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Abstract 

 

With the development of China's economy, it is found that the importance of corporate social 

responsibility is increasing. SME as a large proportion of the economy, its importance is 

evident. Logistics industry in China developed very fast in recent 30 years, it has formed a 

large-scale industry. Due to the nature of logistics industry, the impact on environment is 

huge, the demand of CSR is increasing. Many large companies have already adopted CSR in 

recent years, but SMEs receive less attention. In this thesis, we conducted a case study of a 

small logistics company which has implemented CSR from its very beginning. From the case 

study, we compared the company‟s behaviors and the existing theories and explained how 

does a SME work with CSR. It is approved that most of CSR theories can apply to a Chinese 

logistics SME. The company applied CSR into business strategy from the very beginning, 

communication with stakeholders plays a very important role in CSR strategy, and the 

company owner‟s personal attitude and background plays a decisive role. In the end, we 

found out the advantages that CSR can bring to Chinese logistics SME. It can improve 

company‟s reputation, employee‟s loyalty and customer‟s satisfaction, thus improve 

company‟s sales and other business opportunities.  
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1. Introduction 

1.1 Background 

As a big part of the products and service and job provider, companies play an important role 

of the society. The company‟s duties and responsibilities, including the corporate social 

responsibility (CSR) have been debated for several decades among researchers and real 

business world. In last few years, the impact of CSR practices and its relation to business 

strategy have been paid more attentions by researchers (Mcwilliams et al., 2006). In Porter 

and Kramer‟s (2006) research, the business and society were acknowledged that has an  

interdependent relation. They further state that a company‟s activity might influence the social 

and physical environment directly or indirectly (ibid.). They also emphasize if companies 

consider reducing their negative impact on social and physical environment, there are some 

beneficial to both options (ibid.). The implementation of CSR could be recognized as a 

portion of such options.  Many companies have integrated CSR into their business strategy 

(O‟Brien, 2001). Companies are expected to take responsibility to reduce and prevent the 

harm caused by its activities in both environment and the society. Having a sustainable 

strategy based on CSR will contribute several benefits to the company.   

Along with the growth and diffusion of CSR concept, it has been accepted as a consensus 

value and started to develop in China. CSR research is conducted and facilitated by a lot of 

institutions in China, such as universities and some non-profit organizations, the main form 

are by introducing project and holding workshop (Shen, 2006). In the meanwhile, Chinese 

companies started to pay attention on CSR. CSR reporting practice is employed by some large 

companies in China in last few years (ibid.). However, it seems most of the CSR research 

concentrate on large companies. SMEs account for a large proportion in China‟s economy, it 

seems receiving less concern. SME has different opportunities and challenges. They should 

have different CSR strategies in order to remain competitive. Therefore it attract us to conduct 

a research on what advantages can CSR bring to Chinese SMEs. Logistics as a very fast-

growing industry in China, and has a huge environmental impact, because of their business 

mainly depend on transportation. It is crucial to minimize CO2 emission in order to reduce 

environmental impact. Customers and other stakeholders are demanding more environmental 

friendly transportation modes, therefore it turns more and more important for logistics 

company to work with CSR to remain competitive on the market. We think the logistics 

industry needs to receive more attention.  
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1.2 Problem statement 

As SME has its own characters, CSR practices in SME are not same as in large companies. 

For example, owner management, highly dependent on business partners and local 

community, short of resources and support to implement CSR (Ciliberti et al., 2008 cited in 

Wang and Tsai, 2011). Strategic CSR has been studied by many researchers, but SME based 

strategic CSR has not been mentioned much, even though SME has a big impact on the 

society and environment. 99% of all registered companies are SMEs in China, they account 

for 60% of country‟s GDP, 70% of employment of China (Wang, 2012). So we think it is vital 

to involve SME in CSR research. 

The concept of CSR is conceived as charity in many Chinese SME, instead of a strategy 

(BSR, 2010). Although there are a lot of challenges and misconceiveness of CSR, some small 

companies in logistics industry still used their CSR practices to gain advantages. For example, 

taking more responsibilities for the local communities and employees and bring more benefits 

to customers. It attract us to wonder what did they do, how did they do and why did they do. 

What advantages are created? There are almost no researches that focus on CSR in SME in 

Chinese logistics industry, a research on this field is required. Therefore, we decided to 

conduct a study of Chinese logistics SMEs‟ behaviors. We believe the outcome may help 

some companies that will implement CSR, by offering some ideas about what to be aware of 

when they are going to employ such strategy. 

1.3 Research question 

In this case, we formulate two questions of how CSR create advantages in Chinese logistics 

SMEs:  

 How can CSR be implemented and applied in a Chinese SME logistic company? 

 Which advantages can CSR provide to a Chinese SME logistics company?  
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2. Theoretical framework 

In this chapter, previous theories and concepts and relevant studies of CSR will be presented. 

In order to give a basic understanding of CSR, we will start from introducing CSR concept. 

2.1 CSR history and definitions 

CSR concept emerged in 1920s and was developed by Oliver Sheldon (Sheldon, 1923).. In his 

book corporate social responsibility with corporate duty of fulfilling internal and external 

needs was connected. A company should be responsible for all its activities that have impact 

on individual, society and environment (ibid.). His theory suggests that the company strategy 

and policy should offer the community with the goal of generating and raising interest for it. 

Social benefit should be added to metrics of company performance, and put more concern 

than profit(ibid.).. 

Since the emergence of CSR concept, different organizations and researchers have made 

different definitions for this, it has not been reached a common view so far. Sheikh (1996) 

says CSR is an indistinct term, even it has been accepted by the most countries, there is still 

not a consensus. Definitions from international organizations and NGOs (non-governmental 

organizations) are listed: 

World Bank defined CSR as: 

“The commitment of business to contribute to sustainable economic development working 

with employees, their families, the local community, and society at large to improve their 

quality of life, in ways that are both good for business and good for development.” 

- The World Bank (2003) 

An international leading NGO in the field of CSR, Business for Social Responsibility (BSR) 

defined CSR as: 

“…achieving commercial success in ways that honor ethical values and respect people, 

communities, and the natural environment” 

- BSR (2010) 

European Commission defined CSR as: 

“The responsibility of enterprises for their impacts on society” 

- European Commission (2011) 

From above three definitions, it could be seen that the newer definition, the wider scope is, 

especially the last one, it leaves a very big space for future CSR development. Their common 
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point is to implement CSR is considered as a voluntary behavior. In addition the scope of 

CSR should cover more than the aspects of human right, product and environment 

responsibility, ethics and community involvement. We will use the European Commission‟s 

definition in this thesis, due to it has the widest scope.  

2.2 CSR models 

2.2.1 Pyramid model  

Carroll presented his pyramid model in 1979, the model describes four dimensions of CSR in 

their order of importance. They are arranged as: economic, legal, ethical and philanthropic 

(Blowfield and Murray, 2011). Economic responsibility is the foundation of CSR, companies 

must produce product or offer service to cater the customers‟ needs and make profit as well 

(Carroll, 1991).This model indicates that the four responsibilities are aggregative, which 

means the other three responsibilities can only be achieved based on the economic 

performance (Windsor, 2001).Companies cannot do everything, they should obey the law of 

governments (Carroll, 1991). Within the law circumstances, companies can pursue for profit 

(Blowfield and Murray, 2011). Ethical is about what is right, in this model Carroll refers to 

explore the right way to do business, there are more than just making profit, it needs to find a 

balance between profit and society and environment. Some leading companies have already 

started with this for two decades (ibid.). Philanthropic refers to company as a good citizen in a 

society, it should do contribution to that society. A company should do beyond the 

requirements to fulfill customers potential needs and the coming legislations, then the 

company can still have the competitive advantage (Carroll, 1991).  

2.2.2 Three domain model 

With the passage of time and the development of society, Carroll and Schwartz (2003) 

updated the pyramid model to a new model called „The Three-Domain Model of CSR‟. The 

new model excluded philanthropic dimension, instead, it is integrated into the economic and 

ethical dimensions (Levén, 2012). Robins (2005) said that the CSR pyramid neglects to 

discuss the responsibilities of stakeholders. The new model shows that all three dimensions 

are equally weighted, it also shows that how the different dimensions can connect to each 

other (Levén, 2012). The overlapping areas of the model define the firms‟ actions towards a 

balanced economic, legal and ethical strategy (Halpern, 2008). 
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2.3 CSR and SME 

Castka et al. (2004) stated that in speaking of CSR, it usually related to large companies. 

However, CSR as a general concept, it should include all sizes and types of business (ibid.). It 

is believed that the importance of conducting CSR research in SME, because SME also has a 

huge impact on environment, society and economy (Jenkins, 2004 cited in Wang and Tsai, 

2011). 

In comparison with large companies, SME has its own characters (Spence and Lozano, 2000). 

Jenkins (2006) believes SME usually rely on the owners or managers. Many of SME 

managers think their company should take responsibilities for the impact on environment and 

society, but they do not show much interest on CSR as ones in large corporations (ibid.). In 

Roberts et al. (2006) research, it is stated that SME have already taken some kind of social 

responsibilities, but they did not used the term CSR. Fuller and Tian (2006) argued that SMEs 

do not set a clear boundary between CSR and charity. 

2.3.1 Motivation of SME on CSR 

There could be several different reasons for SME to adopt CSR (Jenkins, 2006). Udayasnakar 

(2008) emphasizes one of the reasons is to be differentiate the company self to increase the 

opportunities to survive or success. Another reason to engage CSR can enhance the company 

reputation and customer loyalty (Vyakarnam et al., 1997). And to fulfil the market needs and 

obey the law has been mentioned by Masurel (2006) as well. 

2.3.2 Stakeholder management 

It becomes more important to manage the stakeholder relationship in CSR in SME (Jamali et 

al., 2008). SME‟s stakeholder management is similar as large companies in terms of 

stakeholder types and purpose of doing it (Jenkins, 2006). Perrini (2006) put forward that 

SME used to have closer relationship with the local community and its workers. In 

comparison with large companies, SME give different priority to their stakeholders, 

employees are usually placed in the front (Vives, 2006).  

2.3.3 Personal attitude 

According to Jenkins (2006), different managers have different management style, especially 

in SME, it can influence the company‟s performance, as well as the adoption of CSR. The 

allocation of resources highly depends on the manager‟s personal choice (Sweeney, 2007). So 
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what CSR practices are adopted in SME will be affected by personal attitude of the managers 

(ibid.). 

In comparison with large companies, SMEs do not use the term CSR, but more likely to 

describe their social responsible activities as contribute to the community to achieve personal 

beliefs (Jamali et al., 2008). 

2.4 Strategic management and corporate social responsibility 

This section will show the previous researches about how to link CSR and business strategy, 

furthermore create advantages for company. At first the relationship between strategic 

management and CSR will be presented, then follows with theories of how to create CSR 

strategy,  at last previous studies in regarding to how can CSR strategy create advantage will 

be presented. 

According to Coutinho and Macedo-Soares (2002), the changes made by the company must 

be based on the company's overall strategy became a trend in last few years, because this can 

improve the company‟s efficiency. Andrews (1987) state, the corporate strategies make 

business direction of the company explicit. Social responsibility, as one has profound strategic 

impacts to a company‟s performance, it should be engaged as a part of company‟s strategy 

(Mintzberg, 1983). 

Many multinational companies have already thought about the social benefit besides the 

economic benefit when they make significant changes (Sousa Filho et al., 2010). Husted and 

Allen (2000 cited in Wang and Tsai, 2011) emphasize that the social responsibility is always 

the core concerned part when making strategy in Harvard Business School strategy model. 

Porter and Kramer (2006) said, companies and society depend on each other. A company 

might be impacted by the local community, and  the society can also bring positive or 

negative effect to the company, thereby affecting the company's performance. Therefore, 

companies should think about social impact besides the business areas. A good way of doing 

business is to bring benefit to both company and society (ibid.). 

2.4.1 Corporate social strategy 

To integrate the social responsibility into the corporate strategy, a CSR strategy could be a 

good way to solve the problem. There are some models have been built by researchers in 

order to present corporate social strategy concept. Corporate social strategy was defined by 

Husted and Allen (2000 cited in Wang and Tsai, 2011) as “the firm’s positioning with respect 
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to social issues in order to achieve long-term social objectives and create competitive 

advantage”. They had also a social strategy model, it contains four parts:“structure of 

industry; internal resource of the firm; corporate value and culture; and stakeholder 

relationship” (ibid.). 

Husted and Salazar (2006) stated, the aim of CSR strategy is to balance the social impact and 

financial performance. Based on their research, the social investment includes three types: 

altruistic, selfish and strategic.They say the strategic social investment can improve both 

social and financial performance. The authors think when a company creates benefit to the 

society and protects the environment, the company itself will receive some benefits as well, 

like better reputation, better loyalty of employees and customers, better marketing 

performance and so on. So in summary, to use the CSR strategically is a good way to get 

advantages by conducting CSR activities (Husted and Salazar, 2006). 

2.4.2 Building of corporate social strategy 

Porter and Kramer (2006) discuss the relationship between the companies and society. It is 

believed the companies and society are interdependent, the principle of shared value need to 

be followed at the time of strategy making. So to reach the principle, the integration of CSR 

into business strategy becomes necessary (ibid.).   

Porter and Kramer (2006) also make a framework to help the integration process. This 

framework contains five steps. 

First, identifying the intersection points (Porter and Kramer, 2006). Two types of 

interdependence between company and society has been found out, inside-out and outside-in 

linkages. Companies can find out the social impact by its business activities, both advantages 

and disadvantages will be addressed. So the company should strive for maximize the 

advantages and minimize the disadvantages.  But companies cannot do everything in the 

outside-in framework. They should select the ones will that can create a win-win situation, 

which means to bring benefit for society and can increasing own competitiveness at the same 

time (ibid.). 

Looking inside out 

Porter and Kramer (2006) emphasize the value chain model is an important tool to map out all 

of the activities that a company deals with, it can also find out which activity has positive 

impact, which has negative impact. The “inside out” connects company‟s activities and CSR 

practices in several aspects. For example, in logistics aspect, the transportation impact like 

emissions and safety may connect to CSR. In human resource aspect, the employment policy, 
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trainings and safety may connect to CSR (ibid.). 

Looking outside in 

Porter and Kramer (2006) state company‟s activities do not just connect with CSR inside the 

value chain, it also can be traced in the other part of the society. The “outside in” connects 

social responsibilities and company‟s productivity and advantages. The company‟s 

competitiveness can be affected by the surrounding environment. For example, a fair 

competition, law and the demand of local area, they can all related with a company‟s 

performance (ibid.). 

Second, choosing social issues to address (Porter and Kramer, 2006). It is believed that a 

company cannot afford to address all of the social issues, it should choose some that are 

related to the business and can create opportunities to the company. 

There are three types of social issue are summarized: “generic social issues, value chain 

social impact and social issues within competitive context” (ibid.). Generic social issues 

refers to the issues that have deep impact on society, not on the company. The value chain 

social impact refers to the issues that caused by companies‟ operations in a value chain. Social 

issues within competitive context refers to the external factor that have great impact on a 

company‟s competitiveness. To formulate a CSR strategy, it can use the same tools that used 

in creating competitive position. In this way, a company can make an agenda to maximize 

social and business benefits proactively instead of confronting passive force from the society. 

(ibid.) 

Third, creating a corporate social agenda (Porter and Kramer, 2006). A company should 

create a corporate social agenda which can be prior to the expectations of the society, 

moreover can produce chances to maximize social and business benefits. A social agenda has 

two levels, first is being responsive, the second is being strategic. In responsive level, a 

company should be responsive to all stakeholders; in strategic level, a company should create 

a unique position to differentiate with its rivals. Strategic CSR can create more dimensions for 

company development (ibid.). 

Forth, integrating inside-out and outside-in practices (Porter and Kramer, 2006). It is 

emphasized that the inside-out and outside-in model are effective tools to compose social and 

business benefits. It will be more effective if combine the two models, then CSR will be 

integrated into the corporate strategy (ibid.). 

Fifth, creating a social dimension to the value proposition (Porter and Kramer, 2006). The 

most significant part of a strategy is an unsurpassed value proposition, which refers to a 
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company can perceive and fulfil customer demand that rivals cannot. When a company 

choose CSR as a way for value proposition, then the strategic CSR occurs (ibid.). 

2.4.3 SME opportunities and obstacles to CSR 

SME will obtain opportunities with implementation of CSR, and may confront obstacles as 

well. Sweeney (2007) state that SME normally has much more flexibilities than a large 

company. SME usually has a simple structure and can react faster than large companies 

(Sarbutts, 2003). SME can respond to demands fast, as well as adapt new policy (Sweeney, 

2007). Sarbutts (2003) emphasize that SME have the advantage of risk management because 

of shorter decision making process than large companies. A SME can improve stakeholder 

satisfaction and business at the same time when they attempt to achieve stakeholders 

expectations by implementing CSR (Castka et al., 2004). Sweeney (2007) stress the 

relationship between SME and its stakeholders is usually very close, this can smooth and ease 

the stakeholder management. In speaking of the obstacles, SME may consider cost/benefit 

ratio too much due to lack of resource and short-term attitude (Laudal, 2011). And it is 

difficult to measure the benefit of CSR, due to it is intangible (ibid.). 

2.5 CSR communication 

In this section, communication theories will be reviewed, such as corporate communication, 

stakeholder communication strategy for CSR will be presented.  

2.5.1 Corporate communication 

According to Van Riel (1995 cited in Wang and Tsai, 2011), there are three types of corporate 

communications: management communication, marketing communication and organization 

communication.  

The management communication is agreed as the most important in stakeholder management. 

All the members of the management have the duty to make a clear vision through 

communication (ibid.). Schultz and Wehmeier (2010) put forward a clear vision can create 

trust in the company. 

There are some areas that the organization communication dealing with, like public relations, 

investor relations and labor relations, and they respectively correspond to a target group (Van 

Riel,1995 cited in Wang and Tsai, 2011). The  organizational communication usually adopt 

the indirect way to affect the target groups, like local government and media (ibid.). 
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The marketing communication includes activities like product advertising and sponsorship, 

which aims to increase sales (ibid.). Advertising is still regarded as an important approach of 

sales promotion (Schultz and Wehmeier, 2010).  

2.5.2 Stakeholder communication strategies for CSR 

Morsing and Beckmann (2006) put forward that from the communication perspective, it is 

vital to maintain a good relationship with stakeholders. As the demand of CSR is increasing 

from stakeholders, companies should consider to use CSR to communicate with stakeholders. 

There are three types of stakeholder communication strategies can be used:“stakeholder  

information  strategy, stakeholder response strategy and stakeholder involvement strategy” 

(ibid.). 

The stakeholder information strategy is a one-way communication strategy, the direction of 

information is from company to stakeholders. Company usually use this way to let the 

stakeholder know what is happening in company. Company news and product brochures are 

often used in this way. By adopting this strategy, the company‟s positive information can be 

effectively delivered to its stakeholders (ibid.). 

Morsing and Schultz (2006) emphasize the two-way communication is the soul of the 

stakeholder response strategy, the information flow here is bi-directional. There are two 

approaches to use the response strategy, one is to“conduct a market survey”, the other one 

is to“conduct opinion poll”(ibid.). However this strategy is a bi-directional approach, it is 

believed that the company still has the initiative, and the stakeholders are on a passive 

situation (ibid.). 

The stakeholder involvement strategy emphasizes the communication between a company and 

its stakeholders should be equal. This strategy enable company and its stakeholders 

communicate on the same platform, and the outcome of the communication depends on both 

sides. In this way, it creates an interaction between a company and its stakeholders. 

Furthermore, a company can understand better what is the stakeholders‟ demand of CSR, 

stakeholders can understand better what a company is doing (ibid.). 

2.6 SME in Chinese context 

According to Wang (2012)‟s research, SMEs play a huge role in the economic and social 

development, 99% of all registered companies are SMEs in China, the number has reached 52 

million until 2012, they account for 75% of new products, the 65% of invention patents, 60% 
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of country‟s GDP, 50% of the tax, 85% of new jobs creation and a total 70% of employment 

in China. Regardless of  innovation or economic development or employment, SMEs are very 

important. 

According to The People's Republic of China SME Promotion Law, The formulation of the 

definition of SMEs is based on indicators of employees in enterprises, operating income, total 

assets, combined with the characteristics of the industry. In logistics industry, employee 

number less than 1000, the operating income less than 300 million yuan and total assets below 

500 million yuan is accounted as SME.  

2.7 CSR in China 

CSR has become a common business word day by day in the world, China is no exception. 

With the promotion of different stakeholders in China, it has become a non-bypassed topic in 

enterprise management. Although there is a long way to go, it has already been accepted as a 

consensus value in the past 2 decades. Corporate social responsibility in China is still in its 

infancy, many companies have not noticed its importance. Since the economic reform in 

1993, social responsibilities of enterprises such as environmental pollution, energy 

conservation have been very large extent neglected (Gao, 2011). After China‟s joining in 

World Trade Organization in 2001, CSR was re-paid attention seriously again owing to the 

bad results caused by the social irresponsible behavior of enterprises in China and the 

criticism from other countries. In recent years, the Chinese Government, some Chinese 

corporations and local communities have promoted some CSR practices (Yang, 2008). In 

some large logistics enterprises the level of business and social responsibility aligned, also 

some companies did not realize the relationship between business performance and social 

responsibility, as well as the importance of corporate social responsibility for the enterprise 

long-term development (Mai, 2012).   

2.7.1 CSR concept for Chinese companies 

 

Although CSR concept was widely applied in western countries in some decades, it is still a 

relatively new concept in China (Yang, 2008). Since1993, China initiated an economic 

reform, the purpose is to frame a socialist market-oriented economy (Gao, 2011). Under this 

reform, many state-owned enterprises are privatized, and many of them grow up very fast 

(ibid.). However, the main purpose of the economic system reform is to accelerate the 

economic development (ibid.). Social responsibilities of enterprises such as environmental 
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pollution, energy conservation have been very large extent neglected (ibid.). After China‟s 

joining in World Trade Organization in 2001, CSR was re-paid attention seriously again 

owing to the bad results caused by the social irresponsible behavior (labor scandals, product 

safety, air pollution, etc.) of enterprises in China and the criticism from other countries. In 

recent years, the Chinese Government, some Chinese corporations and local communities 

have promoted some CSR practices (Yang, 2008). 

2.7.2 China’s logistics industry and CSR 
  

According to Mai (2012), China‟s logistics industry developed very fast in recent 30 years. It 

has formed a large-scale industry, the number of registered logistics company has reached 0.7 

million. From the network, function, management, service, profit performance and other 

aspects of comprehensive assessment, the real competitive enterprises are very few. Due to 

the low market threshold, it leads logistics enterprises varies greatly, in fulfilling social 

responsibility is still relatively low and uneven. Such as customer satisfaction, some 

companies can reach 90%, some companies has less than 80%, environmental protection is 

another issue, some logistics companies do not realize or unwilling to improve environmental 

protection, seriously affecting the health of employees, also pollute the surrounding 

environment. In some large logistics enterprises the level of business and social responsibility 

aligned, also some companies did not realize the relationship between business performance 

and social responsibility, as well as the importance of corporate social responsibility for the 

enterprise long-term development (ibid.).  

2.8 Summary of literature review 

According to the aforementioned literatures, a company can use CSR to be differentiate on the 

market (Udayasnakar, 2008) and gain advantages (Vyakarnam et al., 1997). It needs to have a 

CSR strategy for the purpose of implementation. Based on Porter and Kramer‟s (2006) theory, 

there are 5 steps to follow in order to create a CSR strategy.  

First, identifying the intersection points. Second, choosing social issues to address. Third, 

creating a corporate social agenda. Forth, integrating inside-out and outside-in practices. Fifth, 

creating a social dimension to the value proposition. (ibid.)  

Communication plays a significant role in a CSR strategy, it is vital to maintain a good 

relationship with stakeholders (Morsing and Beckmann, 2006). 

As CSR is relatively new in China, along with the growth of economy, the demand of CSR is 

increasing, some logistics companies have already introduced CSR into practice. 
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However, it seems most of the CSR research concentrate on large companies. SMEs account 

for a large proportion in China‟s economy, it receives less concern. There are almost no 

researches that focus on CSR in SME in Chinese logistics industry. In order to fulfil this 

research gap, we are going to conduct a study of Chinese logistics SME‟s behaviors.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

3. Methodology 

3.1 Research approach 

Research approaches in social science are mainly divided into two parts: quantitative and 

qualitative approach (Creswell, 2008). “A quantitative approach is one in which the 

investigatory primarily uses postpositive claims for developing knowledge” (Bernard, 2000). 

While, “A qualitative approach is one in which the inquirer often makes knowledge claims 

based primarily on constructivist perspectives or advocacy/participatory perspectives or both” 

(Bernard, 2000). The difference can be seen in figure 1. 
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Figure 1: Quantitative Research and Qualitative Research（Bryman, 1992） 

 

3.1.1 Quantitative research  

Quantitative method, the pursuit of knowledge of objectivity, universality, conclusions has 

according to. Quantitative research on "logical positivism" is to create knowledge, which 

emphasizes to use deductive logic to conclusions. The quantitative study of knowledge 

acquisition process stressed is to conclusions have objectivity, and not affected by researchers 

of values (prejudice) influence. Rigorous standard measurement, carefully controlled 

conditions and complicated statistics analysis, it is usually a quantitative study design content. 

(Creswell, 2008) 

Quantitative research has a formalized and operational characteristics, and is helpful to lead 

the researchers exploring new knowledge. (ibid.) 

Quantitative method is the particularity of the pursuit of knowledge, which is from the 

perspective of the subjective understanding human experience. Quantitative method 

emphasize on something real to determine ways of, general often use such as subjectivity and 

relativity. Quantitative research also depends on induction logic, usually the quantitative 

research must first collecting, sorting material, and then interpretation a huge mass of data. 

Data collection process usually through participatory observation analysis method. (ibid.) 

3.1.2 Qualitative research  

Qualitative research is through the discovery of problems, understanding events phenomena, 

analyze human behavior and ideas and answer questions to obtain the insight. Researchers 

used to define problems or issues in this way (Merriam, 1998). And Qualitative research is on 

research of the reason of phenomenon. It is a research to solve “why” the problem occurs.  

According to Flick (2002), there are three most common qualitative research methods. Each 

method is particularly suited for obtaining a specific type of data. They are: 1. Participant 

observation is appropriate for naturally collecting data on occurring behaviors in their usual 
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contexts. 2. In-depth interviews are optimal for collecting data on individuals‟ personal 

experiences, perspectives and histories, particularly when sensitive topics are involved. 3. 

Focus groups are effective in eliciting data on the cultural standards of a group and in 

generating broad overview issues of concern to the cultural groups or subgroups represented. 

(ibid.) 

Quantitative research refers to determine the things at one aspect of prescriptive amount are to 

scientific research problems with phenomenon quantify and to analysis, test, thereby gaining 

significant explanation of the research methods and process. Quantitative, is based on digital 

symbols to measure. Quantitative research through the research object of characteristic 

according to some standard for quantity comparing to determine the characteristics of target 

value, or find out some factors between the amount of variation. (Bernard, 2000) 

 

Above of all, based on our research questions and orientation, the qualitative research method 

seems more suitable for our research, because we are more likely to analysis the phenomenon 

of the status of CSR in Chinese logistics SME. Quantitative research is also a good approach 

but we do not have enough property to get detail quantitative data and we do not have 

hypothesis for the thesis, therefore we eventually choose qualitative method as the research 

approach. 

3.2 Case study 

According to Yin (2012) there are 3 types of case studies: exploratory case study, descriptive 

case studies and explanatory research. 

An exploratory study should be conducted as a separate task. The case study may have started 

our exploratory work because we were initially uncertain about some major aspect of the 

anticipated case study the questions to be asked, the hypotheses of study, the data collection 

methods, the access to the data, or the data analytic methods. Therefore, it needs to investigate 

one or more of these issues. Once investigated, the pilot or exploratory phase should be 

considered as having been completed. Now, the exploratory should start the real case study 

from scratch with a complete research design, a whole new set of sources of information, and 

a fresh set a data (ibid.).  

Explanatory case study is a theory about “how” and “why”. It is more suitable for designing 

and doing explanatory case study. The more complex and multi-variety is the explanatory 

theory, the better. The case study by Yin (2012) analysis can then take advantage of pattern-

matching techniques. A study conducted on the topic of research utilization benefited from the 
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prior existence of several complex and rival theories - readily translatable into operational 

terms-and serves as this chapter's fifth illustrative application.  

Above all we choose to use the explanatory case study as the method. This model fits our case 

well and the theory fits at most. Exploratory case study is a good method but it is a research 

study, and it required a hypothesis for the theory. Also, it needs a whole set of sources of 

information which we cannot get from. Descriptive case study is for multiple case design but 

we have only one case company. That is the reason we eventually choose explanatory case 

study. 

3.3 Selection of case study company 

As we chose the case study method to accomplish the research, to find a representative case 

company is vital (Yin, 2012). We first did the web research of small and medium-sized 

logistics companies which has operation in China and has CSR activities. There were over 20 

companies fit our criteria, then we tried to contact all of them in order to conduct interviews. 

Three of them replied us in two weeks, but when we tried to arrange time for interviews with 

them, two of them did not answer for the further step. Due to the time constraint, YHYB 

became the only one fits our research purpose. Additional the owner of YHYB is very willing 

to help us to complete the research. The size of the company is a typical small company in 

China, and they introduced CSR from very beginning, it is a famous company on several 

blogs. Eventually we chose YHYB as our case study company. 

3.4 Literature review 

According to Fink (1998), literature review can give researchers a pre-understanding of 

theories, and it is important for us to cover the aspect of CSR. We mainly focus on recent 

books and journal articles in order to obtain a fresh viewpoint of CSR and SME in China. The 

literature we gathered are form school library and online database such as Google Scholar and 

so on. During the searching of relevant articles, we used the keywords like: CSR, CSR 

strategy, CSR and SME, SME in China, CSR in China. In the literature review, CSR history 

and definitions, CSR Models, CSR and SME, Strategic Management and CSR, CSR in China 

was discussed respectively, finally a CSR condition of SME in China was derived. 
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3.5 Data collection  

3.5.1 Primary and secondary data 

There are two types of data: primary data and secondary data (Walliman, 2005). We used both 

of them in our research. The primary data mostly was collected from company‟s website, 

blogs and interviews with the owner and employees of the company, the secondary data like 

books and journal articles was collected from school library and internet database Google 

scholar and Emerald. By collecting these two types of data, we obtained a complete 

information to accomplish the research. 

3.5.2 Interviews  

There are usually two methods of conducting interviews which are face-to-face interview and 

telephone interview. Face to face interview can be carried out in a variety of situation, in the 

home, at work, outdoor, on the move, and can be used to question members of the general 

public, experts or leaders, specific segments of society (Walliman, 2005). Telephone 

interviews avoid the necessity of traveling to the respondents, and all the time and problems 

associated with contacting people personally. With the emergence of internet, multi-media 

communication software like Skype makes face-to-face communication through the internet 

possible, we think it has the advantages of both face-to-face and telephone method. And due 

to the limited financial resource and time, finally we choose the Skype interview as our 

interview method. 

There are three types of interviews which are structured, semi-structured and unstructured 

(Walliman, 2005). The structured interview depends on the type of information going to 

obtain. For very precise answers to very precise questions, used for quantitative and statistical 

analysis, it required with closed questions formulated in method similar to a questionnaire. A 

semi-structured interview is between achieving defined answers and defined questions, while 

leaving time for further development research of those answers and it is including more open 

questions. If the research need to explore a situation and wish to get information which is hard 

to predict, then the open interview is appropriate. Above all, we chose the semi-structured 

interview method, a list of questions are prepared in order to cover the information we need. 

The questions are open ended, interviewees can answer freely, and some more interesting 

information might be obtained. 

Examples of interview questions asked are: 

1. What is the company‟s vision and value? 
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2. How many employees do you have?  

3. Who are your customers? 

4. How is the company performance?  

5. What is the motivation of implementing CSR? 

6. How do you define your CSR concept? 

7. What are the opportunities and challenges do you think for implementing CSR? 

8. Who are your main stakeholders? 

9. What CSR practices do you use? 

10. How do you communicate with stakeholders? 

11. What advantages did you obtain by implementing CSR? 

 

We contacted the company several times during April 2013, in the middle of the month we 

conducted the Skype interview with the owner of the company, and two weeks later another 

Skype interview was conducted with three of the company employees. 

3.6 Data analysis 

The analysis in this paper is based on comparison technique in which we compared the 

collected data to relevant collected theories in order to get a reliable answer the research 

questions. According to Judd et al. (2009) several benefits can be provided by using 

comparison technique. For instance, it facilitates understanding of the material, raises the 

ability to successfully analyze data in the future, and provides more control in the analysis of 

data so that readers can apply the techniques to a broader spectrum of questions. 

3.7 Quality of the study 

„Reliability and validity are tools of an essentially positivist epistemology‟ (Winter, 2000) 

Joppe (2000) defines reliability as: „ the extent to which results are consistent over time and 

an accurate representation of the total population under study is referred to as reliability and if 

the results of a study can be reproduced under a similar methodology, then the research 

instrument is considered to be reliable.‟   

Olsson and Sörensen (2011) describe the validity as: „ the measuring instrument‟s ability to 

measure‟, it refers to the researcher make sure the right measurement is being measured.  

In this paper, reliability and validity were taken into consideration. Firstly we collect a large 

amount of journal articles and books through internet database and library by ourselves, check 

the documentation‟s validity. Then we carefully formulate the interview questions and 
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conduct the interviews. To keep the useful information from the interviews, we recorded all of 

the interviews and notes are made as well.  

Although this research has been carefully designed, there were still two main limitations we 

found that can not be avoided. First, there is only one case company in our research, we are 

not able to compare it with other similar companies. Second, the data we obtained is mostly 

from the owner and employees of the company, their personal attitude and experience may 

affect the conclusion due to bias. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

4.  Results 

4.1 Background of YHYB 

The full name of YHYB is YueHaiYangBo, it has a good meaning in Chinese, which means 

going forward against the wind and waves in the ocean, it implies a big ambition. The 

company‟s mission is: To be a good citizen of the society. The company‟s value is: Goodwill 
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and Employees. Goodwill refers to a good reputation and kindness to customers, Employee 

refers to the company‟s success rely on their employees. The company was founded in 2008 

and grows relatively fast. The main business of the company is offering the warehouse and 

transportation service to several fast growing logistics companies like SF Express and Deppon 

Logistics in Beijing area. By offering them environmental product, the customers are satisfied 

with the company, due to reputation improvement to the customers.  

Due to the rapid development of e-commerce in China in recent 10 years, the demand of the 

logistics industry increased greatly, there are many companies come into this area, but in 

some specific geographic area there is still a space for YHYB. When the company was 

established, there is no competitors in that area of the city. As a supplier of large logistics 

companies, company location is very important, the owner chose a most appropriate place, 

not far from the highway in the city, and there is a nearby residential area. Now there are more 

small logistics companies opened in that area, some of them want to cooperate with YHYB 

for the purpose of getting survive. The owner original worked in Maersk Logistics department 

in China, where to see the benefits of CSR brings to a company and he very much agree with 

this approach to develop business. Then he started his own company to fulfil a local market 

demand and integrated CSR into business at  very beginning.  The company now has 48 

employees, a 9000 square meters warehouse and 32 trucks. In order to meet customers‟ 

demand, the company switch from one shift to two shifts, which is 16 hours per day. With the 

growth of business, the company consider to enlarge the capacity by renting a new warehouse 

and some trucks. Because by doing this way, it does not occupy too much capital, and the 

truck rental price is not high, the owner explained. 

4.2 A Social responsible company 

As an ambitious company, YHYB focus on long-term development at the beginning, and they 

use CSR as one of the strategic tools. There are many people comes from rural areas of China 

living around the company, people usually call them migrant workers. Some of them are 

willing to work in Beijing in order to have a better life; some of them lost their land, they 

have to or forced to come into a city to maintain their living. Anyway, all of them need a paid 

job to start the life in a new city, but it is not easy to find one. In recent decade, there are more 

and more people come to Beijing to find job, then it becomes harder and harder for these 

people to get employed. Due to a high unemployment rate, the crime rate began to rise in the 

company located area. Instead of donating money to charitable organizations, the company 
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decide to hire some workers in this area, the number until today is 37 persons. It becomes a 

company policy of hiring 75% employees from this area, and the percentage might be 

increased, said the owner. The company offer their employee regular skills trainings and a 

relatively good salary, as the owner said, he wants to make his employees responsible and 

loyal to the company by doing this, and can take some social responsibilities as a return to the 

society at the same time. Since the working-related injury happens very often in China, the 

company paid a great attention to the safety precautions, active and passive safety facilities 

are very complete, and there is a regular safety meeting every month. Now the employees are 

very happy with the company, some of them think the company helped them in their most 

difficult time, they are even willing to work in YHYB until the retirement.  

Another example is all of the company‟s trucks meet the Jing Five emission standard, which 

is the highest vehicle exhaust emission standards in China. The idea behind this decision is 

this kind of  truck can use less fuel and run more number of years, in long term, it will not 

spend more than a low standard truck, and has less exhaust emission.“Due to this kind of 

truck needs slightly higher initial investment, it was hard to sell several years ago,  the car 

dealer offered a discount to the company”, said the owner. YHYB‟s social responsible 

practices are integrated  into many of their business process. Based on the purpose of reducing 

unemployment and protecting environment, with integrating CSR practices into the business 

process, YHYB achieved a triple increase in terms of sales in past 4 years. Their CSR concept 

is based on a business model that can create win-win situation. “ We think it is important to 

help the new comer to this city by offering them jobs and protecting the environment as well. 

And in the meanwhile, we spread our company‟s value, the company reputation will be better, 

as well as a higher sales. Then this system can run better and longer than a company only 

focus on profit”, said the owner. 

4.3 Communication with stakeholders 

Speaking of communication, YHYB put much emphasis on it. The company chose a different 

way to advertise their CSR idea. Instead of commercial advertisement, the owner attended a 

lot of social events to promote their CSR concept and attract attentions. The company also 

notice the power of the internet, they opened accounts on Sina Weibo and Renren.com , the 

two most recognised blogs in China, the concept is same as Facebook and Twitter, and some 

other popular forums. The company presents who they are, what they do and how they do, 

and discuss with their subscribers. Now the company has over 5,000 subscribers and 
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thousands of fans on internet. Some of them are YHYB‟s customers, the sales increased very 

fast, some companies have consider of cooperation. On the blogs the company has registered, 

some customer satisfaction statements can be found. For example, „YHYB is a good supplier 

due to its environmental friendly trucks‟. This is a statement from the company‟s main 

customer SF Express, they also have some CSR activities in operation. The owner believes 

that the internet is a good channel to promote the company, it is faster than the traditional 

medias and cheaper as well. There are not many small-sized companies doing so in China yet, 

therefore the company attract a lot of attention.  

Internally, the owner always tries to pass on his management idea and CSR concept to his 

managers and other employees, because a large part of the employees are from poor areas 

with relatively low education, they do not understand why CSR can bring benefit to the 

company. Then the company hold a weekly meeting with all of the employees in order to pass 

on the CSR concept to the employees, and some private life related information are provided 

as well, the company want to help their employees to adapt the life in a new city. At the 

beginning, some of the employees‟ behavior and work style do not meet the company‟s 

requirement, the company used several weeks on training them. During the second interview 

with three employees, they seem very confidence about the company‟s future. They said an 

ethical company will have a good return in terms of profit. 

4.4 Advantages 

The company do not have enough capital to fight with large companies nor have a wide range 

of social relations at the beginning, and there are already many small and medium sized 

logistics companies already on the market, the competition is tough. As the owner said, 

YHYB‟s advantage is nothing but their business model, a traditional business model with 

integration of CSR, he called it is a sustainable model that can create win-win situations, a 

way can earn profit and bear some social responsibilities at the same time. This business 

model is often used in western countries and large companies in China as well, but in Chinese 

SMEs it is still rarely seen. Due to using low emission trucks, the company was named as 

environmental model by local authority last year, the company reputation was improved a lot. 
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5. Analysis and discussion  

5.1 CSR perceived by YHYB 

As a company with 48 employees, we consider YHYB as a typical small size company in 

Chinese SME standard context. A small company like this always confronts threats from big 

companies or other same size companies which came into this area earlier, therefore SME 

must find a different way in order to survive. YHYB used CSR as a way to differentiate with 

other companies. 

5.1.1 Motivation of CSR 

Many researchers believe that the motivation of SME implementing CSR are gaining 

reputation, differentiation and accessing to larger market (Vyakarnam et al., 1997). Based on 

our research, they are indeed the reasons that YHYB integrating CSR into their business 

strategy. By offering jobs to people from rural areas of China and using low exhaust emission 

trucks, YHYB believe itself as a social enterprise, a company that creates value for itself and 

society. The reputation is improved, and the sales is increased as well.  With a good image in 

the market, there are some large companies considering to invest in this company, this means 

the company will have a bigger room for development in the future. For example, SF Express 

wants to invest YHYB a new warehouse in order to optimize SF Express‟s new cargo 

handling capacity, the reason of the investment is both company have the similar value. 

During the interview, we found another reason. When YHYB was established, the owner has 

already decided the company is going to be a good citizen in the society. We think this is 

related to his previous work experience in Maersk, as he said he saw the benefits that Maersk 

has gained, so it is natural to bring CSR concept to his own business. 

5.1.2 Concept of CSR 

YHYB has distinguished CSR concept and charity at the very beginning. The company 

attempts to use their understanding of CSR to create value for the society and company itself. 

As a small company, YHYB has very limited resource, they mainly focus on creating jobs for 

migrant workers living around the company and offering them a safe work place and reducing 

their trucks exhaust emission. These three practices are seen as the closest stakeholder the 

company can reach, which are local community, employees, customers and the environment. 

According to Carroll and Schwartz‟s (2003) three domain model, YHYB‟s CSR concept is in 
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line with economic and ethical responsibility areas and created an overlapping area which is 

economic and ethical simultaneously. YHYB seems to be an ethical company since they 

create jobs for people who are new to a city and may face difficulty in living without an 

income, it is also accord with the economic area of three domain model (ibid.). And the 

company chose to use low exhaust emission trucks in order to reduce impact to environment. 

By doing these two practices, their employees have enough income to adapt to life in city, and 

their trucks did have the least exhaust emission in the annual vehicle inspection, the company 

was named as environmental model by local authority last year, the company reputation was 

improved a lot. Furthermore, it is believed that with a good reputation and sales increase can 

improve the company‟s profit and employee‟s income simultaneously. Then this can also 

categorized into economic area of three domain model (ibid.). Anyhow, we do not find 

anything related to legal area, the company‟s activities seems go beyond the legal 

requirements. 

In our understanding, YHYB‟s CSR concept creates a virtuous circle between profit and 

society. They use the social benefits which are offering job opportunities for migrant workers 

and environmental service to customers to enhance the economic benefit, then economic 

benefit enhance social benefit, by having higher sales, the company can employ more migrant 

workers. 

5.1.3 Stakeholder management 

As mentioned in last section, small company like YHYB has very limited resource, their 

stakeholder management mainly focus on their local community, employees and customers. 

With hiring workers from the local community, the company bring them a source of income 

and improve them working skills, and the local law and order situation is getting better. These 

worker are very responsible and loyal to the company, they think the company helped them in 

their most difficult time, some of them are even willing to work in YHYB until the retirement. 

With using high standard trucks, the company shows customer a good image and value of the 

company. Both two big customers are big fast growing company, they also want to show they 

protect environment to the society. When YHYB and its customers mutually share this social 

responsible value, YHYB received a potential investment of another warehouse. Moreover, in 

a cyberspace, internet, the company becomes popular. Although it is a cyberspace, most of 

them that participate in the discussion live in China. They may help the company to improve 

or promote CSR concept to more people and companies, at the same they also advertise the 

company. 
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5.1.4 Personal attitudes 

Jenkins (2006) said the personal management style in SME has big impact on the company‟s 

performance. It does exist in YHYB. The company vision, core value and strategy are all 

created by the owner, he is the central figure of the company. And we found his thinking and 

behavior has already affected the employees and some of the customers. When we talk to the 

employees in another interview, they seem very confidence about the company‟s future. They 

said an ethical company will have a good return in terms of profit. 

5.2 Development of corporate social strategy  

As some corporate social strategy models were presented in the theoretical framework part, 

e.g. Husted and Allen‟s (2007) model, Porter and Kramer‟s (2006) model. In comparison with 

the data we obtained from YHYB, the company seems to use the Porter and Kramer‟s (2006) 

model to develop their social strategy with intention at the beginning, but not exactly the same 

as it. We summarize a total of four steps in YHYB development of corporate social strategy: 

1. Identifying the interaction points between firm and society. 2. Selecting social issues. 3. 

Creating company social practice. 4. Strategic use of social practices for creating advantage.  

5.2.1 First, identifying the interaction points between company and society  

Porter and Kramer (2006) stress, for the purpose of developing a corporate social strategy, 

companies should identify the interaction points between company and the society. This point 

is consistent with the approach of YHYB. When the founder established the company, he had 

already put CSR into the business model. As a company living in a society with moral and 

ethics slowly declining, the founder realized that a company take some social responsibilities 

would attract attention, even though the company size is small.  

Looking inside out 

By looking at the value chain model, the interaction points between YHYB and society can be 

found from the inside of the company. There are two types of activities in value chain model, 

primary activities and support activities (Porter and Kramer, 2006). In the primary activities, 

working condition can be recognized as an interaction point, safety signs and protecting 

facilities can be seen in many places in the company. Customer relationship can be recognized 

as another interaction point. The company consider CSR as a tool of marketing, with 

spreading their idea on internet, the potential customers are likely to increase. In the support 

activities, human resource management, can be recognized as interaction points. For YHYB 
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hired many workers from pool area of China and looking for job in Beijing, and offering them 

a relatively good income and skill training opportunities. By having a income and skill 

training opportunities, workers can ease of living in a new city, and has more skills to 

facilitate personal development in the future. Another interaction point is in procurement and 

technology. The company chose to buy low exhaust emission trucks with higher initial cost 

instead of using normal trucks as other companies, but in long-term, these kind of trucks 

would not cost more than normal trucks. 

Looking outside in 

In looking outside in model, some external interaction points were found, such as competition 

environment, availability of human resource and the customer demand, which have impact on 

a company‟s performance (Porter and Kramer, 2006). 

As logistics industry is a fast growing industry in China, there are many companies come into 

this area, but in some specific geographic area there is still a space for YHYB. When the 

company was established, there is no competitors in that area of the city. As a supplier of large 

logistics companies, company location is very important, the owner chose a most appropriate 

place, not far from the highway in the city, and there is a nearby residential area. So in this 

way, it offers its customer a very good place to unload and load cargo. Now there are more 

small logistics companies opened in that area, some of them want to cooperate with YHYB 

for the purpose of getting survive. Availability of human resource as an interaction point, it is 

slightly different with human resource management. This interaction point emphasis on 

potential employees. The company have the policy of giving the priority to employ rural 

migrant workers. Since there were many rural migrant people got employed, the company‟s 

reputation became better in this population. Customers demand is also an interaction point. As 

the demand increased, YHYB increased the capacity of processing goods in the warehouse, 

night shift was added in order to ensure that the goods can reach customers on time. 

5.2.2 Second, the selection of social issues 

After identifying interaction points, the company come to selection of social issues. There are 

three types of social issues: generic social issues, value chain social impact and social issues 

within competitive context (Porter and Kramer, 2006). Many companies in China choose to 

focus on generic social issues to improve their reputation, like making donation when disaster 

happens or improving poor areas‟ education condition. Most of the issues are not directly 

connected to the companies‟ stakeholders. The owner of YHTB chose another way, he thought 

that as a small company with limited resource, the outcome of doing charity will not be very 
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good, so he made the choice of addressing generic social issues which has not far form the 

company and value chain related social issues. YHYB put emphasize on unemployed migrant 

worker life and working condition and environmental impact of their trucks. Because both 

unemployed migrant worker and trucks have direct relation to the company. The owner 

believe that his business model which combines traditional business activities and CSR 

practices can bring benefit for both the stakeholders and the company itself. The unemployed 

migrant worker can be defined as the local community, and the trucks can be defined as a 

component of the company‟s service or product, the quality of the component has direct 

relation with the company‟s customers. So we think the social issues that the company 

identified has the relationship with its major stakeholders.  

5.2.3 Third, creation of corporate social practices  

As the social issues have been addressed, it turns to creation of corporate social practices 

(Porter and Kramer, 2006). According to the selected social issues, YHYB developed a 

number of practices to solve the issues. One practice is the employment policy, to give 

priority to the unemployed migrant workers. By offering them an opportunity of having 

income to adapt to a new city, the crime rate in this area is slightly reduced, the company's 

security situation is improved, and it now appears that the employees are very responsible and 

loyal. The second practice is the safety policy, the company offer their employee a safe place 

to work in. It is very common that small companies offer a poor working condition to their 

employee in China, by offering a safe working place to them, the employees feel very 

satisfied with the company, this also increase the loyalty to the company. The third practice is 

to procurement policy, the company decided to use low exhaust emission trucks. Most of the 

customers of YHYB are large companies, by offering them environmental product, the 

customers are satisfied with the company, due to reputation improvement to the customers.  

5.2.4  Fourth, strategic use of the social practices for creating advantage  

Porter and Kramer (2006) emphasize that a company needs to use social practices 

strategically in purpose of creating competitive advantage. There are three CSR practices have 

been created by YHYB, but they are not enough for creating advantages for the company, 

because it also need to let more people knows what the company have done. Another practice 

the company adopted is communication with its stakeholders. With their employees spreading 

the employment policy in the local community, there are more people want to work for the 
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company. So if the company increase the capacity, they would not worry about short of 

labors. In addition,with the help of company‟s blogs on internet, more and more people pay 

attention to the company, the company‟s image is hugely improved, and there are potential 

customers and corporation projects on the way, which bring the company a big advantage on 

the market. By using these CSR practices together, it makes the company differentiated from 

the other small logistics companies. 

5.3 Communication in YHYB 

According to our research, the communication seem to be a significant tool in YHYB‟s social 

strategy. Normally there are three types of corporate communications: management 

communication, marketing communication and organizational communication (Van Riel, 

1995), but in YHYB, the boundary of marketing communication and organizational 

communication seems not very clear. It seems like the company applied a portion of 

organizational communication into the marketing communication.  

The company paid a lot of attentions in organizational communication. One example is the 

interaction with employees. The owner always tries to pass on his management idea and CSR 

concept to his managers and other employees, because a large part of the employees are from 

poor areas with relatively low education, they do not understand why CSR can bring benefit 

to the company. At the beginning, some of the employees‟ behavior and work style do not 

meet the company‟s requirement, the company used several weeks on training them. The 

weekly meeting can be seen as a good tool to enhance mutual understanding. At the end of the 

meeting, the company always provide some private life related information in order to help 

their employees to adapt the life in a new city.  At the same time, the company knows how 

employees perceive the CSR concept.  

Another one of the organizational communication that brought our attention is the company‟s  

public relation. The public relation usually belongs to marketing area, but in YHYB the 

situation is slightly different. As a small company, YHYB has limit resource, the owner does 

not want to use many resource in traditional marketing research and advertisement. Instead, 

the company chose to improve the public relation and use it as a marketing approach. With the 

emergence of web 2.0, a mutual communication pattern makes it easier for the company to 

interact with the public. The company opened accounts on the most recognized blogs to 

attract attentions. On the blogs, they tell people who they are, what they are doing and how do 

they do, and many topics about CSR  are in discussion. The effect is significant, thousands of 

people have been participated in the discussions, some of them are the company‟s customers 
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and employees, now YHYB is a popular company on those blogs, some companies have 

consider to cooperate with it. 

5.4 The creation of advantages 

From the resource-based view, there are three types of resources can create advantage for a 

company: tangible resource, intangible resource and personal-based resource (Grant, 1991). In 

YHYB, we can tell all of three resources, and they affect each other and create advantages for 

the company. 

As YHYB is a small company, they do not have much tangible resources, a warehouse, 32 

trucks and 48 employees and a small amount of liquidity. As the company grow, they may 

need more tangible resources, instead of buying, they consider to rent a bigger warehouse and 

more trucks or in some other way without tangible investment. The company seem to use the 

asset-light strategy. We think this strategy can bring advantages to YHYB. With less tangible 

investment, it can cost less for the company on daily operation and the company can change 

the direction of development very quickly, not hard as large companies. 

Furthermore, it seems like the personal based, which is the owner‟s personal attitude 

resources played an important role in company development, and it is related to the 

company‟s intangible resources. The owner is the soul of the company. He successfully 

integrated CSR practices into the traditional business model and this model created value for 

the company itself and the society. He used many personal capabilities to create intangible 

capabilities for the company, like the company value and culture, that CSR as a core. The 

company consider itself as a good citizen in the society , which a company can create value 

for both itself and the society. By integration of CSR, it makes the company differentiates 

with the other logistics SMEs. By adopting differentiation strategy, the company‟s reputation 

is improved, the relationship with major stakeholder is enhanced as well, as a result, the 

advantages are created.  

 

 

 

6. Conclusion 

In the conclusion part the research questions will be answered and discussed, then a 

presentation of implications and recommendations will be followed.  
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6.1 How can CSR be implemented and applied in a Chinese logistic 

company?  

CSR seems to slowly increase its impact in Chinese companies but still seem mainly to be an 

issue for large companies. However, our findings show that CSR can be implemented fully 

and work efficiently in small Chinese companies as well. This points that CSR as it is 

described in the literature works in a Chinese context and is a relevant concept for not only 

large companies but also small companies in China. 

Although many companies do not realize the importance of CSR in China, but some 

companies have begun to apply it into business strategy, and from the very beginning, such 

the case company YHYB. In comparison with several CSR related theories and YHYB‟s CSR 

practices and strategy, we found out that the behavior of this company basically can be 

explained with the existing theories, but there are some discrepancies. 

First we found out that CSR concept in YHYB is slightly different from other companies in 

China. YHYB has distinguished CSR concept and charity at the very beginning. The owner of 

the company thought that as a small company with limited resource, the outcome of doing 

charity will not be very good, so he made the choice of addressing generic social issues which 

are close to the company and value chain related social issues. By hiring migrant worker to 

improve their life and the security environment of the local community, by using low 

emission truck to offer environmental product to its customers and protect environment. In 

our understanding, YHYB‟s CSR concept creates a virtuous circle between profit and society. 

They use the social benefit to enhance the economic benefit, then economic benefit enhance 

social benefit. 

Second, the process of corporate social strategy of YHYB is slightly different with the current 

theory. In Porter and Kramer‟s (2006) model, it has five procedures. In our research, YHYB 

seems to skip the social agenda step, more focusing on creation of corporate social practices 

and strategic use of the social practices for creating advantage.  

Third, the communication plays a very important role in YHYB‟s CSR strategy. The company 

successfully promote and advertise itself through improving public relations, by using 

interactive online media to attract attention. And internally, the company apply weekly 

meeting to enhance the mutual understanding, the employees learn more about the company‟s 

CSR idea, at the same time, company knows how much employees understand their CSR 

concept.  

Fourth, it shows the company owner‟s personal attitude and background plays a decisive role. 

It is him that perceive the potential benefit of CSR, and decide to integrate CSR into 
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company‟s business strategy. 

6.2 Which advantages can CSR provide to a Chinese logistics company? 

According to our research, we found several advantages that CSR can bring to a logistics 

company. Through implementing several CSR practices and a proper communication with  

internal and external stakeholders, the company gain the satisfaction from both employees and 

customers, the loyalty has also been improved. By enhancing relationship with its 

stakeholders, the company‟s reputation has been improved, furthermore leads to more 

potential business opportunities for the company.  The company successfully achieved 

differentiation with other companies. 

Overall, our research shows CSR can create several advantages for a company, especially for 

SME to adopt CSR to reduce its impact on the society. A company should pick the proper 

CSR practices and communication way in order to achieve a good result. 

6.4 Contribution 

The study provide an example of CSR in Chinese logistics SME and a discussion of how they 

understand CSR, how do they work with it and which advantages do CSR give to this kind of 

companies. We think CSR can be fully integrated into a small Chinese company. It can also be 

integrated from the very beginning when the company was founded. In small company such 

as YHYB, corporate social strategy making process can be slightly different with existing 

model, due to its simple company structure. The study may promote CSR among the SMEs by 

sharing experiences with other logistics SMEs.  

6.5 Implication 

With the development of Chinese enterprises, the voice of social corporate responsibility will 

keep rising.  In a highly competitive environment, the survival and development of SMEs 

encounter many difficulties. Integration of CSR into business strategy can be recognized as a 

differentiate strategy. Through a study of a typical small company, we present an example 

how to work with CSR and what kind of benefits can obtain. We wish that our research can 

help SMEs to find a way to survive or success.  

6.6 limitations of the study 

Finally, two limitations need to be acknowledged. First, there is only one case company in our 

research, we are not able to compare it with other similar companies. Second, the data we 
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obtained is mostly from the owner and employees of the company, their personal attitude and 

experience may affect the conclusion due to bias. 
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