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The influence of corporate social responsibility basing on technological innovation on

financial performance: an empirical research
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Abstract: In this paper public events as the starting point we analye the influence of corporate social responsibility basing on product

and process innovation on corporate social performance and financial performance and the role of media influence in the impact mecha—

nism. We suggest that corporate social responsibility basing on technological innovation affects the financial performance. Corporate

social responsibility basing on product and process innovation will affect corporate social performance that this effect may be moderated

positively by media corporate social performance will positively impact corporate financial performance.
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