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Abstract 

The purpose of this paper is to study the relationship between corporate social responsibility and the social 

entrepreneurship of 104 Tunisian companies. A survey of 104 small and medium companies and NGOs 

revealed the existence of a direct and positive relationship between the four dimensions of corporate social 

responsibility, namely economic responsibility, legal responsibility, philanthropic responsibility, and 

ethical responsibility, and the social entrepreneurship which consists of five axes; social vision, financial 

return, sustainability, innovativeness, and social network. From this study, we can emphasize the idea that,   

more the Tunisian companies integrate social, environmental, and economic concerns into their values, 

their culture, their decisions, their strategy, and their operations in a transparent and accountable manner, 

more they develop practices to meet market shortcomings with a clear social vision of transformative 

innovations, a significant financial income, a continued sustainability continues, and a well woven social 

network. This article provides recommendations for companies of how their responsible behavior positively 

influences their entrepreneurial orientation in social way.  

 

Key Words: Innovativeness, Social Entrepreneurship, Corporate Social Responsibility, Social Vision, 

Social Networking. 

  

 

Introduction 

 
Social entrepreneurship and corporate social responsibility are among the emerging concepts that are 

gaining popularity, nowadays, in the world. They constitute a line of research increasingly discussed and 

experienced to deal with economic, social, and ecological challenges of our time. 

 

Social entrepreneurship is an act of creating a viable economy to meet social and environmental needs. It is 

the field of the social economy that focuses on the pursuit of efficiency and profitability. For cons, the 

corporate social responsibility refers to actions undertaken by companies, to apply to their scale the 

principles of sustainable development. It is integrated into the model of a purely economic social and 

environmental concern while taking into account interactions with their stakeholders. 

 

Moreover, social entrepreneurship and corporate social responsibility of enterprises are distinguished by 

their purpose, on the one hand, and by the innovative aspect they generate, on the other. But, they converge 

http://www.irbas.academyirmbr.com/
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to create social value. This can be developed through collaborations and partnerships between businesses 

and social purpose organizations. 

 

In view of the specialized literature, previous work on the subject of the relationship between social 

entrepreneurship and corporate social responsibility emphasized the importance of corporate social 

responsibility as a vector of social entrepreneurship through the benefits it generates (Mitra and Borza, 

2011). 

 

However, the literature on this subject is deficient in accuracy and analysis. In addition, in Tunisia, despite 

the importance given to these areas, we note the lack of scientific studies on the relationship between these 

two concepts. In this perspective, it appears interesting to study the impact of corporate social responsibility 

on social entrepreneurship. This is to answer the following research question: to what extent corporate 

social responsibility promotes social entrepreneurship? 

 

This article presents, thus, two types of interest. Theoretical interest, in the sense that this research relates 

the dimensions of corporate social responsibility and the axes of social entrepreneurship. This is a field of 

study which is very little studied, what enriches the work on the subject. Operational interest may, also, be 

highlighted. This research allows companies, with a certain social responsibility and desirous to promote 

the social, to consider the social dimension entrepreneurship to act accordingly and thus influence the 

behavior of the entrepreneur in a favorable direction. 

 

To answer this question, our approach is done in three stages. Firstly, we present the theoretical framework 

of the research. Secondly, we highlight the adopted methodology. Finally, we relate, in a third phase the 

results found. This last part, also, proposes to discuss the results while highlighting the contributions and 

limitations of the research. 

 

Literature Review and Hypotheses 
 

Social Entrepreneurship 

 

Several studies have suggested definitions for the concept of social entrepreneurship. Despite their diversity 

and divergence of aspects they treat, these definitions converge to very specific aspects. Indeed, social 

entrepreneurship is seen as the ability to detect and exploit a business opportunity in order to meet a social 

need not met by the state (Thomson et al. 2000). It is also an adopted behavior to achieve a social mission 

(Death et al. 2003). Zahra et al. (2006) argue that social entrepreneurship is a set of processes related to the 

discovery of opportunities to create social value. This can emerge from public and private sectors (Austin et 

al. 2006) or by the creation of new organizations or through the management innovatively of existing 

organizations (Zahra et al. 2009). As such, it represents a collective approach which consists of developing 

entrepreneurial responses in order  to meet the social, catalyze social change, and create social value (Mair 

and Marti, 2006; Dardour, 2012) through more entrepreneurial and innovative approaches in an unintended 

environment (Brouard and Larivet, 2011). 

 

Furthermore, to better understand the concept of social entrepreneurship, we should position it with respect 

to other related concepts such as the social economy and the social enterprise. The social economy is, 

essentially, a combination of social enterprises that are considered non-profit organizations. Their 

importance lies in the fact that a social company combines business strategies with a social purpose. It 

works by preventing any action aimed to maximize profit of shareholders or owners and whose surpluses 

are reinvested mainly in the service of its social mission (Brouard, 2007; Smallbone et al. (2001). Noting 

that the social entrepreneur occupies a privileged place in the social enterprise which itself is located across 

the social economy. This entrepreneur, unlike the economic entrepreneur who is committed to the creation 

of economic value, is trained to create social value. 
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Corporate Social Responsibility 

 

The corporate social responsibility is a multidimensional concept that has not, until today, a universally 

accepted definition. But that does not hide its presence on the political and economic scene in this new 

century, worldwide. It has been defined from different angles. Indeed, Bowen (1953) describes it as the 

obligation of businessmen to implement policies, take decisions, and follow the guidelines that meet the 

objectives and desirable values by society. According to Davis (1960), it is determined by consideration of 

the firm and its response to issues that go beyond its economic commitments, technical, and legal for 

reaching a social benefit. While for McGuire (1963), it assumes that the company has obligations that go 

beyond the economic commitments. It also refers to the idea that society expects economic matters of 

corporate commitments, legal, ethical and philanthropic at some point (Carroll, 1979). It implies also that 

companies have an obligation towards social stakeholders other than shareholders and beyond legal or 

contractual requirements (Jones, 1980; McWilliams and Siegel, 2001). Also, it is the company's response to 

societal norms, interpellations producing strategies, management devices, change management and control 

methods, monitoring, evaluation and reporting performance incorporating new designs (Capron, Quairel - 

Lanoizelée, 2004). It is furthermore the responsibility, towards organization for the impacts of its decisions 

and activities on society and the environment. This responsibility manifests itself in a transparent and 

ethical behavior that contributes to sustainable development. 

 

This presentation, also, leads us to distinguish it from other related concepts such as sustainable 

development, social performance, and socially responsible investment. In fact, corporate social 

responsibility is different from sustainable development since the latter refers to development that meets 

present needs without compromising the ability of future generations to meet theirs. It is also different from 

social performance since it is interested in measuring the degree of the company's commitment to a process 

of social responsibility and aims to identify the behavior "extra-economic" of the business. For socially 

responsible investment, it is a contemporary economic concept which involves the way we invest, creates 

the world in which we live (Domini, 2001; Lanoizelée and Capron, 2004). 

 

The Relationship between Social Entrepreneurship and Corporate Social Responsibility 

 

Very few are the researchers who are interested in studying the relationship between social 

entrepreneurship and corporate social responsibility. Mitra and Borza (2011), in focusing on the idea of a 

number of authors such as Austin (2000, 2007), Austin et al. (2004, 2006), Austin and Reavis (2002), they 

were concerned by the analysis of the implications of corporate social responsibility on the process of 

social entrepreneurship. Mitra and Borza (2011) hold the view that corporate social responsibility can be 

seen as an important tool in supporting social entrepreneurship through the many benefits that it brings. 

 

It should be noted that the study of Mitra and Borza (2011) has limits, since it carried out an overall 

analysis of the two concepts, which led us to define the dimensions of each concept and try to emphasize 

the benefits of corporate social responsibility, in order to determine its contribution to social 

entrepreneurship. With this intention, we use the searches of Koe Joyce HN (2010), Carroll (1991, 1999), 

Aupperle (1982), and Barton H. Halpern (2008) for inspiration. As part of our research, we retain five 

dimensions for social entrepreneurship: social vision, sustainability, social networking, innovativeness, and 

financial return. These dimensions were validated by Joyce Koe Hwee Nga (2010). Social vision 

summarizes a sense of responsibility to society to meet the basic needs unmet by governments and private 

companies. It implies the ability to seize opportunities, to be an agent of social change and create social 

value. Sustainability implies the need of companies for the integration of sustainability strategies in their 

social vision. 

 

Social Networking refers to the links developed by social entrepreneurs. A network provides a rich sharing 

of information and knowledge to create innovative and relevant solutions to community service. 

http://www.irbas.academyirmbr.com/
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Innovativeness refers to the following idea: a company, to be an agent of social change is called to be 

creative in the proposed social solutions.  

 

Financial return implies the priority of the company in terms of profit generation that seeks to serve a social 

mission. 

 

For corporate social responsibility, we selected the four dimensions defined in the model of Carroll (1991), 

namely economic responsibility, legal responsibility, ethical responsibility, and philanthropic 

responsibility. We referred to the research work of Aupperle (1982), Carroll (1991), and Barton H. Halpern 

(2008) in order to determine the items that will be used to measure the dimensions of the concept of 

corporate social responsibility 

 

For economic responsibility, it refers to the five components, the company's liability in maximizing its 

profits, its commitment to be as cost effective as possible, while taking into account ethical principles, its 

proposal for sound advice, its statement regarding the company which must have a strong competitive 

position in the market and should maintain a high operating efficiency, and its definition of a successful 

company that is consistently profitable. 

 

About the legal liability, it is also based on five components. The ability of the company to behave in a 

manner consistent with the expectations of the government and the law, its ability to comply with various 

federal, provincial and local, the company's desire to be a good corporate citizen , design of organizational 

success and responsibility to goods and services to offer that must meet the minimum legal requirements. 

 

For ethical responsibility, it also refers to the company's responsibility to conduct business in compliance 

with the social mores and ethical standards, to focus on the development of these standards, to achieve 

goals while respecting ethical standards, to behave as a good corporate citizen who does the morality and 

ethics. And the importance of recognizing that, ethical behavior and integrity of companies go beyond mere 

compliance with laws and regulations.  

 

For the philanthropic responsibility, we also identified five components: the company’s responsibility to 

consider and act in a consistent manner with a philanthropic and charitable society’s expectations. It is 

defined in four components that encourage companies to invest in the arts, to participate in charitable 

activities in their local community, to support public and private education, and to improve the quality of 

life of the community. The argument is, beyond the benefits generated, each dimension can have an impact 

on each selected axis of social entrepreneurship. Indeed, the company’s economic responsibility is based on 

the principle that refers to what a company generates profits that will be a lever for financial performance 

and the achievement of the vision stopped. 

 

Furthermore, sustainability and innovation are, also, two dimensions, that are consistent with economic 

responsibility, to the extent that a company should seek to ensure its sustainability and to be consistently 

profitable. Hence, it is interested in sustainable development in its three pillars of economic, social and 

environmental. Similarly, to maintain a strong competitive position, the company must be innovative. This 

is the very principle of social entrepreneurship, which needs to provide innovative solutions to social 

problems and to be subsequently a social change agent. 

 

Finally, to ensure its survival, the company has interest to develop its social network in order to promote its 

knowledge and to be aware of social change. Thus, the company's economic interest requires of the 

company to have a good reputation and a better brand image with all its stakeholders. 

 

Thus, these ideas lead us to define the following hypotheses: 
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H1a: the economic responsibility of the company is positively associated with the social vision. 

H1b: the economic responsibility of the company is positively associated with the financial return. 

H1c: the economic responsibility of the company is positively associated with the innovativeness. 

H1d: the economic responsibility of the company is positively associated with the sustainability 

H1e:   the economic responsibility of the company is positively associated with the social networking. 

 

The legal responsibility of companies implies, according to Carroll (1991), the application of laws. In 

addition, a company needs to be thus related to social entrepreneurship, this dimension could serve the 

social vision to the extent that a company needs to be a good corporate citizen, following the health, safety, 

human rights, etc. Also, being a company that obeys the laws and respects the rules will benefit from a 

good reputation with its environment and this can have a positive impact on its social networking. 

Similarly, a company that respects the laws and regulations shall ensure the supply of goods and services 

that meet the legal requirements while respecting social norms, economic and environmental. This may 

have a positive impact on the sustainability dimension of the company. 

 

For innovativeness and financial return, it seems that there is a positive association between these 

dimensions and the legal responsibility of the company. 

 

Thus, these ideas lead us to define the following hypotheses: 

 

H2a: the legal responsibility of the company is positively associated with the social vision. 

H2b: the legal responsibility of the company is positively associated with the financial return. 

H2c: the legal responsibility of the company is positively associated with the innovativeness. 

H2d: the legal responsibility of the company is positively associated with the sustainability 

H2e:    the   legal responsibility of the company is positively associated with the social networking. 

 

The philanthropic responsibility is to be a corporate citizen that contributes to society's resources, improves 

quality of life, and produces public goods. It is the ‘driving force’ of social entrepreneurship insofar as it 

promotes social vision within the company. In addition, corporate citizenship, this can make the careful 

business to social concerns and environmental and this can positively impact the sustainability dimension 

of social entrepreneurship. This corporate citizenship can help also to encourage companies to expand their 

social networking to be aware of the social needs of different stakeholders. Similarly, a reputable corporate 

citizen will benefit from a respectable reputation with its customers and its stakeholders, which will provide 

a competitive advantage and improve its financial return. Finally, in connection with the innovativeness, a 

dimension of social entrepreneurship, responsibility leads the company to identify social needs and to seek 

subsequently to propose innovative answers that induces therefore a positive impact on the building of 

social entrepreneurship. 

 

Thus, these ideas lead us to define the following hypotheses: 

 

H3a: the philanthropic responsibility of the company is positively associated with the social vision. 

H3b: the philanthropic responsibility of the company is positively associated with the financial return. 

H3c: the philanthropic responsibility of the company is positively associated with innovativeness. 

H3d: the philanthropic responsibility of the company is positively associated with the sustainability 

H3e:   the philanthropic responsibility of the company is positively associated with the social networking. 

 

Moreover, the ethical responsibility stimulates the social sense of a company and so it may have a positive 

impact on its social vision to the extent that it takes into consideration the principles and practices that are 

morally and ethically expected. Also, the company will not compromise social norms, economic or 

environmental and this is largely compatible with the principle of sustainable development that is to say 

with the axis of sustainability. Moreover, given that the company must follow ethical and moral standards 

of society and adapt to their changes, this may lead to develop its social networking to, always, be 
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informed, constantly while trying to have a good brand image. In addition, a company respecting the ethical 

standards is an attentive company to social problems. This will promote innovativeness within the 

company, in the sense that it seeks to detect social problems and provide innovative solutions. Finally, the 

respect for ethical and moral standards and the respect for social values could develop a good business 

reputation. This fosters trust among customers and business partners which could positively influence the 

financial performance of a company. 

 

Thus, these ideas lead us to define the following hypotheses: 

 

H4a: the ethical responsibility of the company is positively associated with the social vision. 

H4: the ethical responsibility of the company is positively associated with the financial return. 

H4c: the ethical responsibility of the company is positively associated with the innovativeness. 

H4d: the ethical responsibility of the company is positively associated with the sustainability 

H4e: the ethical responsibility of the company is positively associated with the social networking. 

All hypotheses are set to test the following model linking the dimensions of corporate social responsibility 

to the axes of social entrepreneurship. 

 

 
Figure 1: Research Model 
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Methods 
 

Sample and Data Collection 

 

Data for this research were collected through a survey. The design of the questionnaire has required the use 

of previous studies on similar subjects of our investigation in the absence of work on our research topic. 

We also conducted interviews with ten people in charge with an overview on the overall management of 

their company, and particularly the economic, legal, philanthropic, ethical, and entrepreneurial aspects. The 

questionnaire, as prepared, was then pre-tested with twelve companies excluded by following the sample 

selected for the final study. Our goal is contextualization and finalizing the questionnaire. 

 

In our study, we focused on Tunisian companies and NGOs working in almost all areas. A sample of 200 

companies and NGOs was randomly selected from companies interested in social entrepreneurship and 

corporate social responsibility. The person asked to answer our questionnaire is the general manager. He is 

the person who has expressed his desire to give us the information available on our research topic. We 

chose the face to face and sending e-mails sometimes with telephone reminders as questionnaire 

administration methods. After fourteen months of work, a total of 104 valid questionnaires were received 

and then used in the analysis, representing a 52% response rate. ANOVA tests were carried out in order to 

examine the non-response bias possible, as suggested by Armstrong and Overton (1977). 

 

Variables and Measures 

 

The measures adopted in our research came from previous studies validated by researchers. But their use 

has demanded, first, an adaptation to the Tunisian context. To assess construct validity, through the items, 

we used the Principal Component Analysis with Varimax rotation. We examined the dimensionality and 

the convergent construct validity with confirmatory factorial analysis.  

 

Independent Variables 

 

The operationalization of the dimensions of corporate social responsibility required the reference to the 

model of Carroll (1991). They are measured by inspired indicators of research work of Aupperle (1982), 

who used a forced choice poll of 20 questions to assess the CSR guidelines of respondents. 

 

After the pre-test and for reasons of simplicity, we made the change in the measurement scale because we 

noticed that respondents were forced to respect the existing level. We defined a Likert scale ranging from 

five points (1) not at all agree to (5) strongly agree. 

 

For the four dimensions of corporate social responsibility, the proposals sent to respondents in order to be 

assessed through the measurement scale mentioned above, are twenty, but after purification and removal of 

some items, we have included only seven. Indeed, for economic responsibility, the items were interested in 

the importance of acting in a manner consistent with the expectations of shareholders, to maintain a strong 

competitive position, to commit to be as cost effective as possible, to keep or to increase its market share, 

to be a profitable corporate citizen, to possess a high level of operational efficiency and to behave like a 

still profitable. The alpha reliability of the scale is 0.767.  

 

For the legal liability, the items have concerned the importance of acting in a manner consistent with the 

expectations of the government and the law, to maintain a strong program of a positive discrimination 

(against racism and ensure equality), to commit to respect the laws and regulations, to be a corporate 

citizen, law-abiding, to track new opportunities that can improve compliance with local laws, and legal-

State results, to provide an environment for employees legally safe and secure work, and to fulfill all 

employee tax obligations. The alpha reliability of the scale is 0.848.  
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Also, for the philanthropic responsibility, the items have affected the importance of acting in a manner 

consistent with the expectations of society in terms of charity and benevolence, to maintain a policy in 

order to increase the volunteer efforts and charitable over time, to commit for conducting voluntary and 

charitable activities, to be a citizen and beneficial company, and to ensure its long-term survival, to provide 

an assistance to public and private institutions of education, to pursue new opportunities that can improve 

the ability to help and to solve social problems, and to reform and voluntarily to re-employ workers 

overwhelmed by the technological evolution. The alpha reliability of the scale is 0.838.  

 

Furthermore, for ethical responsibility, the items have concerned the importance of acting in a manner 

consistent with societal mores and ethical standards, to maintain expectations of societal morals and ethical 

standards, to be engaged in ethical and moral behavior, to be a good corporate citizen, morally and ethically 

responsible, and to ensure its long term survival, to advertise goods and services in a fair and ethically 

responsible way, to follow new opportunities that can improve the moral image and business ethics in 

society, to recognize that the integrity and ethical business behavior goes beyond mere compliance with 

laws and regulations. The alpha reliability of the scale is 0.838.  

 

Dependent Variable 

 

Social entrepreneurship represents the dependent variable which is summed up in the five above-mentioned 

variables. We have made available to the respondent a set of indicators to measure the variables in question 

by means of a measurement scale. The items of measurements are based on Likert five-point scales ranging 

from (1) not at all agree to (5) strongly agree. Thus, for each proposal, the respondent is required to express 

his degree of agreement or disagreement. 

 

Five items were used to define the opinions of respondents regarding social vision dimension. They are 

summed up in the company's ability to identify social needs, creating a clear social vision, to defend a social 

need to be a social change agent, and meet a social need. The alpha reliability of the scale is 0.941. 

 

For the financial return, the five items retained an interest in the mission and purpose of the business 

through the realization of profits, maximizing the financial wealth of the company, increasing the wealth of 

its shareholders, the survival benefits, and achieving a social goal through profit generation. The alpha 

reliability of the scale is 0.758. 

 

For innovativeness, selected items are also five. They revolve around the proactiveness of the company in 

identifying social opportunities, its ability to create greater social value, its aptitude to provide a sustainable 

competitive advantage, through innovative goods and services, available to its leaders to see risks as 

opportunities to create social value, and the tendency of the company to create social value through 

products and / or services. The alpha reliability of the scale is 0.941. 

 

For sustainability, we have also selected five items, which are summarized in the search for the company to 

improve long-term social needs, to develop the quality of life over the long term, to respect the 

environment, to promote the balance between economic, social and environmental concerns, and to 

promote solutions that respect ethical principles. The alpha reliability of the scale is 0.889.  

 

For the variable social networking, five items were also retained. They refer to the promotion of the 

credibility of the company through the development of its social network, to mutual understanding for 

emotional support, to promoting of confidence in the company, to the installation of a platform for 

mutually beneficial social efforts and the promotion of knowledge sharing. The alpha reliability of the scale 

is 0.843.  
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Validation of Measurement Scales 
 

To study the measurement scales, we used the Principal Component Analysis in order to eliminate the least 

important items and check the unidimensionality of the measurement instrument. We, then, tested whether 

the factor analysis allows having good results by using SPSS 18.0.  

 

Thus, the Kaiser-Meyer-Oklin (KMO) for measuring the sample accuracy is significant (greater than 0.5), 

Bartlett's test sphericity (less than 1%). In order to study the reliability of the scales, we used crombach’s 

alpha. The two tables below show the psychometric properties of the used scales. 

 

Table 1. Psychometric properties of the dimensions of Corporate Social Responsibility 

 

Table 2. Psychometric properties of the axes of Social Entrepreneurship 

 

The found results indicate that the scales are reliable. According to Nunnally (1978), the alpha value should 

be higher than 0.7, the standard for an exploratory research. As shown in this search, all scales have 

acceptable reliability, above this value (0.7-0.9). The means of the independent and dependent variables are 

relatively high. Thus, they allow us to move to hypothesis testing. 
 

 

 

Items of 

economic 

responsibility 

Means Component Items of legal 

responsibility 

Means Component Items of 

philanthropic 

responsibility 

Means Component Items of 

ethical 

responsibility 

Means Component 

Eco Res 1 4.326 0.748 Leg Res 1 4.326 0.696 Phil Res 1 4.326 0.710 Eth Res 1 4.326 0.710 

Eco Res 2 3.942 0.773 Leg Res 2 3.942 0.713 Phil Res 2 3.942 0.794 Eth Res 2 3.942 0.794 

Eco Res 3 4.173 0.805 Leg Res 3 4.173 0.779 Phil Res 3 4.173 0.794 Eth Res 3 4.173 0.794 

Eco Res 4 4.163 0.506 Leg Res 4 4.125 0.685 Phil Res 4 4.125 0.695 Eth Res 4 4.125 0.695 

Eco Res 5 4.125 0.688 Leg Res 5 4.259 0.115 Phil Res 5 4.173 0.756 Eth Res 5 4.173 0.756 

Eco Res 6 4.067 0.661 Leg Res 6 4.028 0.248 Phil Res 6 4.259 0.753 Eth Res 6 4.259 0.753 

Eco Res 7 4.278 0.504 Leg Res 7 4.067 0.531 Phil Res 7 4.067 0.532 Eth Res 7 4.067 0.532 

Kaiser-Meyer-Olkin 

(KMO) 

0.765 Kaiser-Meyer-Olkin 

(KMO) 

0.837 Kaiser-Meyer-Olkin 

(KMO) 

0.814 Kaiser-Meyer-Olkin 

(KMO) 

0.814 

Bartlett’s Test of 

Sphericity 

0.000 Bartlett’s Test of 

Sphericity 

0.000 Bartlett’s Test of 

Sphericity 

0.000 Bartlett’s Test of 

Sphericity 

0.000 

Eigenvalue 4.685 Eigenvalue 3.767 Eigenvalue 5.034 Eigenvalue 5.034 

% of variance  66.923 % of variance  53.811 % of variance  71.913 % of variance  71.913 

Cronbach's alpha 0.767 Cronbach's alpha 0.848 Cronbach's alpha 0.838 Cronbach's alpha 0.838 

Items  

of 

social 

vision 

Means Component Items of 

innovate- 

veness 

Means Component Items  of 

sustaina-

bility 

Means Component Items 

of 

social 

networking 

Means Component Items 

of 

financial 

return 

Means Component 

Sovi 1 3.519 0.837 Inn 1 3.519 0.837 Sus 1 3.538 0.549 SocNet 1 4.33

6 

0.404 Fin Ret 1 3.769 0.736 

Sovi 2 3.500 0.776 Inn 2 3.500 0.776 Sus 2 3.769 0.740 SocNet 2 3.62

5 

0.669 Fin Ret 2 3.932 0.837 

Sovi 3 3.317 0.808 Inn 3 3.317 0.808 Sus 3 3.923 0.709 SocNet 3 4.21

1 

0.747 Fin Ret 3 3.807 0.974 

Sovi 4 2.951 0.808 Inn 4 2.951 0.808 Sus 4 3.615 0.840 SocNet 4 3.60

5 

0.641 Fin Ret 4 3.615 0.849 

Sovi 5 3.192 0.839 Inn 5 3.192 0.839 Sus 5 3.836 0.731 SocNet 5 3.93

2 

0.625 Fin Ret 5 3.836 0.802 

 

kaiser-meyer-

olkin (kmo) 

0.851 kaiser-meyer-olkin 

(kmo) 

0.851 kaiser-meyer-olkin 

(kmo) 

0.801 kaiser-meyer-olkin 

(kmo) 

0.725 kaiser-meyer-olkin 

(kmo) 

0.764 

bartlett’s test of 

sphericity 

0.000 bartlett’s test of 

sphericity 

0.000 bartlett’s test of 

sphericity 

0.000 bartlett’s test of 

sphericity 

0.000 bartlett’s test of 

sphericity 

0.000 

eigenvalue 4.068 eigenvalue 4.068 eigenvalue 3.568 eigenvalue 3.087 eigenvalue 4.198 

% of variance 81.352 % of variance 81.352 % of variance 71.362 % of variance 61.737 % of variance 83.964 

cronbach's alpha 0.941 cronbach's alpha 0.941 cronbach's alpha 0.889 cronbach's alpha 0.843 cronbach's alpha 0.758 
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Analysis and Results  

 
Testing of hypotheses 
 

To test our research hypotheses, we used a series of simple regressions with SPSS 18.0 software. Multiple 

linear regression analyzes were conducted to test the research hypotheses. The usual indicators used in this 

type of analysis are the coefficient of determination (R2) which describes the explanatory power of the 

regression model, β reflects the direction of the relationship, and ρ confirms the importance. 

 

Table 3. Results of the regression analysis: The usual indicators used in this type of analysis 

Hypothesis Results  Conclusion  

R2 β ρ 

H1a. The economic responsibility is positively associated 

with the social vision 

0.050 0.223 0.023 Hypothesis 1a was 

supported 

H1b. The economic responsibility is positively associated 

with the financial return 

0.184 0.429 0.000 Hypothesis 1b was 

supported 

H1c. The economic responsibility is positively associated 

with the innovativeness 

0.050 0.223 0.023 Hypothesis 1c was 

supported 

H1d. The economic responsibility is positively associated 

with the sustainability 

0.114 0.337 0.000 Hypothesis 1d was 

supported 

H1e. The economic responsibility is positively associated 

with the social networking 

0.189 0.435 0.000 Hypothesis 1e was 

supported 

     

H2a. The legal responsibility is positively associated with the 

social vision 

0.038 0.196 0.046 Hypothesis 2a was 

supported 

H2b. The legal responsibility is positively associated with the 

financial return 

0.217 0.466 0.000 Hypothesis 2b was 

supported 

H2c. The legal responsibility is positively associated with the 

innovativeness 

0.038 0.196 0.046 Hypothesis 2c was 

supported 

H2d. The legal responsibility is positively associated with the 

sustainability 

0.144 0.379 0.000 Hypothesis 2d was 

supported 

H2e. The legal responsibility is positively associated with the 

social networking 

0.189 0.435 0.000 Hypothesis 2e was 

supported 

     

H3a. The philanthropic responsibility is positively associated 

with the social vision 

0.043 0.206 0.035 Hypothesis 3a was 

supported 

H3b. The philanthropic responsibility is positively associated 

with the financial return 

0.228 0.477 0.000 Hypothesis 3b was 

supported  

H3c. The philanthropic responsibility is positively associated 

with the innovativeness 

0.043 0.206 0.035 Hypothesis 3c was 

supported 

H3d. The philanthropic responsibility is positively associated 

with the sustainability 

0.152 0.390 0.000 Hypothesis 3d was 

supported 

H3e. The philanthropic responsibility is positively associated 

with the social networking 

0.119 0.446 0.000 Hypothesis 3e was 

supported 

     

H4a. The ethical responsibility is positively associated with 

the social vision 

0.043 0.206 0.035 Hypothesis 4a was 

supported 

H4b. The ethical responsibility is positively associated with 

the financial return 

0.228 0.477 0.000 Hypothesis 4b was 

supported  

H4c. The ethical responsibility is positively associated with 

the innovativeness 

0.043 0.206 0.035 Hypothesis 4c was 

supported 

H4d. The ethical responsibility is positively associated with 

the sustainability 

0.152 0.390 0.000 Hypothesis 4d was 

supported 

H4e. The ethical responsibility is positively associated with 

the social networking 

0.199 0.446 0.000 Hypothesis 4e was 

supported 
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We can, therefore, note that more the Tunisian companies integrate social, environmental, and economic 

concerns into their values, their culture, their decisions, their strategy, and their operations in a transparent 

and accountable manner more, they develop practices to meet market shortcomings, with a clear social 

vision of transformative innovations, significant financial return, continued sustainability and a well woven 

social network.  

All the hypotheses were supported, demonstrating a positive relationship between corporate social 

responsibility and social entrepreneurship. Indeed, the economic responsibility, legal responsibility, 

philanthropic responsibility, and ethical responsibility of Tunisian companies contribute significantly to 

predict the social entrepreneurial behavior. The correlation is significant for some associations at 0.05, 

while for others it is at 0.01. The Student t should also be considered in those relationships (Table 4). 

Table 4.  For Further Analysis  

 

 

 

Corporate  

Social 

Responsibility 

Social Entrepreneurship 

 Social  

vision 

Financial  

return 

Innovativeness  Sustainability  Social  

networking 

Economic 

responsibility 

t = 3.618 

ρ = 0.023 

t = 4.797 

ρ = 0.000 

t = 2.313 

ρ = 0.023 

t = 3.618 

ρ = 0.000 

t = 4.877 

ρ = 0.000 

Legal 

responsibility 

t = 2.020 

ρ = 0.046 

t = 5.317 

ρ = 0.000 

t = 2.020 

ρ = 0.046 

t = 4.140 

ρ = 0.000 

t = 4.879 

ρ = 0.000 

Philanthropic 

responsibility 

t = 2.131 

ρ = 0.035 

t = 5.481 

ρ = 0.000 

t = 2.131 

ρ = 0.035 

t = 4.279 

ρ = 0.000 

t = 5.030 

ρ = 0.000 

Ethical 

responsibility 

t = 2.131 

ρ = 0.035 

t = 5.481 

ρ = 0.000 

t = 2.131 

ρ = 0.035 

t = 4.279 

ρ = 0.000 

t = 5.030 

ρ = 0.000 

 

Discussion of these findings is provided in the following section. 

Discussion 

The aim of this article was to see to what extent can corporate social responsibility promote social 

entrepreneurship in the Tunisian companies. The survey of 104 companies and NGOs allowed us to note 

the existence of positive associations between the four dimensions of corporate social responsibility and the 

five axes of social entrepreneurship. This result allows us to conclude that the actions of corporate social 

responsibility are able to support social entrepreneurship in the Tunisian context. 

 

Although the relationship between these two concepts was not treated by several researchers in the 

literature, some work have affirmed the existence of a positive link between them. They state that corporate 

social responsibility is a useful tool for the process of social entrepreneurship and creation of social value 

(Mitra and Borza, 2011). Thus, our work is to strengthen that achieved by Mitra and Borza (2011). Despite 

the advanced made in the field of corporate social responsibility in Tunisia, the situation remains marked 

by significant deficiencies. Indeed, national expertise in this area remains limited. Moreover, the awareness 

of companies in the field of corporate social responsibility is not sufficient and structured. Finally, the 

exchange of experiences and best practices, technical assistance for the implementation of corporate social 

responsibility and staff training, are the needs expressed by many companies. 
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Furthermore, the practice of corporate social responsibility demand, besides a good perception of the 

business environment, driving skills change to incorporate the interests of stakeholders, a detailed 

knowledge of global issues and political and regulatory variants, and finally, knowledge of technical and 

managerial solutions that contribute to improving the health, environmental and social processes in 

organizations.  
 

But the perception of corporate social responsibility varies from one company to another. Business leaders 

when they plan to engage in corporate social responsibility are primarily interested in the cost / benefit 

ratio. Companies opt for corporate social responsibility policies when the benefits outweigh the costs. 

  

Conclusion 
 

In our study, we were able to link two emerging concepts, namely corporate social responsibility and social 

entrepreneurship. Research in these areas is very limited, especially in Tunisia. Even in theory, these 

concepts suffer from the lack of clear conceptual frameworks. For this research we were able to develop a 

model which connects these two concepts, while analyzing all the existing links. This could be used to 

determine the dimensions on which we can rely to promote social entrepreneurship. 

 

Like any research, ours has limitations. Indeed, our conceptual model has considered the direct links 

between the dependent variable and the independent variables, without the integration of mediating 

variables. While the literature points out the existence of other variables by which corporate social 

responsibility can have an effect on social entrepreneurship. A second limitation is methodological. Our 

study was limited to 104 Tunisian companies. This does not allow us to obtain more accurate results. In 

fact, a sample of size greater than that we have would have been necessary to achieve more refined 

statistical tests to allow further analysis. 

 

Social entrepreneurship is a relatively young sector that lack of support structures. We should therefore 

think about putting in place mechanisms for information and support of social entrepreneurs and facilitate 

their market access. It is important to provide technical assistance, tax benefits, or conduct public-private 

partnerships to encourage and develop social investment in Tunisia. In this context, social innovation also 

needs to be recognized and supported effectively. 

 

The approach to corporate social responsibility is useful for the company. Its advantage would lie in the 

establishment of a better "contextualization" of economic activities of enterprises, better structuring 

relationships with stakeholders, and theoretically better corporate governance. Each company adapts this 

approach to its pace and its culture. But even if the rhythm and culture of the companies are different, each 

company should integrate corporate social responsibility. 
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