidence for the importance of the organization’s geographic embeddedness 

for corporate philanthropy. Available 

*online[https://www.sciencedirect.com/science/article/abs/pii/S096959311530010X]* by 

subscription or purchase.  

Cowan, Adrian, C. H. Huang, Prasad Padmanabhan, and Chi-Hui Wang. “The Determinants of 

Foreign Giving: An Exploratory Empirical Investigation of US Manufacturing Firms.” 

International Business Review 22.2 (2013): 407–420. 

A study showing how foreign giving is affected by international business experience, cultural 

distance, and the host country’s level of development. Available 

*online[https://www.sciencedirect.com/science/article/abs/pii/S0969593112000765]* by 

subscription or purchase.  

Simon, F. L. “Global Corporate Philanthropy: A Strategic Framework.” International Marketing 

Review 12.4 (1995): 20–37. 

One of the first studies to consider the impact of globalization on corporate philanthropy, 

including both companies’ increased exposure to a wider range of social issues and 

institutional pressures toward standards and consistent guidelines for corporate engagement of 

social issues. Available 

*online[https://www.emerald.com/insight/content/doi/10.1108/02651339510097711/full/html]

* by subscription or purchase.  

van Cranenburgh, K. C., and Daniel Arenas. “Strategic and Moral Dilemmas of Corporate 

Philanthropy in Developing Countries: Heineken in Sub-Saharan Africa.” Journal of Business 

Ethics 122.3 (2014): 523–536. 

An in-depth case study that elucidates some of the challenges organizations face, such as the 

role of local subsidiaries, when engaging in corporate philanthropy abroad, particularly in 

institutionally weak settings. Available 

*online[https://link.springer.com/article/10.1007/s10551-013-1776-1]* by subscription or 

purchase.  



Corporate Philanthropic Disaster Response 

Additionally, 9/11, alongside a number of highly salient catastrophic events in the 2000s in 

particular, triggered a surge in research on corporate philanthropy aimed at understanding 

organizational responses to these events, (Crampton and Patten 2008, Muller and Whiteman 

2009, Muller and Whiteman 2016). Additional impulses were given in 2008, after the Sichuan 

earthquake in China, and the 2010 earthquake in Haiti (Madsen and Rodgers 2015). The sudden 

and unexpected nature of these events raised new questions about the drivers of corporate 

philanthropy that could not be fully answered by extant research, which had up until that point 

focused on more traditional giving programs (Ballesteros and Gatignon 2019). Additionally, 

disasters allow for comparisons of giving to a single, specific cause, as opposed to explaining 

variance in aggregate annual corporate philanthropy amounts. 

Ballesteros, Luis, and Aline Gatignon. “The Relative Value of Firm and Non-Profit 

Experience: Tackling Large-Scale Social Issues across Institutional Contexts.” In Special 

Issue: Value Creation and Value Appropriation in the Context of Public and Non‐Profit 

Organizations. Edited by Strategic Management Journal 40.4 (2019): 631–657.  

Addresses the role of nongovernmental organizations (NGOs) as conduits for corporate 

philanthropic disaster responses in foreign markets, and finds that NGOs can be particularly 

effective in countries with low institutional development and countries in which the company 

lacks operations of its own. Available 

*online[https://onlinelibrary.wiley.com/doi/abs/10.1002/smj.2968]* by subscription or 

purchase.  

Crampton, William, and Dennis Patten. “Social Responsiveness, Profitability and Catastrophic 

Events: Evidence on the Corporate Philanthropic Response to 9/11.” Journal of Business 

Ethics 81.4 (2008): 863–873. 

As one of the first studies to focus on such geographic effects, it showed among other things 

that companies based in, or with ties to, the New York metropolitan area were much more 

responsive to 9/11 than companies from outside the area that lacked such ties. Available 

*online[https://link.springer.com/article/10.1007/s10551-007-9553-7]* by subscription or 

purchase.  

Madsen, P. M., and Z. J. Rodgers. “Looking Good by Doing Good: The Antecedents and 

Consequences of Stakeholder Attention to Corporate Disaster Relief.” Strategic Management 

Journal 36.5 (2015): 776–794. 

Considering the case of corporate disaster response in the wake of the 2010 Haiti earthquake, 

the authors find that stakeholder attention partially mediated the relationship between disaster 

relief and CFP and that stakeholder attention to corporate disaster relief was driven by the 

legitimacy, urgency, and enactment of disaster relief CSR initiatives. Available 

*online[https://onlinelibrary.wiley.com/doi/abs/10.1002/smj.2246]* by subscription or 

purchase.  
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Muller, Alan, and Roman Kräussl. “Doing Good Deeds in Times of Need: A Strategic 

Perspective on Corporate Disaster Donations.” Strategic Management Journal 32.9 (2011): 

911–929. 

The authors explore how a disaster’s negative impacts on the organization can form an impetus 

to respond philanthropically, based on the argument that doing so should help the organization 

recover from the disaster more quickly. Available 

*online[https://onlinelibrary.wiley.com/doi/abs/10.1002/smj.917]* by subscription or purchase.  

Muller, Alan, and Gail Whiteman. “Exploring the Geography of Corporate Philanthropic 

Disaster Response: A Study of Fortune Global 500 Firms.” Journal of Business Ethics 84.4 

(2009): 589–603. 

The authors identify a “home region effect” in their study of three high-profile global disasters 

by which firms are most likely to give, and give the most, to disasters that affect their home 

region, as opposed to disasters elsewhere. Available 

*online[https://link.springer.com/article/10.1007/s10551-008-9710-7]* by subscription or 

purchase.  

Muller, Alan, and Gail Whiteman. “*Corporate Philanthropic Responses to Emergent Human 

Needs: The Role of Organizational Attention 

Focus[https://link.springer.com/article/10.1007/s10551-015-2556-x]*.” Journal of Business 

Ethics 137.2 (2016): 299–314. 

This study highlights the interplay between internally and externally directed organizational 

attention mechanisms in creating the likelihood of responding to a geographically distant 

catastrophic event.  

OUTCOMES TO CORPORATE PHILANTHROPY 

While most theory-driven research on corporate philanthropy is focused on antecedents at the 

institutional, organizational, and CEO level, and subsequently extends these arguments to 

account for geographical factors, an extensive body of scholarship considers its outcomes as 

well. Much of this research focuses on firm financial performance, but implications for society, 

key stakeholder groups such as consumers, and the philanthropic CEO have also received 

attention. 

Societal Outcomes 

Very few studies focus on the actual impact of corporate philanthropy, focusing instead on inputs 

instead of outputs. An important recent contribution to this underdeveloped stream of research is 

Ballesteros, et al. 2017, which highlights that local embeddedness is important for the social 

benefits that may be derived from corporate philanthropy. 

Ballesteros, Luis, Mchael Useem., and Tyler Wry. “Masters of Disasters? An Empirical Analysis 

of How Societies Benefit from Corporate Disaster Aid.” Academy of Management Journal 60.5 

(2017). [doi:10.5465/amj.2015.0765] 
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Locally active firms give more, and do so more effectively in terms of social benefits, in 

response to a disaster, as revealed by analysis of every natural disaster and reported aid 

donation worldwide from 2003 to 2013, using a novel quasi-experimental technique known as 

the synthetic control method. Available 

*online[https://journals.aom.org/doi/abs/10.5465/amj.2015.0765]* by subscription or purchase.  

Firm Financial Performance Outcomes 

Numerous studies have considered whether corporate philanthropy has positive financial 

performance implications, either in the form of accounting-based measures like profits or 

market-based measures like share price (Seifert, et al. 2004; Petrenko, et al. 2016; Wang, et al. 

2008; see also Gautier and Pache 2015 and Liket and Simaens 2015 under *Historical Studies 

and Reviews*). The recent trend of issuing press releases documenting organizational donations 

directed at specific charitable causes has made it possible to identify a market response to such 

donations (e.g., Patten 2008). Others have extended these ideas to explore moderators affecting 

this relationship, such as features of corporate governance (Su and Sauerwald 2018; see also 

Wang and Qian 2011 under *Theoretical Lenses: Political Perspectives*). 

Patten, D. M. “Does the Market Value Corporate Philanthropy? Evidence from the Response to 

the 2004 Tsunami Relief Effort.” Journal of Business Ethics 81.3 (2008): 599–607. 

This was one of the first papers to take an event study approach to analyze the market response 

to press releases documenting corporate philanthropic responses to a single, high-profile event, 

finding that investors react positively to such announcements. Available 

*online[https://www.jstor.org/stable/25482239?seq=1#page_scan_tab_contents]* by 

subscription or purchase.  

Petrenko, O. V., Federico Aime, Jason Ridge, and Aaron Hill. “Corporate Social Responsibility 

or CEO Narcissism? CSR Motivations and Organizational Performance.” Strategic 

Management Journal 37.2 (2016): 262–279. 

This paper implies that corporate philanthropy driven by CEOs’ narcissism will be negatively 

perceived by stakeholders, negatively impacting a range of financial performance measures, 

both accounting- and market-based (see also under *Theoretical Lenses: Ceo-Centric 

Perspectives*). Available *online[https://onlinelibrary.wiley.com/doi/abs/10.1002/smj.2348]* 

by subscription or purchase.  

Seifert, Bruce, S. A. Morris, and B. R. Bartkus. “Having, Giving, and Getting: Slack Resources, 

Corporate Philanthropy, and Firm Financial Performance.” Business & Society 43.2 (2004): 

135–161. 

The authors investigate whether firms donate more when they have more financial slack, and 

whether more donations are associated with an increase in share price. They find significant 

effects for the former, but not for the latter. Available 

*online[https://journals.sagepub.com/doi/10.1177/0007650304263919]* by subscription or 

purchase.  
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Su, Weichieh, and Steve Sauerwald. “Does Corporate Philanthropy Increase Firm Value? The 

Moderating Role of Corporate Governance.” Business & Society 57.4 (2018): 599–635. 

This paper aims to reconcile the opposing positions that corporate philanthropy can be either an 

agency cost or a source of improved relationships between the firm and its stakeholders by 

looking at its relationship with firm value as moderated by factors of corporate governance 

such as CEO tenure, CEO long-term pay, and outside directors. Available 

*online[https://journals.sagepub.com/doi/abs/10.1177/0007650315613961#articleCitationDow

nloadContainer]* by subscription or purchase.  

Wang, Heli, Jaepil Choi, and Jiatao Li. “*Too Little or Too Much? Untangling the Relationship 

between Corporate Philanthropy and Firm Financial 

Performance[https://pdfs.semanticscholar.org/a955/97d3daea9810ea5919c9ff1f4d4183ccd755.

pdf]*.” Organization Science 19.1 (2008): 143–159. 

In this study, the authors offer evidence that the mechanisms linking corporate philanthropy to 

profits are most effective at moderate levels of giving.  

CEO Status Outcomes 

Some studies consider corporate philanthropy as a form of resource commitment in exchange for 

social standing. If philanthropy is a valued activity in society, the giver’s social context will 

reward philanthropy with respect, admiration, and approval (Bekkers and Wiepking 2011). For 

instance, Galaskiewicz 1989 states that “company contributions [may] be made to elicit the 

applause and approval of business peers and local philanthropic elites” (p. 251). Fry, et al. 1982 

refers to the corporate philanthropy’s “personal benefits to managers in the form of increased 

social status” (p. 98). Similar claims can be found in Navarro 1988, who notes that managers 

engage in the discretionary diversion of profits to personally preferred expenditures to fulfill “the 

drive for status, power, security, and prestige” (p. 70). Status can have important tangible 

benefits, because philanthropic CEOs are perceived by their peers as being “more successful in 

business, and hence more valued colleagues, [such that] stimulating corporate charitable activity 

enhances one’s value in the market for managerial labor” (Barnard 1997, p. 1165). 

Barnard, J. W. “Corporate Philanthropy, Executives’ Pet Charities and the Agency Problem.” 

New York Law School Law Review 41 (1997): 1147–1178. 

Highlights a range of social and economic benefits that may accrue to the CEO as a result of 

corporate philanthropic giving. Available 

*online[https://heinonline.org/HOL/LandingPage?handle=hein.journals/nyls41&div=56&id=&

page=]* by subscription or purchase.  

Bekkers, René, and Pamala Wiepking. “A Literature Review of Empirical Studies of 

Philanthropy: Eight Mechanisms That Drive Charitable Giving.” Nonprofit and Voluntary 

Sector Quarterly 40.5 (2011): 924–973. 

A comprehensive overview of the (individual level) motivations for philanthropy, including the 

desire for social approval, as documented in a wide range of extant research from sociology to 

psychology, marketing to economics, political science to anthropology. Available 
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*online[https://journals.sagepub.com/doi/abs/10.1177/0899764010380927?journalCode=nvsb#

articleCitationDownloadContainer]* by subscription or purchase.  

Fry, L. W., G. D. Keim, and R. E. Meiners. “Corporate Contributions: Altruistic or For-Profit?” 

Academy of Management Journal 25.1 (1982): 94–106. 

This paper explores corporate philanthropy’s objectives, trying to identify motive based on 

associations between philanthropy amounts and other strategic firm-level variables (see also 

*Theoretical Lenses: Marketing Perspectives*). Available 

*online[https://www.jstor.org/stable/256026?seq=1#page_scan_tab_contents]* by subscription 

or purchase.  

Galaskiewicz, Joseph. “Corporate Contributions to Charity: Nothing More than a Marketing 

Strategy?” In Philanthropic Giving: Studies In Varieties And Goals. Edited by Richard Magat. 

New York: Oxford University Press (1989), p. 246-260. [ISBN: 9780195050509] 

This book chapter reviews some of the most important drivers for corporate philanthropy. 

Consumer Perceptions and Reputation Outcomes 

Given the social, discretionary aspect of corporate philanthropy, a considerable body of literature 

looks at reputation and consumer perception effects, particularly when linking corporate 

philanthropy to cause-related marketing (Varadarajan and Menon 1988). These effects range 

from the ability of corporate philanthropy to offset negative reputation effects associated with 

wrongdoing (Williams and Barrett 2000) to perceptions of fairness in philanthropy budget 

allocation (Schons, et al. 2017); brand equity (Ricks 2005); and customer satisfaction (Lev, et al. 

2010). See also Bhattacharya and Sen 2004 under *Theoretical Lenses: Marketing Perspectives*. 

Lev, Baruch, Christine Petrovits, and Suresh Radhakrishnan. “*Is Doing Good Good for You? 

How Corporate Charitable Contributions Enhance Revenue Growth 

[https://doi.org/10.1002/smj.810]*.” Strategic Management Journal 31.2 (2010): 182–200. 

The authors present evidence that corporate philanthropy enhances sales growth through its 

ability to positively affect consumer perceptions, and that it leads to positive consequences for 

consumer satisfaction.  

Ricks, J. M., Jr. “An Assessment of Strategic Corporate Philanthropy on Perceptions of Brand 

Equity Variables.” Journal of Consumer Marketing 22.3 (2005): 121–134. 

Presents the results of two experiments designed to capture the effects of two key 

distinguishing features of corporate philanthropy, its proactivity and its target specificity, on 

consumer perceptions, finding only limited evidence of a general positive perception effect 

associated with proactive corporate philanthropy. Available 

*online[https://www.emerald.com/insight/content/doi/10.1108/07363760510595940/full/html]

* by subscription or purchase.  
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Schons, L. M., John Cadogan, and Roumpini Tsakona. “Should Charity Begin at Home? An 

Empirical Investigation of Consumers’ Responses to Companies’ Varying Geographic 

Allocations of Donation Budgets.” Journal of Business Ethics 144.3 (2017): 559–576. 

An investigation into whether consumers have preferences regarding the allocation of 

companies’ corporate philanthropy budgets, showing that consumers prefer an equitable 

distribution between home and abroad. Available 

*online[https://link.springer.com/article/10.1007/s10551-015-2832-9]* by subscription or 

purchase.  

Varadarajan, P. R., and Anil Menon. “Cause-Related Marketing: A Coalignment of Marketing 

Strategy and Corporate Philanthropy.” The Journal of Marketing 52.3 (1988): 58–74. 

A comprehensive review of the different explanations for corporate philanthropy, with an 

emphasis on the cause-related marketing view, and an explication of the strategic 

considerations firms face in this regard. Particular attention is paid to consumers’ behavioral 

and affective responses to cause-related marketing. Available 

*online[https://www.jstor.org/stable/1251450?seq=1#page_scan_tab_contents]* by 

subscription or purchase.  

Williams, R. J., and J. D. Barrett. “Corporate Philanthropy, Criminal Activity, and Firm 

Reputation: Is There a Link?” Journal of Business Ethics 26.4 (2000): 341–350. 

The authors explore the reputation effects of corporate philanthropy, finding that corporate 

philanthropy enhances reputation, and that this effect can partly compensate for the negative 

reputation effects associated with illegal behavior. Available 

*online[https://link.springer.com/article/10.1023/A:1006282312238]* by subscription or 

purchase.  

The Moderating Role of Sincerity in Corporate Philanthropy Outcomes 

Many studies have hinted at the notion that the outcomes of corporate philanthropy are 

contingent upon key stakeholders’ attributions of motive. Godfrey 2005 articulates this idea with 

particular clarity, differentiating between perceptions of “sincere” versus “ingratiating” motives. 

These ideas have found similar expression in concepts based on reputation (Dean 2003); the 

substantiveness of giving (Cuypers, et al. 2016); credibility (Walker and Kent 2013); attributions 

of self-serving motives (Lee, et al. 2009); and employee involvement as a signal of sincerity 
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