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Abstract:   
This study aims to detect the fact of adopting the crating shared value in Algerian business 

companies, and identify the corporate social responsibility as strategy necessity  in Algerian business 
companies. We follow analytical method evaluation, which depends on the analysis of the figures and data, 
The study sample consisted of (128) Single from the management board at (25) Algerian societies 

The study includes four sections dealing with, respectively, the concept of corporate social 
responsibility and its dimensions , then moves on to clarify the empirical study, we conclude that there is 
no social responsibility strategy in these societies, also we present recommendations for  the companies 
management staff. 
Key Words: CSR, CSV, strategy, Algerian business companies. 
(JEL) Classification: M14. L1. M21 
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