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Abstract 
 

The social phenomenon of environmental pollution, a shortage of resources, and 

globalization have brought great pressure upon leading enterprises and companies to 

conduct business operations in a more socially and environmentally responsible way, 

with special attention being placed onto the concept of Corporate Social 

Responsibility (CSR). This thesis aims to study how business growth and 

implementation of CSR can be compatible and harmonious with each other. 

Additionally, this thesis is trying to answer the research question: how can CSR 

become a driving force for business growth? To answer this question, a qualitative 

researching approach is taken in this thesis. In the study, a comprehensive review of 

CSR‟s theory and its implementation are carried out through reading and organizing 

information from a mass of literature. In Case study chapter, three cases are 

mentioned. Accordding to two typical cases (ABB and ZTE), the performance of CSR 

is stated clearly. And the other company named Tencent, a leading service provider for 

internet and mobile technologies within China, was selected for a survey dealing with 

CSR-related activities and its relation to business. Based on theoretical research and 

the results of the survey study, a new model called the 6A Model was proposed for 

guiding companies on how they can better develop a strategy that focuses on using 

CSR as a driving force for business growth. The 6A Model focuses on six key aspects 

of CSR strategy or initiatives: Awareness, Actuator, Atmosphere, Arrangement, Action 

and Assessment.  The 6A Model was finally applied to a service company which 

named Dou Peng Shan to test its applicability. It was demonstrated that the 6A Model 

can actually help companies to realize business growth through the implementation of 

a strategy that focuses on CSR. 

 

 

Key Words: Corporate Social Responsibility (CSR), CSR Implementation, Business 

Growth, 6A Model.  
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1. Introduction 

Enterprises are now facing tremendous pressure towards conducting business in a 

socially responsible way, due to the fact that issues such as environmental pollution, a 

shortage of resources, and globalization have all become big concerns throughout the 

world. The increase in social pressure has forced many companies to react 

accordingly (Gao, 2009). 

 

Nowadays, the idea of Corporate Social Responsibility (CSR) is a topic that has 

become increasingly popular. Whether it‟s a business or the media, or even public 

service organizations, CSR is worth being concerned about. Individuals with strong 

CSR cognition are not only focused on charitable contributions or activities, but they 

also tend to show great concern for the needs of society. 

 

CSR is becoming a major function in many businesses, and many make use of formal 

measures, such as the triple bottom line, to monitor and communicate their focus on 

more than simply making a profit (Bessant and Tidd, 2007). CSR policy functions as 

a built-in, self-regulating mechanism, whereby a business monitors and ensures its 

active compliance with the spirit of the law, ethical standards, and international norms. 

The goal of CSR is to embrace responsibility for the company‟s actions and 

encourage a positive impact through its activities on the environment, consumers, 

employees, communities, stakeholders, and all other members of public sphere, who 

may also be considered as stakeholders. However, the success of strategies centered 

around CSR, both on the level of specific companies and of the entire economy, 

depends on numerous situational factors – economic, social, cultural, and institutional 

(Lewicka-Strzalecka, 2006). This means that there are some factors that limit the 

tension of CSR and business performance, such as the cost of material resources, time, 

and labor. However, this thesis mainly focuses on the positive relationship between 

CSR and business growth. 
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As the meaning of growth is to increase in size by a natural process, growth is 

therefore a long-term development for a corporation, or in other words, growth must 

be a sustainable development for a business. A corporation should plan its 

improvements after having ensured the growth of their business. As a result, utilizing 

the benefits of CSR is a good way for a corporation to develop business growth and 

maintain sustainable development. Corporate Social Responsibility is a domain that 

needs to be focused on in particular in the long-term concerning future development 

for both companies and society. Simply becoming a charitable organization is not 

enough, since most of companies operate business with continuous improvement in 

mind, and so if CSR-related activities could help a company to grow it would be a 

perfect match. Throughout our research, the importance of CSR and how to 

authenticate it have been discussed by a variety of researchers. However, there is still 

no theory that can effectively guide companies step by step on how to implement CSR 

as a tool or strategy for business growth.  

 

The main purpose of this thesis is to develop a model that supports firms to 

implement CSR for business growth. Two research questions are stated: firstly, the 

reason why CSR is impotant for companies, the second is how to implement CSR as a 

driving force for company growth.  

 

After intensive literature reviews and two typical case studies (ABB and ZTE), it was 

identified that there is indeed a lack of guidelines on how CSR can be implemented as 

a tool to promote business growth. To further investigate the issue, a questionnaire has 

been made and sent to Tencent Company, a well-known internet portal provider in 

China, for collecting data. Based on the study, a model named the “6A Model” was 

proposed to address the issues mentioned above. The proposed model has also been 

applied to a service company (Dou Pengshan Restanrant) to test its applicability. 

 

 

 

app:ds:charitable
app:ds:organization
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The main structure of the thesis is indicated as in Figure 1: 

 

 

                                                                                                    

 

 

Figure 1: Thesis Structure 

 

2. Methodology 

The methodology used in this thesis is described in terms of the research method, 

literature review, case study, and research quality.   

2.1 Research Method 

The goal for writing this chapter was to clearly illustrate the research purpose and 

process for readers. The description shows the method that was used in the thesis, 

which gives readers clear and unambiguous information (Biggam, 2008).  The method 

used in the thesis was the 6A Model, which is a one-to-six recycle model, and 

including the internet, literature review, and case studies, there are a variety of sources 

of data that appear to validate the model.  

 

Research strategy is used to describe how various research approaches are 

implemented, and there were two research approaches that we focused on (Biggam, 

2008). The qualitative approach in particular has played an important role in our 

thesis. Specifically, the process of researching is embedded in systems that include 

different qualitative methods, ranging from literature review to very powerful case 

studies. Additionally, there were five other key methods that we could choose from in 

order to complete our research, those being experiments, surveys, archival analysis, 

histories, and case studies (Yin, 2009).  In the end, experiments, archival analysis, and 

case studies have been the methods that were utilized in this thesis.  

 

Literature  

Review 

Case Study 

(Two Typical Cases: 

ABB and ZTE. And 

Tecent) 

6A Model 

Development 

Analysis Research Questions 

Test the model in the 

company (DPS Restanrant) 
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Initially we were concerned about choosing a research topic, because it is similar to 

building a house, and laying a strong foundation is the first and most important step. 

We thought that CSR would be appropriate because it is becoming increasingly 

popular, and ideas relating to it tend to vary from person to person. After coming to a 

decision regarding the topic, the brunt of the work was to collect data and information. 

This was done by looking into literature reviews that focused on CSR, with special 

attention being paid to the works of famous professionals and comprehensive journal 

articles.  

 

Moreover, in order to prove the idea that CSR is significant for and helpful to a 

company‟s growth, we selected two famous enterprises and compared their CSR-

related activities based on information from their official web sites. One such 

company is ABB, an international enterprise that treats CSR as a key strategy for 

improving their growth, and which has also been successful in expanding its market 

all over the world. The other company is ZTE, which is a Chinese company looking 

to expand into Western markets. During our research, we found some key issues 

relating to how to effectively utilize CSR as a tool for improving an organization. Last 

but not least, after understanding a variety of theories and analyzing these two 

successful case studies, we designed and implemented a two-part questionnaire in 

order to find out the most important fators which could influence company‟s business 

growth.  

 

The first part of the questionnaire consists of general questions related to companies, 

with some examples shown below: 

- What is the main business of your company? 

- What are the future goals of your company? 

- What is your position in your company? 

Questions of the second part are focused on CSR within their companies, with some 

examples shown below: 

- Does your company a department focusing on CSR? 

http://dict.cn/foremost
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- What is the motivation for your company to hold CSR-related activities? 

- How often will your organization hold CSR-related activities?  

 

Afterwards we interviewed an employee named Long Li, who has been a terminal 

development engineer in Tencent Company for 2 years. With his help, fifty 

questionnaires have been sent to staff who work in Tencent in total with twenty-eight 

had been adopted effectively. Finally, we sorted out the respondents and analyzed 

them in greater detail. 

 

After analyzing the responses from the questionnaires and going through more 

literature, we found some research that was related to factors that would influence an 

organization, and we then combined that information with literature focusing on 

factors related to CSR in order to build a model that answers the question of “how”. 

 

In order to determine whether or not the 6A Model can be used in practice, we 

selected a restaurant that has been established for only a short time and needs to 

improve its business and reputation for the purpose of taking part in a practice run of 

the 6A Model. We performed a detailed survey of this restaurant by interviewing its 

boss, and we have also been to this restaurant to perform research by ourselves. 

2.2 Data Collection  

“Data collection is important to the research because it is the process that will be 

used to gather relevant information concerning the research problem”, said Kimberly 

(2001). Data is used to support the whole research (Lee, H. et al, 1997b). Data 

collection for the thesis was mainly collected via internet resources, interviews, 

surveys, and the Gävle University library database, which includes collections of 

primary data and secondary data. 

 

First and foremost, primary data: “It is collected or observed directly from first-hand 

experience; it is the raw results that return after someone has conducted a study, 

questionnaire, or survey” (Source from internet: What is Primary Data).  The main 

http://www.investorwords.com/9454/directly.html


6 

 

method in this segment of research is the face-to-face interview, which means that the 

information is valid and reliable. Since Matthews (2002) said that “An interview is a 

purposeful discussion between two or more people” and “Interviews may be highly 

formalized and structured, using standardized questions for each respondent or they 

may be informal and unstructured conversations”, we collected and obtained primary 

data by studying it in the restaurant, and by interviewing the manager face-to-face. In 

contrast, the questionnaire has been designed as a result of literature review and case 

studies and has been sent to our friend Long Li, who works for Tencent. 

 

Secondary data for the thesis has also been collected, as it is readily available to the 

public. “In secondary data, information relates to a past period. Hence, it lacks 

aptness and therefore, it has unsatisfactory value. Primary data is more 

accommodating as it shows latest information” (Adfoster. 2010). Secondary data can 

be obtained from books, journals, census data, biographies, articles, and databases. 

For this thesis, we obtained secondary data mainly by analyzing or reading a large 

number of articles and searching web sites to collect sufficient data to support our 

argument. As well, we have researched additional theories and literature regarding 

CSR by ourselves. First, in order to enrich our knowledge of the subject, we used the 

phrase “corporate social responsibility” as a key point for searching articles, with 

many helpful results being found. Then we needed to focus on the relationship 

between CSR and business growth, so we inserted “corporate social responsibility and 

business growth” into the search method and we were able to find relevant articles.  

When it came to the analysis section, we realized that a secondary literature review 

was necessary. Last but not least, we asserted the claim that CSR is the dominant 

perception for relationships in business growth. 

2.3 Literature Review 

Literature review can help us better understand what the aim of our thesis is, what the 

research has consisted of, and what problems have been unsolved. It is used as a 

strong support to the research process (Biggam, 2008). 
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In order to have more in-depth understanding of CSR, its effects, and what CSR can 

bring to a corporation, we have done a comprehensive literature review. During the 

process of the literature review, it was identified that there are no strong theories as to 

how CSR can be used as a guideline to improve business growth. Despite that though, 

CSR is a popular topic at present, which is to say that it will indeed be a developing 

trend in the future. As well, there are some factors determined that will affect the 

growth process of a business. To begin with, awareness is an important concept that is 

often ignored by many companies that can help to promote production and 

management. However, companies need to classify differently skilled persons into 

different departments so that it can be easier to control and manage these assets. 

Competitors also must be taken into consideration, as companies must know both the 

“enemy” and themselves, so that they can both figuratively and literally fight a 

hundred battles with no danger of defeat. In addition, a wonderful planning or strategy 

can help companies to cope with the uncertainty of the environment, allowing 

managers to systematically analyze the environment and discover competitive 

advantages. Last but not least is the concept of assessment, which allows companies 

to understand a completed task and hold it to a certain level of standard, as well as to 

identify the advantages and disadvantages concerning the company in order to better 

facilitate development. After going through numerous literature reviews and using 

their information alongside case studies, a basis for proposing the 6A Model has been 

established. 

2.4 Case Studies 

Case studies can help us to understand a complex object or concept and bring 

extended experience or focus increased efforts towards research that has already been 

completed in the past (Yin, 1984). This thesis is based on empirical findings derived 

from case studies by using methods of empirical data collection. It can help us to find 

holistic views, descriptions, and explanations of the subject (Merriam, 2009).   

 

This thesis has provided the case study focusing on CSR-related activities in 

threecompanies – ABB, ZTE and Tencent. ABB has utilized CSR as strategy in such a 
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way that CSR has become beneficial to both society and itself; however, ZTE has not 

effectively combined CSR into its business strategy, though it has participated in some 

CSR-related activities. By reviewing these two companies and literature, we found 

that there are some clearly weak understandings of CSR and its influence. In addition 

to this, a second motivation for performing case studies is that it allowed us to design 

a questionnaire by gathering literature reviews which were then sent to Tencent, 

which has functioned as a core research case. Combining the results of the 

questionnaire with what we already knew from literature review and interviews, we 

were able to decisively improve our understanding of the data. 

 

The third motivation was that in order to prove that the 6A Model can really benefit a 

company‟s growth, we selected another company called DPS (Dou Peng Shan), a 

fledgling restaurant with strong need and desire for improvement, and used it as a test 

case for the 6A Model by implementing the model within the organization for a period 

of a month. 

2.5 Research Quality 

Construct validity, internal validity, external validity, and reliability should be given 

or considered in all research (Yin, 1989). We have gone through these stages in order 

to prove the reliability of our research. 

2.5.1 Validity 

Construct validity is the validity of data collection techniques and measurement 

processes. “It is the most difficult issue when it comes to case studies, since people 

believe that most of the time researchers or investigators fail to use appropriate 

measurements, and ‘subjective’ judgments are used to collect data.” (Yin, 2003). In 

this thesis, the data from company websites, practices, and internal materials all come 

from different channels which are objective, impersonal, and trusted. Internal validity 

is referring to combining different events that would lead to another event in order to 

determine the relationship between the different events (Yin, 2003). External validity 

is one of the so-called “barriers” in a case study which refers to how summaries and 
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findings of research should be tested over factual cases (Yin, 2003). In this research, 

based on our knowledge and theories regarding CSR, we selected a small organization 

for determining the feasibility of the 6A Model in order to ensure its validity. 

2.5.2 Reliability 

Reliability of research means that research should “focus on the need for a record of 

evidence that you did indeed do the research.” (Biggam, 2008). In our thesis, we 

selected theories carefully, and performed actual research in a real company in order 

to prove the applicability of the 6A Model. Furthermore, we wrote, analyzed, and 

researched the 6A Model on the basis of CSR theory and its relevance to various 

organizations.  

2.6 Limitation 

The main limitation of this thesis is that we focused strongly on the positive 

relationship between CSR and business growth, but we did not have the time to 

perform a more complete and deeper research within a real organization. Moreover, 

the result may be inaccurate because there are some precipitating factors that cannot 

be forecast and avoided, which could have influenced our research planning. What‟s 

more is that the 6A Model is a new idea, and it has only really been tested in one 

instance in a small organization, which is not a solid guarantee that this model will 

necessarily be successful for every corporation. Finally, there are only two companies 

that were utilized for research, which is insufficient for making any sort of strong 

factual claims as a whole. Therefore, in the future the 6A Model needs to be 

implemented into a variety of environments and enterprises in order to better 

understand its applicability. 
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3. Literature Review 

In this chapter relevant pieces of literature are discussed, among which include the 

topics of CSR theory, business growth theory, relevant models. At the end of this 

chapter, potential problems with implementing CSR are discussed, followed by a 

presentation of the purpose and research questions of this thesis.  

3.1 CSR 

3.1.1 Overview of CSR 

Business has a much greater effect on society than on profit or loss, and the concept 

of social responsibility is based on this perception. Social responsibility could help a 

company obtain a „„win-win‟‟ proposition or obtain some type of benefit in the long 

term. (Kurschner, 1996). With a sense of social responsibility, decision-makers are 

bound by duty to take actions to improve and protect the welfare of society along with 

their own interests. As a result, better quality of life will be reached by coordinating 

society‟s wants and organizational actions (Davis and Blomstrom, 1975). However, 

the concept of social responsibility is difficult to fully grasp and accomplish because 

people have different ideas about what actions will actually boost society (Sherwin, 

1983). 

 

Many researchers have studied CSR and presented their understandings about the 

definition of CSR. For example, “Corporate social responsibility is a commitment to 

improve community well-being through discretionary business practices and 

contributions of corporate resources’’ (Kotler and Lee, 2005), “CSR is generally 

understood to be doing more than what is required by law”(Buhmann, 2006).  

 

According to the Dahlsrud (2008), the Commission of the European Communities 

proposed in 2001 a definition of CSR that has been the most widely accepted: „„A 

concept in which companies integrate social and environmental concerns in their 

business operations and in their interaction with their stakeholders on a voluntary 
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basis‟‟. 

 

Corporate Social Responsibility (CSR) is an ethical concept which emphasizes a 

direct concern about the quality of life and has a concern about social dimensions, as 

well as a changing sense of human welfare. The definition of CSR emphasizes the 

idea of voluntary, while its prerequisite is complying with the law.  

 

However, there are some limitations involved with implementing CSR, which 

according to one researcher, it includes a negative image of business, a dysfunctional 

legal background, corruption, weakness, a difficult economic situation for many 

companies, a lack of ethics and ethical standards, and a potentially difficult situation 

regarding the job market (Lewicka-Strzalecka, 2006). Meanwhile, Lewicka has also 

discussed some of the main opportunities of implementation as being able to establish 

contacts with companies who have foreign partners, adopting self-regulating business 

trends, and a strong economic growth rate. McAdam and Leonard, (2003) 

summarized that “CSR can be advanced more rapidly in organizations if it can be 

incorporated in already established TQM models, methodologies and change 

programs.” 

 

In practice, different companies or organizations hold different views regarding CSR. 

Some companies believe that the cost of CSR activities will be greater than the return 

they could receive. To address this issue, McWilliams and Siegel (2001) pointed out 

that there is in fact a level of CSR investment that can maximize profit while also 

satisfying stakeholder demand for CSR. This level of investment can be determined 

through cost-benefit analysis. 

3.1.2 Origin of CSR  

The information regarding the origin of CSR was obtained from the website of China 

Enterprise Confederation/China Enterprise Directors Association (CEC CEDA), 

which is a website focused on integrating large enterprises in China. 
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"Global Compact" comes within the context of economic globalization and also 

focuses on Corporate Social Responsibility. In 1995, the United Nations Secretary-

General Kofi Annan proposed the concepts of "Social Rules" and "Global Compact" 

at the World Summit for Social Development. In January 1999, Kofi Annan, as the 

Secretary-General of the United Nations, put forward the plan of “Global Compact” 

and launched it in July 2000 at the United Nations Headquarters. He appealed to 

business leaders all over the world to comply with common standards and to 

implement a set of social rules named the United Nations Global Compact. This 

called on companies to comply with ten basic principles regarding human rights, labor 

standards, environmental aspects, and so on. The purpose was to mobilize large 

multinational companies to become involved in activities focusing on reducing the 

negative impact of globalization, and promoting the development of globalization in a 

positive direction. As well, it would encourage organizations such as various United 

Nations agencies, the International Labor Organization, the NGO, and other relevant 

parties to establish a broader and equal world market (Source from the website of 

CEC CEDA). 

 

Kofi Annan‟s proposal not only received support from developed countries and 

international trade union organizations, but it also gathered a positive response from 

business communities and international organizations. Some large multinational 

corporations began to take action and advocate social responsibility, and many signed 

basic labor standards agreements with trade unions. As evidenced, the Global 

Compact succeeded in bringing about a tidal wave of attention focused on CSR 

(Source from the website of CEC CEDA). 

3.1.3 Milestone of CSR Standardization  

1. CSR is an abstract concept including different views and contents in practice, so 

its development is complicated and can require a long time to implement. SA8000 

is a social responsibility management system which was launched by the United 

States of Social Responsibility International (SAI) in 1997; it is an independent, 

non-governmental, and non-mandatory standard system. The main purpose of 
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SA8000 is to protect the environment, and improve the conditions and labor rights 

of workers; it is the first CSR international standard to be widely recognized and 

applied by third parties. At present, SA8000 has become the new standard for 

international trade (Ren, 2008). 

2. In 1999, former Secretary-General of the United Nations Kofi Annan put forward 

the principles of social responsibility at the World Economic Forum in Davos, 

calling it the “Global Compact”. Its core purpose is to require enterprises to 

observe, support and implement the nine basic principles related to human rights, 

labor standards and the environment within the scope that their enterprise will 

have influence (Ren, 2008). 

3. In 2003, four connotations of corporate citizenship were presented at the World 

Economic Forum. The first regarded the governance structure and moral values of 

enterprises; the second discussed the responsibility to the people; the third focused 

on environmental responsibility; the fourth emphasized a general contribution to 

development. In other words, it was a breakthrough for Corporate Social 

Responsibility. It not only emphasizes the idea of having society as the center of 

focus, but also the idea of expanding enterprises to become members of the global 

business so that the idea of CSR can break through geographical and cultural 

boundaries, and become the value that the era of globalization and global 

enterprises can pursue (Ren, 2008). 

3.1.4 CSR Performance Assessment 

The CSR Report (CSSR) is a comprehensive reflection of Corporate Social 

Responsibility and is also a communication process about the influence between an 

enterprise‟s economic activities and specific interest groups, as well as overall 

economic, social and environmental factors (Source from the website of CSR Report).  

 

Nowadays, the CSRR has become a useful tool that allows a company to manage its 

public or stakeholders relationship, to enforce operational or organizational legitimacy, 

and to build a good reputation (Gao, 2009). The aim of the CSRR is to discover a 

company‟s characteristics and evaluate CSR performance by the company itself (Gao, 
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2009). 

 

However some criticisms of the CSRR include that it is low in credibility (Belal, 

2001), unstructured (Tsang, 1998), self-laudatory (Hooghiemstra, 2000), a ritual 

dance (Zadek, 2002), and inconsistent in quality (Kolk, 2005). As well, some 

companies simply show the positive aspects and hide the negative ones (Gao, 2009). 

3.1.5 The Importance of CSR  

CSR provides quite a few advantages to businesses, such as protecting brand image, 

reducing absenteeism, improving customer satisfaction, reduction in taxes, lowering 

and limiting litigation, increasing the ability to hire talented employees, and reducing 

employee turnover (ISO, 2002). 

 

Some key points outlining advantages to implementing CSR are discussed by 

Provictus Consulting: 

From the perspective of enterprise: It is an important way to enhance the 

competitiveness of enterprises, and it also can bring competitive advantages to 

enterprises as following:  

 Attracting, retaining and motivating employees. 

 Lower costs by reducing energy consumption and other inputs. 

 In order to solve social problems and bring innovation, it can develop new 

products and new services.  

 CSR will also help to establish a brand image and improve corporate reputation. 

 CSR is a method that can continuously satisfy customer needs. 

 

From the perspective of society:  

 CSR can help to better coordinate economic, social and environmental 

development, as well as competition. 

 Sustainable development can be accomplished if companies seriously concern 

themselves with society and the environment. 

 CSR can help enterprises build contributions to public policy goals set by the 
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government, such as recruiting staff members from vulnerable groups. 

 CSR also can enhance the reputation of regions or even countries, as well as 

attract investors. 

3.1.6 ISO 26000   

The following information is mainly from ISO 26000 -- Guidance on Social 

Responsibility (First Edition).   

3.1.6.1 Introduction of IS0 26000 

The International Standard of ISO 26000 was launched on 2011/11/1, as a guideline 

for social responsibility. The aim of ISO 26000 is to obtain trust from interested 

parties and to improve the relationship through the related performance of social 

responsibility. ISO26000 is a comprehensive international social responsibility 

standard that benefits from the experience and technical advantages of all member 

states, combined with international related authorities such as the UN organizations, 

GRI, and so on. It considers the situations and needs of both developing and 

developed country, and absorbs international experts‟ opinions and suggestions. 

 

This international standard uses a multi-stakeholder approach consisting of experts 

from more than 40 international regional organizations and 90 countries, who are 

referred to different aspects of social responsibility. As well, the experts are from six 

diverse stakeholder groups such as government, industry, labor, consumers, NGOs, 

academics, research, service, support, and others. In addition, the outline of ISO 

26000 is shown below (source from the ISO 26000 -- Guidance on Social 

Responsibility): 
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Figure 2: ISO 26000 Outlines 

Source: The ISO 26000 -- Guidance on Social Responsibility 

 

3.1.6.2 Core Subjects of ISO 26000  

There are seven core subjects: 

 Organization Government                      

 Human Rights 

 Labor Environment 

 The Environment 

 Fair Operating Practices 
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 Consumer Issues 

 Community Involvement and Development 

Each core subject contains a number of issues related to social responsibility. The 

seven core subjects help to deal with aspects such as health safety, value chains, and 

economic issues.  

3.1.6.3 ISO 26000 Arguments 

First of all, ISO 26000 is not a management system standard, and is not appropriate or 

intended for certification purposes, and regarding it as such would be a 

misrepresentation of the purpose and intent of the International Standard. For example, 

“Box 16 - Certifiable Initiatives and Initiatives Connected to Commercial or 

Economic Interests” mentions that any initiatives and tools listed in the document 

cannot be used to declare conformity to ISO 26000. In some situations, using the 

initiative is required by certification, but the value of that initiative is not solely 

focused on certification.   

 

ISO 26000 is a guideline, not a certification standard, and could not be used for third 

party certification, as the nature of ISO 26000 is non-authenticating. In addition, ISO 

26000 is not a standard authentication file and it is not a detailed quantitative criterion. 

Obviously, ISO26000 could not be used for social responsibility authentication based 

on content.  

3.1.7 SA8000  

3.1.7.1 Introduction of SA 8000 

The Social Accountability 8000 (SA8000) standard was released in October of 1997, 

and it is the first global ethical standard (Source from the internet of: what is SA8000 

STANDARD?). It is a comprehensive, efficient, and credible tool for guaranteeing 

human workplaces and implementing international labor standards. The SA8000 

standard guides employers to consider the importance of jobs and recognize the equal 
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dignity of each member in the whole supply chain, from the worker to the retailer, as 

well as to the final customer (Source from the official homepage of SAI). 

 

It was established by Social Accountability International (SAI) as one of preeminent 

worldly social standards, and has improved over a million workers‟ lives in 65 

countries (Source from the official homepage of SAI). The aim of SAI is to promote 

the human rights of workers around the world, and was founded in 1997 as an affiliate 

of the Council on Economic Priorities (CEP), which is responsible for drafting 

SA8000 with a group of experts that included an Advisory Board (Source from the 

internet of: what is SA8000 STANDARD?).  

 

The SA8000 standard is based on the conventions of the United Nations, national 

laws, and the International Labor Organization. It works across all industrial sectors 

and corporate codes in order to create a common and shared language for measuring 

social compliance. As the first auditable social certification standard, it has adopted 

procedures and policies which protect basic human rights of workers (The official 

homepage of SAI: SA8000 Standard).  

 

According to the third issue of SA8000 (2008), it is verifiable by an evidenced-based 

process. Lots of factors could be considered, such as the size of company, location, 

geography, or industry sector. This standard would help a company develop, enforce 

and maintain policies and procedures to manage the issues, and ensure that related 

parties with existing company policies, practices, and procedures will conform to the 

requirement.  

 

SA8000 not only meets the standards for protection of human rights and 

environmental protection in the developed world, but it also helps to achieve the 

purpose of protecting national industries and inhibiting the competitive advantages of 

developing countries. In addition, it has satisfied the curiosity of sustainable 

development which the public and consumers are sometimes concerned about. 
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3.1.7.2 SA86000 in China 

Zhuohui Liu, the chief engineer of the State Administration for Quality Supervision 

and Inspection and Quarantine (AQSIQ) in China (source from the official page of 

AQSIQ), said that SA8000 authentication is not suitable for China. According to her 

opinion, the social responsibility code which has been set forth by developed 

countries could not be accepted by China in its entirety. Social responsibility needs to 

be considered seriously in combination with China‟s national conditions (Source from: 

China business newspaper). For example, a shoe factory in Dongguan, China, makes a 

budget with the help of experts, and the result showed that if the company complies to 

the standard of SA8000, they would need to pay more than 3 million RMB in addition 

to the minimum wage standard (source from: China business newspaper). 

 

According to Zhuohui Liu‟s opinion, there is still no situation in which a Chinese 

company cannot export simply because there is no authentication of SA8000. 

However some situations do influence exports, such as working time, worker wages, 

welfare, working overtime, etc. ( Source from: China business newspaper). The China 

Certification ＆ Accreditation Institute (CCAI) says that until now, the CCAI cannot 

accept any other country or group‟s standards and must wait for China to release its 

own national standard, and then consider the problem of authentication (Source from: 

Quan Zhou evening newspaper). 

3.1.7.3 Adapting to China's National Conditions 

The SA8000 standard has had some influence on China, and in a short time it may 

result in a reduction of product exports, increased costs, a reduction of the 

competitiveness of products, rises in unemployment, and could form a new trade 

barrier that could influence national economic development. However in the long run, 

it would help companies to protect employees and enhance the competitiveness of 

enterprise; it is good for international competition (Lu, 2009).  
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The implementation of the SA8000 standard authentication has some key problems 

however, such as government support being strongly lacking, the enthusiasm for 

enterprise participation being relatively low, the acknowledgement from people not 

being quite enough to gain attention, etc. The main reason though is the imbalance of 

labor supply and traditional culture. Concerned with the impact of China‟s trade 

industry, we should strengthen the nationalization of the SA8000 standard (Lu, 2009). 

 

From the point of view of the company, enterprises should focus on consciously 

changing by doing things such as working towards a positive attitude for 

authentication, enhancing the ability of independent innovation, and cultivating core 

competence. From the point of view of the involved industries, they need to focus on 

paying more attention to supervision and regulatory functions, as well as enhancing 

their linkage with the government. From a theoretical point of view, we should 

combine the social responsibility within the international standards of enterprise with 

China's own national conditions and legal regulations. From the point of view of the 

government, our country needs to strengthen policy guidance, work hard on system 

mechanisms, and establish clear laws (Lu, 2009). 

 

After the literature review of CSR, it was found that national culture played a 

significance role in developing CSR-related activities. For example, in developed 

countries, the awareness of CSR is higher than what can be found in developing 

countries. It is clear then that researchers must consider national culture. The national 

culture works as a turn signal to direct people and affect the implementation of CSR-

related activities. In the process of developing something new, the traditional sense 

drives people to launch or design relevant activities, and national culture works as an 

invisible hand to constrict thinking to the traditional sense.   

3.1.8 National Culture  

Culture is a collective phenomenon, which distinguishes the members of one group 

from others. Because it is shared with people who lived or live in the same social 

environment and it consists of unwritten rules of the social game (Hofstede, 2010, 
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pp.6), culture would understandably affect businesses to a relatively high extent and 

could affect the economic development of the country. Hofstede, who makes a huge 

contribution towards cultural aspects, has completed a large amount of relevant 

research, of which the following information comes from. 

 

Dimension of National Cultures  

The dimension is defined as an aspect of culture which can be used to measure the 

relationship with other cultures. Hofstede (2010) has named six dimensions: power 

distance, individualism versus collectivism, masculinity versus femininity, uncertainty 

avoidance, long-term orientation versus short-term orientation, and indulgence versus 

restraint (Hofstede, 2010, pp.31). 

3.1.8.1 Power Distance 

According to Hofstede (2010), power distance also reflects the dependence 

relationship in a country. The degree of power distance, small or large, could affect 

situations that can be directly accepted by people or not throughout the country as a 

whole (Hofstede, 2010, pp.61). 

 

In countries with a small power distance, the emotional distance between a boss and 

subordinate is relatively small, and the subordinate could approach and contradict the 

boss easily. In such countries, the gap between the rich and poor is relatively small, 

and an employee can show their emotions freely, and as such this type of situation 

may help to promote innovation (Hofstede, 2010, chapter 3). 

 

In countries with a large power distance, subordinates are unlikely to contradict and 

approach their boss directly, and the emotional distance between them is relatively 

large. The gap between a boss and his or her employees is large; employees do not 

like to show their emotions or ideas freely. In such countries, employees do the work 

as their boss tells them to, which allows for easier management but innovation may be 

restrained in some way (Hofstede, 2010, chapter 3). 
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In countries with a large power distance, once the leader or a high level manager 

focuses attention on CSR-related activities, it would much easier to focus on CSR-

related activities throughout the whole company, and even throughout the entire 

country.  

3.1.8.2 Individualisms versus Collectivism 

According to Hofstede (2010), this dimension is used to measure people in the 

country that prefer doing and thinking on their own compared to having a preference 

to doing things in groups. The degree is shown by measuring how involved one is into 

working with a team or cooperating with other people (Hofstede, 2010, chapter 4). 

In individualistic societies, children learn to think in terms of “I”, occupational 

mobility is higher, every customer would get the same treatment, task prevails over 

relationship, the relationship between and employer and an employee functions 

similar to a contract, and people are treated with the same values (Hofstede, 2010, 

chapter 4). 

 

On the other hand, in collectivistic societies, children learn to think in terms of “we”, 

relationship prevails over task, there is a focus on managing groups, direct 

confrontations are avoided, in-group customers get better treatment, the relationship 

between an employer and employee is more like a family, there is a strong pursuit of 

group interest, and the standards for how one is treated differ depending on whether 

one belongs to the in-group or the out-group (Hofstede, 2010, chapter 4). 

 

Theoretically, in collectivistic societies awareness of CSR is more easily 

accomplished, as CSR-related activities are inherently collectivistic activities which 

require participation from a group of people.  
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3.1.8.3 Uncertainty Avoidance   

According to Hofstede (2010), this dimension measures how people treat uncertainty 

in terms of acceptance. Uncertainty avoidance also helps to reduce ambiguity. People 

in cultures with high uncertainty avoidance prefer to make events clear, predictable, 

and interpretable within organizations and institutions. As well, uncertainty avoidance 

is not risk avoidance; people can accept risk or prepare for risk rather than running 

away from risk in order to reduce ambiguities (Hofstede, 2010, chapter 6). 

 

In societies with low uncertainty avoidance, uncertainty is a normal aspect of life, and 

people could accept uncertainty easily as it comes every day. They may feel 

comfortable functioning in ambiguous situations and when dealing with unfamiliar 

risks, they may be able to accept new things with a positive attitude, have stronger 

innovation, weaker implementation, they may possess a positive or neutral attitude 

towards foreigners, and citizens may be more competent regarding authority 

(Hofstede, 2010, chapter 6). 

 

In societies with strong uncertainty avoidance, uncertainty is treated as a continuous 

threat which must be fought. People fear unfamiliar risks or ambiguous situations, and 

they may feel danger regarding different or new things, they may be worse at 

innovation, better at implementation, and citizens may be incompetent regarding 

authority (Hofstede, 2010, chapter 6). 

 

In countries with low uncertainty avoidance, CSR awareness can be received much 

easier as a new concept. During the implementation process of CSR-related activities, 

people in countries with low uncertainty avoidance can create more ideas and come 

up with more patterns for accomplishing CSR-related activities.  
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3.1.8.4 Long-term Orientation versus Short-term Orientation 

According to Hofstede(2010), societies with long-term orientation prefer to consider 

things in terms of the long run and make plans from a long-term point of view, but 

societies with short-term orientation tend to focus on situations from a short-term 

point of view (Hofstede, 2010, chapter 7). 

 

In societies with a short-term orientation, leisure time is important, people prefer to 

focus on the “bottom line”, employees pay attention on to the present year‟s profits, 

there are many guidelines about what can be considered as good or evil, tradition is 

important, and there may be little money for investment (Hofstede, 2010, chapter 7). 

 

In societies with long-term orientation, leisure time is not as important, people prefer 

to focus on market positions, employees tend to focus attention on profits years from 

now, what is good and evil depends on a variety of circumstances, and there will be a 

higher investment in real estate (Hofstede, 2010, chapter 7). 

CSR is a concept that focuses on implementing social responsibility in the long run, 

so in societies with a long term orientation it may be considered with more relevance.  

3.1.8.5 Masculinity versus Femininity  

According to Hofstede (2010), this dimension focuses on whether gender is a factor or 

not and how that influences people‟s lives, as well as whether or not males and 

females tend to have equality in everyday life (Hofstede, 2010, chapter 5). 

2.1.8.6 Indulgence versus Restraint  

According to Hofstede (2010), this dimension focuses on whether matters can be dealt 

with in a diverse way or whether people tend to allow things to be handled in a 

relatively fixed way (Hofstede, 2010, chapter 8). 
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3.2 Business Growth 

3.2.1 Brand Management 

Brand as a valued asset makes a difference amongst enterprises. The most apparent 

advantage to most companies is that CSR-related activities could help to improve 

brand equity. The theory of brand management focuses on how to realize an effective 

strategic brand management process, and CSR can become involved with each stage 

of the process and function accordingly.  

 

Organization and firms have now realized that a brand is the most valuable asset 

associated with services and products in how marketing presently functions. Brand 

creates differences. The American Marketing Association defined brand as a “name, 

term, sign, symbol, or design, or a combination of them, intended to identify the goods 

and services of one seller or group of sellers and to differentiate them from those of 

the competition” (Keller, 2008, pp.2). According to Keller, there are four main steps to 

realizing an effective strategic brand management process: 

3.2.1.1 Identifying and Establishing Brand Positioning 

First of all, a company needs to have a clear understanding of what the brand will 

present and how the brand will be positioned with consideration to its competitors. 

Brand positioning is about designing the image of a company in order to emerge into 

a distinct and valued place in the mind of target customers, and to help the company 

obtain maximum benefits. A brand needs to recognize the points of difference or 

advantage compared with other competitors, and deal with any points of parity 

(disadvantages) (Keller, 2008, pp.38). 

 

The Customer-Based Brand Equity (CBBE) model can help to build a brand by 

following a sequence of steps. First, the identification of a brand and association of 

that brand with customers‟ needs or a special product class in the customers‟ minds. 

Second, the linking of tangible and intangible brands combined with certain properties. 
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Third, securing proper customer responses to brand meaning and brand identification. 

Fourth, converting brand response to brand relationship through customer loyalty. To 

put it simply, the four steps are: brand identify, brand meaning, brand response, and 

brand relationship (Keller, 2008, chapter 2). 

 

CSR can work using these steps. For example, a company supports a CSR-related 

activity; it can be a way to improve the brand relationship, because when people know 

the CSR-related event, it can cause customers to relate and to think about the 

company. To people who do not know the company, it can be a way to improve brand 

identify and brand meaning.  

3.2.1.2 Planning and Implementing Brand Marketing Programs 

Brand equity explains the reasoning behind why a branded product or service can 

bring more benefits or positive outcomes as opposed to non-branded products or 

services (Keller, 2008, pp.37). There are two ways to build brand equity, the first by 

choosing brand elements, and the second by designing marketing programs.  

Brand elements are also called brand identities, and help to identify and differentiate 

brands by things such as brand name, slogan, packaging, logo, symbols, and so on. 

Some characteristics need to be considered carefully however. For example, the name 

needs to be easily remembered, the slogan needs to be healthy, enthusiastic, brief, and 

easy to be understood (Keller, 2008, pp.140). Marketing activities include products, 

pricing, and distribution strategies to build brand equity for increasing brand 

awareness, improving brand image, increasing brand resonance, and getting faster 

brand response (Keller, 2008, pp. 5). 

 

CSR can be combined into the brand elements in ways such as through a brand slogan. 

It is a way to show the company is focused on long-term development, and can easily 

to be spread to the whole company to help the company build confidence.  
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3.2.1.3 Measuring and Interpreting Brand Performance 

This step involves developing a brand equity measurement and management system 

which provides accurate, timely, and actionable information about a brand in order to 

come up with a proper tactical decision in the short term and a strategic decision in 

the long term (Keller, 2008, pp.316). 

 

A CSR report is a way to measure brand performance, as it is a method that can be 

used to present the performance regarding social responsibility, which is closely 

associated with social, marketing, and customers.  

3.2.1.4 Growing and Sustaining Brand Equity 

One common strategy is to create a new sub-brand as an individual brand combined 

with an existing family brand or company (Keller, 2008, pp.481). Brand extension is 

described as when “a company uses an existing brand to introduce a new product, 

including line extension and category extension”. Brand extension would help to 

improve brand image, reduce risk, clarify brand meaning, enhance the present brand 

image, and obtain more benefits (Keller, 2008, pp.495). 

CSR activities could help an existing family brand expand brand equity, and it is also 

beneficial to a new sub-brand, as a successful brand can affect and help its own sub-

brand develop at a faster speed.  

3.2.2 Factors Affecting Business Growth 

There is no doubt that there are many factors that can influence business  growth，

and after a second literature review, we found that strategy, culture, marketing, 

structure, management, and innovation were more important for business growth than 

other factors, while the relations between these six factors and CSR were more closely 

realized after two typical case studies. We will detail them one by one below. 
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3.2.2.1 Corporate Strategy as a Vital Factor in Business Growth 

Corporate strategy is determined or revealed by purpose, goals, objectives, and 

production design and policies in order to achieve those goals. In an organization, 

whether it is a big one or a small one, corporate strategy is a guideline applied to the 

whole enterprise, which focuses on resources and changes the distinctive competence 

to a competitive advantage (Foss, 2003).  Corporate strategy determines the success or 

failure of key business activities. It is a prerequisite factor for achieving a rational 

goal and is a basic, efficient development tool that can affect the future growth of the 

company. 

Business strategy follows corporate strategy and the two cooperate with each other in 

order to make more profit for an organization. A company sets up the strategy based 

on the understanding of the internal company and research on the external 

environment in the long run. The objectives and goals reflect the wishes of the 

company in a specific time period based on the current situation and future direction 

(Kerin, 2009, pp.3). Employees should arrange their activities according to a strong 

corporate strategy in order to guarantee a healthy and orderly development of the 

company. It is worth highlighting that corporate strategy is a programmatic document 

used to promote growth and improvement.  

3.2.2.2 Corporate Culture as a Vital Factor in Business Growth 

Johnson and Scholes (1984) have defined culture as “the deeper level of basic values, 

assumptions, and beliefs that are shared by members of an organization”. 

 

It can help employees to have clear ideas for what they need to do and increase 

production with the help of corporate culture awareness (Deal and Kennedy, 1982). In 

addition, culture tells employees how to face unfamiliar questions or situations and 

respond to them as soon as possible (Zahir, John and Mike, 1997).  
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3.2.2.3 Marketing as a Vital Factor in Business Growth  

The size of marketing decides the scale of business and the depth of marketing 

reflects the profit of business. If there is no market, what is the purpose for existing? 

Obviously, the answer is to increase consumer awareness. So marketing is the main 

issue to be considered when in the process of expanding business. If the customers or 

marketing are amplified, then the performance of the company will also increase 

gradually. Nowadays, nations believe globalized trade growth is important to their 

economy. International trade opens the gate for new entrepreneurial opportunities all 

over the world. It provides a greater choice of goods and services for a country‟s 

people, and creates more jobs in many countries (Wild, 2012, pp.162). 

3.2.2.4 Structure as a Vital Factor in Business Growth 

“An organization is a tool which people use to coordinate their actions for obtaining 

something they desire, in other words; it can help them to achieve their goals.” It can 

respond to or satisfy the needs of customers (Gareth, 2010).  

 

Furthermore, structure of organization is important, as it is “the formal system of task 

and authority relationships that control how people coordinate their actions and use 

resources to achieve organizational goals” (Gareth, 2010). Through controlling 

coordination and motivation of employees, it can better achieve the goals of the 

organization. Each employee takes effective responsibility for creating value for the 

company, because the classification of responsibilities for each employee is in 

accordance with their natural function (Glenn and Adrian Carr, 1996).  

3.2.2.5 Managing as a Vital Factor in Business Growth 

Management of an organization has three main functions, which focus on 

maintenance, adaptive, and managerial aspects. Among them, the adaptive side 

includes research and development, market research and long-range planning (Gareth, 

2010). In actuality, an organization needs to have a well-planned overview of what 
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needs to be done before starting, as it is a step that can ultimately decide a project‟s 

success or not. 

3.2.2.6 Innovation as a Vital Factor in Business Growth 

Innovation is an organized and extended process of changing bright ideas to 

successful realities, not just a simple flash of inspiration (Bessant et al. 2012, pp.73). 

Having innovation needs the spirit of entrepreneurship, which includes a passion to 

change things, and being prepared to face challenges, take risks, and to have the 

enthusiasm and energy to start a venture and pick up other supporters along the way 

(Bessant et al. 2012, chapter 2). At the same time, the spirit of innovation can help a 

company continuously improve and create many more new products that can change 

the world. 

 

A social entrepreneur is someone who is able to use a traditional entrepreneurial 

principle to create, organize, and manage a venture that can change society. To make 

such a thing happen, it requires absorbing and learning new skills that sit alongside 

our current ways of managing and thinking about innovation or accepting new ideas 

(Bessant et al. 2012, pp.73). The first thing that needs to be considered is how to 

create new knowledge and then how to manage innovation. 

 

Focusing on and having consideration for innovation is also an effective method to 

improve business performance, because it is also a way to think outside of the box. It 

is a chance to expand markets and find essentially a blank field to take advantage of. 

An innovative company will no doubt possess great potential and will become a 

charming enterprise.  

 

3.3 CSR and Business Growth 

Peloza (2003) said that “CSR can offer a crucial advantage to managers by providing 

a means of insuring financial performance against negative events.” He directly 
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pointed out that CSR is able to effect financial performance and can play an important 

role in business growth.  

 

Even more, in the introductory section of the recent report written by the World 

Business Council for Sustainable Development (WBCSD, 1999) there were certain 

relevant keywords written that should be noted, such as “business benefits”, “could 

destroy shareholder value”, “control risks”, “identify market opportunities”, 

“improving reputation”, and “maintaining public support”, all pertaining to Corporate 

Social Responsibility. These phrases are the components that will influence business 

growth.  

 

In addition, Moir (2001) said that “CSR is the continuing commitment by businesses to 

behave ethically and contribute to economic development while improving the quality 

of life of the workforce and their families as well as of the local community and 

society at large.” As we can see, CSR is a beneficial tool for corporations to develop 

long-term relationships with others, whether it‟s internal partners or external 

consumers. In actuality, it is also important for business growth. 

 

Some researchers believe that if a company focuses more on social responsibility 

without or instead of maximizing profit, it will decrease the efficiency of the 

marketing mechanism and fail to achieve optimal allocation of resources. In other 

words, from the perspective of corporate governance, managers are the legal agents of 

shareholders, and their unique task is to maximize the wealth of shareholders. They 

will be treated as thieves if managers spend shareholders' money on pursuing the 

interests of the public and focusing on social responsibility (Friedman, 1970). 

However, most researchers tend to think that companies have a quite a bit of resources, 

and some of those resources should be spent on CSR-related activities and ensuring 

the betterment of society. It is a kind of enlightened self-interest for the company to 

take social responsibility into their concern, because focusing on CSR can not only 

improve the company's brand image but also help to build and maintain a good 

http://www.emeraldinsight.com.webproxy.student.hig.se:2048/journals.htm?issn=1472-0701&volume=11&issue=4&articleid=1943606&show=html#idb9
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relationship with the community and governments, better nurture and utilize talents, 

and further explore potentially profitable markets (Davis, 1973).  

 

The final aim of business growth is to achieve sustainable development. The most 

often-quoted definition for sustainable development is “development that meets the 

needs of the present without compromising the ability of future generations to meet 

their own needs". Sustainable development contains several vital factors such as 

economic and social well-being, and bettering the environment for the present and 

future. (Source from the internet: What is sustainable development?) CSR has the 

exact same goal as sustainable development. That said, CSR could realistically be an 

efficient tool and strategy for achieving sustainable development. 

 

The sum of these arguments concludes that CSR will bring a positive effect more so 

than a negative impact to a company. In other words, CSR is beneficial for business 

growth. Samy, Odemilin and Bampton, (2010) have selected 20 British companies to 

analyze, and the result was that CSR can most definitely be a strategy for sustainable 

business success, and it was determined that strategically investing in CSR will 

maximize profits and satisfy the demands of multiple stakeholders at the same time. 

3.4 Model 

This part is laying the groundwork for the anlysis and new modle in the later section 

by presenting those models. 

3.4.1 Managing Innovation Model 

This is a simplified model for managing innovation. In this model, there are mainly 

three steps for having innovation: generating new ideas, selecting the best candidates, 

and then implementation. Some external environment factors often restrict or impact 

this process, such as proactive linkages, strategic leadership, direction and 

deployment, and innovative organization.  

http://www.emeraldinsight.com.webproxy.student.hig.se:2048/journals.htm?issn=1472-0701&volume=11&issue=4&articleid=1943606&show=html#idb6
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Figure 3: Bessant and Tidd: Managing Innovation Model 

Source from: Lars Bengtsson (2012) 

 

Three Core Themes: 

 Generating new ideas. There are a variety of ways to generate new ideas, such as 

through inspiration, listening to customers‟ concerns and ideas, and combining 

new ideas into new areas to create new products and so on. Open innovation is 

also a popular way which uses external ideas and technologies with internal 

product development, and also allows internal intellectual property to be used 

with external commercial resources (source from lecture 5, B. Lars, 2012). 

 Selecting the good ideas. It is a difficult process because it is difficult to choose 

proper ideas and managers could not necessarily know the effects until afterwards. 

It would be a huge challenge if a manager chose the wrong option, and the game 

so to speak may end.  

 Implementing ideas. It is not only about balancing time, cost, and resources for 

project management, but one must also consider uncertainty.  
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External Factors: 

 Proactive linkages. These days, innovation is a global game which crosses 

boundaries of external organizations who could take part in innovative 

organization through being a source of finance, customers, suppliers, knowledge 

and skilled resources, as well as internal agencies. Nowadays, innovation is a 

multi-player game which means there are a variety of participants both from 

inside and outside of organizations (Bessant et al. 2007, pp.20). 

 Strategic leadership, direction and deployment. Innovation needs a clear strategy 

because it is about taking risks or venturing into new waters. At the same time, 

courage and leadership is also very significant for encouraging employees to 

move focus away from what everyone else is doing or what the company may 

already possess in a new field (Bessant et al. 2007, pp.19). 

 Innovative organization, which means the structure or climate within the 

organization promotes deployment of creativity and knowledge sharing. 

Managers need to determine an appropriate organization that can be the most 

suitable agency given the operating contingencies (Bessant et al. 2007, pp.19). 

3.4.2 Steps Towards Implementation 

The figure below shows the steps of implementation in an environmental management 

system, and there are seven stages that should be set up when a project starts. 

 
Figure 4: Steps Towards Implementation. 

Source from: Brorson and Larsson (2006) 



35 

 

 Commitment of Managers: To improve environmental work via setting up the 

project organization and giving a description of the project.  This maintenance 

includes financial and human resources, and the environmental management 

system must also be combined with other activities within the company, as well 

as ensuring that the management clearly understand related environmental issues. 

 Environmental Review: Researching the company‟s environmental aspects and 

the current environmental management system. The situation and methods for 

dealing with environmental matters should be detailed in this step. 

 Reporting and Analysis: Describing the aspects and impacts of the environment, 

and completing a revision of the preliminary environmental policies and 

formulating a final version containing an analysis of strengths and weaknesses. 

The importance of this step is to identify significant environmental aspects and 

explain the reasoning behind it. 

 Planning the Project: Research the scope and limitation, set an overall and 

detailed environmental goal. 

 Implementation and Operation: Project starts. “There must be access to special 

skills and support mechanisms if the system is to work efficiently”. 

 Assessment of the System: Make an assessment to decide whether the project 

meets the requirement or not, and then reward. This step includes internal 

auditing and external auditing. 

 Certification: Give a certification for this project, such as ISO14001 (Brorson 

and Larsson, 2006). 

3.5 Gaps of Literature Review  

Many researchers have shown studies about the importance of CSR and how to justify 

it, but there is still no theory that can guide companies on how to do it step by step.  If 

there is an existing a model that can identify detailed steps for companies who are 

interested in CSR-related activities, it would be an interesting area of research. 

Recently, enterprises have treated CSR more as a public welfare for making a 

contribution to society or providing feedback to customers, while at the same time it 

helps to improve brand equity and show consideration for society. The main gaps that 
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we have found during the literature review are that it seems enterprises need to 

consider economic benefits and how to ensure improvement in combination with 

CSR-related activities, which may not be such a simple task. 

3.6 Purpose and Research Questions 

The main purpose is to develop a model that supports firms to implement CSR for 

business growth. Based on the literature review, we found it was necessary to research 

how to achieve business growth with the help of CSR-related activities, as a business 

strategy. In this thesis, there are two research questions: 

- The first, why is CSR is important for an enterprise?  

- The second, how can CSR be used as a driving force to promote company growth? 

 

The first question is the basis or foundation for the second research question, because 

the leaders or employees need to understand the significance of CSR and achieve 

awareness of CSR first, and then it can be understood how to use CSR as a driving 

force to promote company growth. 

4. Case Studies 

Three companies are presented in this chapter: ABB, ZTE and Tencent. ABB and ZTE 

as two typical cases in which have been CSR-related activities were performed are 

introduced in this part. Tencent is a famous and popular company in China which has 

paid much attention to CSR-related activities. A survey has been done in Tencent 

which helps to understand the CSR activities. 

4.1 Background of ABB Corporation 

ABB is a Swedish-Swiss multinational corporation, with the headquarters located in 

Zurich, and it ranked 143 in the Forbes Ranking during 2010. ABB was founded in 

1988, joined by two different companies -- ASEA from Sweden and Brown, Boveri & 

Cie from Switzerland. ABB is an outstanding global leader in the field of automation 

and power technologies that work hard in reducing environmental impacts and 

improving performance. ABB also employs about 135,000 workers in roughly 100 
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different countries.  

 

ABB is not only the largest builder of electricity grids in the world, but also one of the 

most active companies in a variety of sectors. It focuses on five core fields, which are 

power products, power systems, discrete automation and motion, low voltage 

products, and process automation.  

 

The core business principle for ABB is “responsibility, respect, and determination.” 

ABB remains disciplined and obeys laws in every country, and has been open to 

different cultures with emphasis on treating all employees equally, and earning respect 

by respecting others. ABB is determined to obtain a win-win outcome for each 

stakeholder, stay innovative for customers, and achieve efficiency for the organization. 

  

The vision of ABB is to increase industrial productivity and reduce environmental 

impacts in order to help customers to more efficiently utilize electrical power, and in a 

sustainable way. In short, ABB would like to believe in the idea of “power and 

productivity for a better world.” The mission of ABB is to improve performance, 

drive innovation, attract talent, and act responsibly. The characteristics of its product 

glow with innovation and quality, which further helps to accomplish the goal of 

lowering environmental impacts and improving sustainability. In summary, ABB aims 

to attract and retain skilled employees, and offer a global, attractive work environment.  

4.1.1 CSR-Related Activities at ABB 

ABB endeavors to be an excellent corporate citizen in society, with its reputation and 

business being influenced by and related to social performance. In China, ABB 

contributes to making a better world through education support and poverty 

alleviation. There have been four main programs related to CSR that have been held 

by ABB: supporting education, environmental protection and climate change, 

humanitarian aid, and community development.   

 

Table 1: CSR at ABB 

app:ds:disciplines
app:ds:and
app:ds:laws
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Source from: the official home page of ABB 

Programs  Activities  Influence  Relation to 

Corporation 

Supporting 

Education  

- New Great Wall  

program 

- Vocational education 

program 

- ABB groups in Xiamen 

co-sponsor safety 

education books for youth 

- Elementary education in 

poverty stricken regions 

- Absorbing talents 

- Cultivating talents for 

society or themselves, and 

improving the overall 

level of education 

- It is beneficial for 

corporations to constitute a 

specific team or group. In 

other words, it is good for 

the organizational structure 

Environmental 

Protection & 

Climate Change  

- Reforesting the desert, 

and improving our 

homeland 

- ABB participates in 

Earth Hour 

- ABB volunteers are 

active in water 

protection campaigns 

- ABB has been helping 

to “green up” the 

Three Gorges area 

- Protecting the 

environment 

- Saving energy 

- It can help companies 

to improve 

competitiveness in the 

future 

- It is beneficial for 

corporations in that it 

helps to accomplish 

sustainable development, 

and it relates to 

organizational strategy. 

Humanitarian Aid  - ABB has donated 2.6 

million RMB on RMA 

to Yushu Victims 

- ABB has aided 

earthquake-ridden 

Sichuan 

- ABB has donated 1 

million RMB to 

helping victims in 

China‟s snow-stricken 

regions 

- Making contributions to 

society 

- Improving its reputation 

- Having a high level of 

organizational reputation can 

help the corporation to 

expand its markets 
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- ABB has donated 1 

million RMB to SARS 

relief in Beijing 

Community 

Development  

- Caring for the elderly, 

caring for our future 

- ABB volunteers are 

active in water protection 

campaigns 

- Increasing public 

awareness of 

environmental protection, 

and protection of water 

resources 

- Reducing the 

unemployment rate, and 

ensuring long-term 

cooperation, whether it is 

between employees or 

partners. 

- It is beneficial for 

organizational 

communication, whether it 

be internal or external. The 

constitution of volunteers is 

good for organizational 

management 

4.2 ZTE Corporation 

The full name of ZTE in English is the ZTE Corporation, and ZTE stands for 

“Zhongxing Telecom Equipment”. It is the largest listed company in the field of 

telecommunications equipment in China. In addition, it does well in its CSR-related 

activities, and CSR is certainly a beneficial and important long-term goal for ZTE.  

4.2.1 Background of ZTE 

ZTE was founded in 1985, and is a leading global provider of telecommunications 

equipment and network solutions. As a member of the UN Global Compacts, ZTE is 

committed to a vision of balanced and sustainable development in three aspects, 

including social, environmental, and economic arenas, respectively. What‟s more, 

ZTE is promoting communications freedom around the globe, and has incorporated 

innovation and technological convergence. It also advocates the concept of "touch 

green" into the product life cycle. This includes R&D, production, logistics, and 

customer service. As well, maximizing energy efficiently and minimizing 

CO2 emissions are important principles considered during their product creation and 

company development.  
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ZTE insists on continuing with technological innovation in order to create value for 

their customers. There have been 18 global R & D institutions that have been built so 

far in the United States, France, Sweden, India, and China. In the future, ZTE will 

continue to be committed to leading the global communication industries and is ready 

to face any challenges from its fellow global competitors.  

4.2.2. CSR-Related Activities in ZTE 

“Our CSR strategy is to pro-actively develop, implement, and improve CSR 

compliance throughout ZTE and its supply chain based on industry best practices, 

continuous learning, and improving efforts. Its objective is to develop into a global 

CSR leader in the long-term.” (Source from the homepage of ZTE) Table 3 shows 

what ZTE have done to contribute to society. 

 

Table 2: CSR at ZTE 

Source from: the official homepage of ZTE 
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Aspect Activity Effect Relation to Corporation 

Building 

Stronger 

Societies 

Through 

Information 

- Developing secure and 

highly efficient 

communications networks 

- Eliminating digital chasms 

- Establishing emergency 

communications 

- Closing the distance between 

people 

- Diversity of working methods 

improves work efficiency 

- Education is becoming more 

universal 

- The development of people is 

becoming more liberal and 

diversified 

- Greatly improving the quality of 

people's lives 

- Cooperating more fully within 

the scope of the world as a whole 

- It helps to further the 

development of technology 

within the organization and it 

is good for organizational 

innovation at the same time 

Human 

Resources 

- Equal employment 

opportunities 

- Incentives and career 

development 

- Making dreams come true 

- Reducing unemployment rates 

- It can be good for 

strengthening organizational 

structure 

Supplier CSR - Supplier code of conduct 

- Supplier choice 

- Supplier management 

- Keeping long-term cooperation, 

whether between employees or 

partners 

- Overall strategy will be 

improved within the 

organization 

Environmental 

Protection and 

Employee 

Health 

- Energy saving and 

consumption reduction 

- Green products 

- Health and safety 

- Environmental protection 

- Focusing on employee 

occupational health so that they 

can better utilize their talents and 

skills 

- Energy saving 

- Environmental protection 

- This can build a good image 

for the organization to both 

employees and the public. 

Meanwhile, it enhances 

employees awareness of 

environmental protection 

Social Benefits - ZTE care fund 

- Donations to poor schools 

and children 

- Aid for anti-Japanese war 

veterans 

- Making a lasting contribution to 

society 

- Improving its reputation 

- A high level of 

organizational reputation can 

help the corporation to expand 

its markets 
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Leading international corporations have realized the significance of CSR as a 

measured standard for selecting suppliers. ZTE held a training meeting on Oct 22, 

2010, with the aim of this meeting being to encourage supply chain partners to 

participate into implementation of CSR and focusing on sustainable development. 

Weimin Ye, as the vice president in ZTE, emphasized during the meeting that CSR is 

the common responsibility for the entire supply chain, and it is hoped that all of the 

members could join together to push forward with implementation of CSR. (Source 

from the internet of: Joint news agencies, ZTE hold the top suppliers CSR meeting) It 

is therefore clear that leading international corporations are using CSR initiatives for 

their selection of suppliers.  

4.2.3 Comparisons between the ABB and ZTECompanies 

ABB and ZTE have both taken part in many CSR-related activities. The business 

principle for ABB is “responsibility, respect, and determination” which means that 

responsibility has been integrated into the business strategy as a useful tool for 

developing business activities. In contrary, for ZTE CSR awareness is not combined 

with business strategy. ZTE focuses on CSR-related activities without considering too 

much in regards to philanthropy. If CSR-related activities can improve business 

growth, ZTE would likely pay more attention to performance aspects than they 

currently do. 

 

4.3 Tencent 

4.3.1 Background of Tencent  

Tencent Inc. was founded in November, 1998. It has become the most used internet 

service portal in China. In the last ten years, it has been able to maintain a fast-spaced 

growth and steady development.  The mission of Tencent is to improve the quality of 

human life through internet services. The roadmap for Tencent is shown below: 
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Figure 5 ：Peak Simultaneous Online User Accounts for IM Services (000) 

Source: The official homepage of Tencent.  

 

Tencent strives to look forward, enhance its innovation and development capabilities, 

and strengthen a nationwide brand in order to become the most respected internet 

enterprise.  

 Vision - to become the most respected internet enterprise 

 Mission - to enhance the quality of life through internet services 

 Management Philosophy - to care for the development of employees 

 Values - integrity, proactivity, collaboration, and innovation  

 Human Resource Development - emphasis on employees‟ training and 

consideration of employees as a valued asset 

 

Tencent has many leading and popular internet platforms in China, such as QQ Instant 

Messenger, QQ Games, QQ.com, Qzone, SoSo, 3g.QQ.com, Tenpay, and PaiPai, 

which have helped to establish an enormous online community in China and have met 

the needs of various internet users regarding issues such as e-commerce, information, 

entertainment, and communication. On 2011-9-30, the active accounts of QQ users 

reached 711.7 million, and the peak concurrent users for QQ IM amounted to 145.5 
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million. Tencent‟s development has undoubtedly heavily influenced the millions of 

internet users‟ ways of life and communication methods. 

4.3.2 CSR-Related Activities in Tencent 

The information regarding CSR-related activities for Tencent was provided by Mr. Li, 

who is an R&D engineer that has been working at Tencent since from the year of 

2010.  

 

Alongside its fast development, Tencent feels a great sense responsibility. As Mr. Li 

said, “Tencent is not an isolated enterprise, rather it has many partners such as 

government, other enterprises, information from customers, society, and so on.  

Tencent not only needs to be responsible for stakeholders, investors, and employees, 

but also must consider users and society as a whole.” 

 

As the vision of Tencent states, it wants to become the most respected internet 

enterprise. Mr. Li told us that, “In order to fulfill that vision, Tencent actively takes 

part in public charity programs, undertakes social responsibility, and promotes civil 

internet communities. The original intention for Tencent‟s participation in CSR-

related activities was to help people as much as possible, and to do something truly 

meaningful.” 

 

Tencent Charity Fund 

In 2006, Tencent‟s management team made a preliminary decision about developing 

public welfare charity activities with relevant finance support, which called for an 

investment of more than 10 million RMB each year. At first, Tencent did not know 

what kind of activities they could participate in, however after consulting with 

Chinese government, it decided to focus on a charitable foundation form. In 2006, it 

set up the Tencent Charity Fund （gongyi.qq.com）to care for disaster relief and 

disadvantaged people, to assist impoverished communities, and to help improve 

education for youth. Tencent has completed many public charity projects in China, 

and has striven to become a good corporate citizen and to make a lasting contribution 



45 

 

towards building a harmonious society. The Tencent Charity Fund is no doubt a strong 

platform for presenting its interest in social responsibility.  

 

Leader in Tencent Charity Fund 

Kaitian Guo, as the vice president and chairman of the Tencent Charity Fund, takes 

charge of CSR-related activities. He has experienced the full development of Tencent 

from a small company to its present position as the biggest internet company in China.  

 

CSR-Related Activities 

Tencent has been focusing on a variety of things in order to work on CSR, mainly 

centered around seven programs that include projects for: basic education 

development, poverty relief, disease aid, environmental protection, establishing a 

public welfare network, and nurturing the skills and talents needed for development 

projects and volunteer projects at Tencent.  Here are some examples regarding CSR-

related activities at Tencent (Source from the internet of: the official homepage of the 

Tencent Charity Fund): 

1. With International Children‟s Day approaching, Tencent‟s foundation has 

provided for more than 70 000 orphans with public insurance for serious illnesses 

in Qinghai, Henan, Shanxi, and other provinces. Since Tencent‟s foundation was 

established, more than 550 000 orphans have received donations in the form of 

insurance for serious illnesses in over 20 provinces, such as Sichuan, Ningxia, 

Tibet, and so on. The insurance for illnesses covers ailments such as leukemia, 

brain tumors, acute renal failure, and myasthenia. This foundation offers hope for 

child patients, and supports them in ways that others have not. 

 

2. Tencent‟s foundation has launched an activity that focuses on delivering nutritious 

food to hungry children since the 1
st
 of June, 2011. Even a mere two or three 

RMB could help many hungry children receive a nutritious meal in poverty-

stricken areas.  

3. Caring Angel Action: paying attention to orphans and disabled children. Tencent‟s 
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foundation provides help through encouraging orphans and disabled children to 

actively participate in various entertainment activities.  

 

Beside those charitable activities, there are a variety of others activities. For instance, 

30 000 school desks were provided by Tencent‟s foundation, and special funds were 

provided for focusing on protection of forest resources, and so on.  

 

CSR Strategy  

Mr. Li said “The CSR strategy at Tencent is to greatly unify the user value and social 

value in order to realize harmonious development, which helps to obtain economic 

and social benefits.” For the company and founding members of Tencent, the charity 

foundation is a platform that can make a contribution on society both for employees 

and the company. This platform can help many more people become aware of and 

encourage participation in CSR-related activities, with the ultimate goal being to 

improve the environment in regards to corporate social responsibility in China. 

 

CSR Report 

On 2008-11-11, Tencent released its first CSR report. This report recorded the CSR-

related activities that it had participated in during the previous ten years. It was the 

first time that information was shown concerning issues such as staff training, culture 

construction, internal management, information security, and other positive influences 

related to enterprise. A CSR report is an effective way to sum up activities related to 

social responsibility as well as share experiences with other enterprises.  

 

Tencent has done a strong and active job in participating in activities related to social 

responsibility, and it has been beneficial in expanding the market share of the 

company‟s products and services, increasing the staff's cohesive and faithful forces, 

and improving brand equity, which as a result has helped to increase the company‟s 

influence in the industry.  

The Tencent Charity Fund is the first welfare association that has been set up by the 
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company. In accordance with the objectives of „devoting to charity enterprises, paying 

attention to the growth of youth, advocating company and citizen responsibility, and 

developing social harmonious progress‟, the Tencent Charity Fund not only strives to 

enter into a so called “charity 2.0 mode” through applying itself towards working on a 

deeper integration between internet and charity affairs via the utilization of the 

various technologies and advantages of the internet, but it also promotes development 

of new ecological public welfare. Moreover, the Tencent Charity Fund aims to 

advocate the public welfare-related value of „sharing love to build a wonderful life‟ 

for the sake of promoting public acts of charity. All in all, the Tencent Charity Fund 

plays a significant role in promoting contribution towards positive social 

responsibility. 

4.3.3 Results of Questionnaire 

Integral Structure 

The questionnaire consists of two parts: the first part contains the basic information of 

the respondents in order to give an overview of the company, and the second part 

gives out a detailed discussion of CSR within the company. Fifty questionnaires were 

issued in total, but only twenty-eight had been adopted effectively. The survey unit is 

the Tencent Company and the respondents all hail from Tencent. 

 

The Results of Part One  

Through the first part of the questionnaire, we gained some basic information about 

the respondents, such as working responsibilities and working hours. At the same time, 

we gained a deeper understanding about the background of the company, which 

helped us to find key points useful for searching for materials about Tencent on the 

internet. 

 

The Results of Part Two 

There are some figures below that present the results of various questions within the 

questionnaire. The horizontal axis represents the different options and the vertical axis 

represents the number of choices. As Figure 7 shows the results for the first question, 
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it appears that most people have a high awareness of CSR and agreed that CSR 

implementation plays an important role at Tencent. As Figure 8 displays, every 

respondent agreed that CSR-related activities could help the company improve brand 

cognition, and an independent department is in charge of those activities. From Figure 

9, it seems that the aim of CSR implementation is to improve the reputation of the 

company and to shoulder social responsibilities. The Tencent Charity Fund always 

arranged CSR-related activities, and employees believe that the strength of 

propaganda and widespread awareness need to be reinforced, as Figure 10 exhibits. 

Propaganda especially is needed because it is a way to bring in more people who can 

take part in implementing CSR (refer to Figure 11). According to Question 11 in Part 

Two, most respondents thought that the main incentive for the company to develop 

CSR–related activities was out of a positive human nature, based on things such as 

mercy and compassion, and most respondents were also under the belief that those 

activities could help the company improve brand equity, understand local culture, and 

maintain sustainable development (question 12). Based on the results of the last 

question, most people agreed that CSR is a useful tool for improving business growth 

(refer to Figure 12). 

 

   Figure 6： CSR Cognition (Question 1)   Figure 7： CSR Importance (Question 2) 
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  Figure 8：  Motivation of CSR (Question 6) 

 

 

Figure 9： Improvement (Question 9)         Figure 10： Propaganda (Question 10) 

 

 

  Figure 11： Incentive (Question 11)           Figure 12： Contributions (Question 12) 
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   Figure 13： Useful Tool (Question 13) 

5. 6A Model Development 

The 6A Model is thoroughly explained in this chapter, including addressing concerns 

such as how the 6A Model was proposed and what the 6A Model actually is. At the 

end of this section, there is a presentation of some external factors that need to be 

considered when applying this model.  

5.1 Origin of 6A Model 

CSR is becoming more and more popular in business-related fields. However some 

institutes have yet to comprehend its real meaning, and just take it as an advertisement 

tool used to expand brand publicity. In the case study involving Tencent, it was well-

adjusted to CSR and its activities had a big impact on the company. In order to have a 

clear understanding of Tencent‟s relation to CSR, we designed a questionnaire. 

Through surveys we discovered that most of their employees are already CSR-

conscious, and Tencent employees are encouraged to carry out CSR-related activities. 

Tencent also has a specialized CSR Department, and regularly conducts CSR-related 

activities. 

 

However, we think it is better to have a visual model to guide them. After this case 

study and literature review, we realized that it is time to create a model to show to 

companies for the purpose of illustrating how CSR can be used as a tool or a business 

strategy to promote sustainable and healthy business development. As a result of the 

fact that from a theoretical point of view there is no model to guide a clear way for an 
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enterprise to participate CSR-related activities, as well as from a reliability aspect, 

companies that participate in CSR-related activities seem to participate in a way that 

appears as if they are exploring and looking for a way to find a possible solution. If 

there is a possible solution that could combine CSR with future deployment and can 

guide a company to move forward, it would be worth further research. Therefore, the 

aim of this model is to help understand how to use the powerful tool of CSR as a 

driving force to promote business performance.  

 

The importance of CSR has been researched throughout multiple studies, whereas 

how to utilize CSR as an effective business strategy is a relatively underdeveloped 

area. Great effort and inspiration must be put forth before the most effective model is 

discovered. Many models have already been referenced, such as the Managing 

Innovation Model (Bessant et al. 2007), the Step Toward Implementation Model 

(Borsson and Larsson, 2006, pp.25), and so on. Therefore, armed with our 

understanding and creative thinking, we set up the 6A model in order to show, guide, 

and help a company to better itself by way of CSR. 

 

According to the Managing Innovation Model, there are three main stages: generate, 

select, and implement. This can not only used to describe a creative process or 

improvement procedure, but it can also be appropriate for organizing CSR-related 

activities.  Since if a company participates in no CSR-related activities it is considered 

a new creative process for the company, and if a company does try to participate in 

CSR-related activities it could be considered an improvement procedure, the three 

steps in the Managing Innovation Model can also be applied to organizing CSR-

related activities. The “generate” and “select” parts of the model are used to make 

plans regarding CSR-related activities for choosing a suitable option for later 

implementation. “Implement” in our model is about putting the plan into action. 

Afterwards, an assessment is necessary in order to analyze the results and potential 

insufficiencies. However, we think these three stages are not sufficient for guiding a 

company into a win-win situation.  
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After a deeper focus on literature review and case studies, we found a model called 

the Step Toward Implementation Model -- the first two stages are “managerial 

commitment” and “environmental review”, and we think these stages are suitable for 

forming the foundation of our own model. A specialized department tasked with 

managing CSR-related activities is a good way to control and understand the situation, 

and show the importance of CSR within the organization. Environmental review plays 

a crucial role in the process as well because it is the method in which information is 

gathered from various members of the industry and society. Therefore, these two 

concerns are necessary preconditions in making an effective plan. 

 

Through the discussion above, we worked hard and finally established our own model 

called the 6A Model, which represents six stages. The six stages reflect six aspects 

which can affect growth of improvement within a company.  There is one concern in 

particular that always seems to be ignored by companies, which is “awareness”. We 

think that awareness should be handled in the first step because it is the basis for 

many other important things. 

 

In conclusion, the six stages of the 6A Model are: awareness, actuator, atmosphere, 

arrangement, action, and assessment.  

5.2 What is the 6A Model? 

The 6A Model shows a clear and concise outline that can be used step-by-step to 

identify how to realize business growth with the help of CSR. In this model, CSR is 

the main driving force used to push forward the improvement of the company. The 

final purpose is the progress of the company. This model explains how to achieve that 

final purpose; six steps are briefly represented by six words: awareness, actuator, 

atmosphere, arrangement, action, and assessment. As well, the six steps are a 

circulative procedure that can be used to accomplish the final goal.  
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Figure 14: The 6A Model 

 

 Awareness - This means a company needs to have awareness of CSR or make a 

conscious effort to know more about CSR. After increasing awareness of CSR, a 

company can apply CSR as a strategic tool in a more effective way, and 

understand how to do it later as well; it is the foundation for moving forward. 

Companies in different stages could have different understandings of CSR, and 

their level of awareness may be completely different. So, the model is a circle, 

and CSR awareness is a step that is repeated, rather than functioning as simply a 

one way process. As well, this point is related to certain factors that could affect 

business performance, such as corporate culture, innovation, and strategy. In 

practical application, Tencent realizes its social responsibility comes along with 

increasing concerns. To Tencent, their responsibility is not only to stakeholders 

and suppliers, but also to loyal customers, and to the development of internet 

industries. Tencent‟s awareness of CSR comes from its social influence. 
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- The degree of cognition impacts corporate culture.  When a company has a deep 

understanding of CSR, they are able to consider society and the environment, as well 

as their responsibility to each, in the long-term, as well as the improvement of 

corporate culture. As evidence, corporate culture can help to promote business growth, 

and CSR can also make a great contribution towards enhancing corporate culture 

through long-term development, rather than simply focusing on benefits in the short-

term.  

 

- The degree of cognition impacts corporate strategy. The vision of ABB is to increase 

industrial productivity and reduce environmental impact. The awareness of CSR has 

connections to business strategy, and can assist the company in achieving an effective 

business strategy. 

 

- The degree of cognition impacts corporate innovation. At ZTE, the company takes 

activities such as energy saving and consumption reduction and securing a highly 

efficient communications network as powerful benefits and incentives for the 

company to research new technologies and products. CSR provides an orientation and 

strong incentives for a company to make arduous efforts. 

 

 Actuator - This means that a company needs to have a special department for 

dealing with CSR-related activities, which could also help to collect information 

and handle daily arrangements. This actuator needs to contain many different 

positions, such as a leader, a specialist, technicians, loyal customers, employees, 

suppliers, and so on. Also, members in the department may change regularly 

since different CSR-related activities may require different participants and 

consultants, so the members that make up this group are not permanent. 

Obviously, it would help an enterprise to have a clear structure, and it would be 

beneficial to manage and deal with related activities. In practical application, 

Tencent has created a department that takes charge of and specializes in CSR-

related activities. Kaitian Guo, as the vice president, takes charge of CSR-related 
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activities at Tencent. He has experienced the full road of development that 

Tencent has gone through, from its days as a small company to becoming the 

biggest internet company in China at present.  

 

 Atmosphere - This means that the company needs to be aware of competitors‟ 

CSR-related efforts. For example, the company needs to know what competitors 

have done, and what competitors will do, regardless of the field. The company 

also needs to be concerned about what it has done as well, and future tasks and 

potential troubles are both critically important to be familiar with. When the big 

picture and definite conditions are understood, CSR-related activities could 

become a powerful driving force for improving business performance and 

management efficiency, and from there CSR-related strategy can be combined 

together with business strategy. In practical application, Kaitian Guo had a deep 

understanding of the company and the industry as a whole, but this step seemed 

to be ignored by Tencent as there was no information that showed Tencent 

established a detailed report concerning CSR-related activities amongst 

competitors. Instead, Tencent consults with the government. This process could 

help the company understand government requirements, and focus on long-term 

development in that direction. Also, this step is useful for helping the company to 

comprehend the meaning behind what corporate culture actually is, and it can be 

valuable in helping to establish a suitable strategy. 

 

 Arrangement - This is about establishing a plan for CSR-related activities. In 

this part, lots of ideas will appear, but how to choose the right one among them 

should be a careful consideration. A relatively detailed plan must consider the 

iron triangle: time, cost, and resources. If at a particular stage the aim of the 

company is to save resources, there may be relevant CSR-related activities that 

could aid in doing so, such as the promotion of energy-saving emission 

reductions. Therefore, this concern would align with the strategy of the company. 

For Tencent, CSR-related activities were planned by consulting with relevant 
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ministries and by paying attention to current politics and world affairs. Marketing 

is another factor which must be considered. For example, when public activities 

have become a trend for showing the power of a company, CSR-related activities 

are a tool that can be used to close a market. So as can be seen, business strategy 

and marketing are both important aspects that need have careful thought put into 

them.  

 

 Action – This means to act according to arrangements. In this process, lots of 

emergency situations may appear. Balancing the iron triangle, making appropriate 

changes according to progress and having timely communication with relevant 

people are all crucial for achieving the best output. Therefore, a company can get 

in touch with its final customers, understand their needs and concerns, reduce the 

gap between China and Western countries so as to expand marketing, and then 

effectively manage business operations. Tencent reports their CSR-related 

activities on the internet or to the general public via media, so during the process 

of action, many concerns are dealt with. As well, it would like to accept 

suggestions from the public. This can also be a useful strategy for managing 

brand equity for its business growth. 

 

 Assessment - A CSR report is written during a fixed stage, which helps the 

company to become aware of the current situation and analyze the aspects which 

need to be improved. It is a summary process that can help to coordinate 

company deployment and perform CSR-related activities. In this process, tacit 

knowledge can be changed into explicit knowledge and then back to tacit 

knowledge. It is a knowledge innovation process and is a means for competition 

in the future. Tencent also wrote a CSR report for evaluating the company‟s CSR-

related activities. In this process, the company can tell others what they have done 

in written form and keep a record of activities performed in order to improve 

future development. This is a very broad, general step, and the materials will 

form a foundation for future CSR-related activities, and could be useful for 
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managing the company, understanding corporate culture, and setting an effective 

business strategy. 

5.3 External Factors 

Application of the 6A Model mainly follows six steps. However two points which 

affect the impetus of CSR need to be mentioned.  

 The first is proactive linkage, which means the development of a company is 

affected by several factors such as culture, policy, environment, upstream 

suppliers, and downstream customers. Nowadays, resources are shared globally 

and the speed of development is also decided by several external factors. These 

factors influence the process of CSR-related activities and can determine whether 

or not CSR would be a useful strategic tool. For Tencent, those external factors 

have all helped to encourage the company to participate in CSR-related activities 

to their fullest. 

 The second is strategic leadership, direction, and deployment. It means that 

implementation of CSR is impacted by the company‟s direction, strategic 

leadership, and deployment. If the leader regards CSR as an important concern or 

treats CSR as a direction worth developing towards, it would be easier for a 

company to execute CSR-related activities. For Tencent, managers in the 

company paid careful attention to such activities; it was undoubtedly a positive 

atmosphere for deploying CSR-related activities.  

Application of the 6A Model must carefully consider some external factors. It would 

be better for enterprises to adapt to the current culture, be aware of local policies, 

maintain a strong relationship with upstream and downstream suppliers, and take an 

organization‟s conditions into account, such as the attention paid to concerns such as 

leadership, development, and direction. The 6A Model could inform a company of 

how it may improve its growth with the help of CSR; essentially it functions like a 

guideline for assisting a company in achieving “win-win” scenarios that can also 

make a lasting contribution to society. 
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6. Verification of the 6A Model 

In this chapter, two research questions are answered using a combination of literature, 

case studies, and the 6A Model.  

6.1 Dou Peng Shan Restaurant  

The Dou Peng Shan (DPS) Restaurant has been used to test the 6A Model. 

6.1.1 Background of DPS Restaurant  

The Dou Peng Shan Restaurant, which was founded in January 2012 with 11 

employees and occupies 300 square meters, is located in Century Area in Guiyang 

City, China. Century Area is a newly developed region where a variety of 

businessmen invest, with the local government wanting to turn it into a new fashion 

and slap-up district in Guiyang City. Dou Peng Shan Restaurant is a hot pot restaurant, 

and special effort is given to ensure that the soup in the hot pot is natural and 

delicious because the strategy of the restaurant is to provide an experience that is 

“close to natural, providing the most delicious and healthy food for customers.” 

6.1.2 CSR-Related Activities at DPS Restaurant 

DPS Restaurant has taken part in some basic activities related to CSR. For example, it 

makes sure to hire several adults from migrant families in order to help relieve some 

of the pressure that less fortunate residents may face. Also, in order to adhere to the 

restaurant‟s mission, the materials are chosen and decorated as naturally as possible so 

that it may offer a pollution-free environment for customers. Since DPS Restaurant is 

in a new and developing region, being conscious about the environment is something 

held in high regard by both the staff and the local government. Therefore, they have 

also established an advanced exhaust system and possess appropriate garbage 

processing equipment. The information obtained relating to DPS Restaurant has all 

come from the introduction given by Mr. Kong during the period of April, 2012. 
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6.2 Why is CSR Important to Enterprise?  

 

 

 

 

 

 

 

Figure 15：The Influence on the Enterprise 

1. CSR could help a company to enhance its brand equity. 

Brand, a valuable asset, affects corporate image. Brand equity is something that 

cannot be handled with money alone. It is built over a long period of time and great 

efforts must be put forth both in order to establish and maintain it. Enterprises must 

put forth their best efforts to improve brand equity, and CSR is a very useful tool that 

a company can utilize in order to maintain that brand equity.  

 

According to literature review regarding brand management, the improvement of 

brand equity contains four main steps, which tend to be complex and can be difficult 

to control. Brand elements such as brand name and packaging are designed by 

companies whose CSR-related activities have less influence on those elements. 

However, CSR can play an important role throughout each step of the strategic brand 

management process.  

 

According to the CBBE Model (from literature review), brand identity, brand 

meaning, brand response, and brand relationship are major factors that affect brand 

image, and CSR-related activities can be of assistance in improving that image. For 

example, ABB and ZTE both conduct a variety of programs related to CSR. When 

people hear about these activities, it is only natural for them to associate the activity 

with the company, which helps to improve brand equity. Combining the CSR-related 

activities with the appropriate target market, and according to market trends, is an 
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even better way to improve brand equity. For example, a company that attempts to 

design a CSR program and activities that are in accordance with a target market are 

often linked within the scope of customer service.  

 

At Tencent there have been a variety of CSR-related activities, which were also 

promoted throughout the media during the entire process. This is a way that the 

company can expand brand awareness while at the same time educating people about 

other groups of people that need their help. In China, Tencent has been a platform that 

is able to spread information to hundreds of millions of Internet users, and the 

influence of Tencent is without a doubt large enough to cause a serious change in the 

lifestyles of the people. Tencent now has a responsibility to not only maintain the 

development and stability of the Internet, but also to affect the growth of the younger 

generation in a positive way. The influence from CSR-related activities that Tencent 

organizes is very beneficial towards spreading awareness of social responsibility and 

propagating relevant knowledge. As well, customers will likely experience a warm, 

kind feeling in their hearts when they learn that such activities were organized by 

Tencent.  

 

2.  CSR could a help company to better understand local culture. 

An old proverb says, “When in Rome, do as the Romans do.” If one company is not 

aware of or well-suited for the culture of a nation, it can be difficult to do business or 

expand into that market, because culture is like an unwritten rule in the game of 

society that can restrict the progress of company if not well understood. Regarding the 

theory of culture as discussed in the literature review, there are six dimensions that 

need to be considered when designing CSR programs. Afterwards, during the process 

of implementing CSR-related activities, a company will be much better equipped to 

understand the local culture. During the implementation phase, the company also has 

a chance to come into contact with the local people and better understand the local 

lifestyles. For example, the movements of community development from ABB and 

the social benefits provided by ZTE, those movements provide many opportunities for 
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the companies to integrate into society and adapt to the national culture. Tencent has 

organized CSR-related activities according to the current situation within the country, 

which has functioned as a way to understand what has happened recently throughout 

China, and it allows them to take part in making a contribution towards society and 

integrate into the local culture. For such a company, it can truly be a platform for 

understanding life in the mainland. 

 

3. CSR could help a company to expand its marketing. 

When cooperating with others, companies all have similar factors to consider: culture, 

market position, and market influence. A situation in which a company hopes its 

suppliers hold a correct attitude towards CSR can be shown by examining ZTE and 

ABB. This means that improving the awareness of CSR could help a company to 

reduce the distance between it and other established companies and find common 

ground for communication and the building of friendships. The consciousness 

towards CSR in Western countries tends to be superior to that of China at present; if a 

Chinese company wishes to be an international and excellent multinational enterprise, 

it needs to keep a watchful eye on international news. If Tencent wants to expand into 

foreign markets, it will beneficial for the company to first establish strong public 

support through the use of CSR. Likewise, if a foreign company wishes to expand into 

the Chinese market, it should organize some CSR-related activities within China. 

ABB, which endeavors to launch events focusing on CSR within China, is a good 

example. In international business, CSR can also be an excellent communication tool 

that can create common interest points and help to obtain more business opportunities. 

CSR is undoubtedly an important factor that can have a strong impact on a company‟s 

marketing efforts.  

 

4. CSR could help a company to acquire new talent. 

An old saying in China is, “It is better to teach one how to fish than to just give him or 

her fish”. There is a program in ABB called Supported Education. In this program, 

ABB provides educational support for less fortunate students by funding them and 
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helping them attend school. On one hand, it greatly benefits those who could truly use 

a little extra help in their lives, but on the other hand, it can also be a long-term 

investment as a method for acquiring future talent and ingenuity for the company.  

 

5. CSR could help a company to adapt to competition. 

According to literature review focusing on the subject of innovation management, 

knowledge follows a path going from tacit knowledge to explicit knowledge, and 

finally back to tacit knowledge. At first, knowledge related to CSR is not necessarily 

about paying attention to or having great knowledge about a company. After much 

effort, CSR becomes more of an internal essence and can be an innovative tool for 

adapting to future competition in a business environment. For example, when a 

company designs a new product, it is necessary to consider social responsibility 

because kindness and consideration is an important future direction for development. 

Tencent for example has done an excellent job in this area, and it has therefore 

become a valuable and competitive tool for the company. 

 

6. CSR could help a company to improve customer satisfaction. 

Consideration of CSR-related activities includes examining aspects related to the 

environment and social responsibility. The important thing to remember is to not 

focus on things that only benefit the company in the short-term. If people are able to 

benefit from such activities, they are likely already present customers or will become 

potential customers. Knowing this, having a CSR program that benefits citizens will 

undoubtedly increase customer satisfaction, as well as increasing benefits for the 

company in the long-term. 

 

7. CSR could help a company to achieve sustainable development. 

CSR is one of the initiatives related to achieving sustainable development, and it can 

be an important long-term strategy for the sustainable development that is necessary 

in order to deal with complex issues such as balancing the economy and ensuring that 

there is an environmental and social well-being in the present and in the future. 
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Adopting an effective CSR program can provide assistance for a company wishing to 

achieve this kind of situation.  

 

CSR will be an important development trend in the future. When a company decides 

on a long-term strategy, CSR is an area which needs to be considered very seriously. 

It can help an enterprise to advance in reasonable orientation, improve its reputation, 

improve customer satisfaction, adapt to local culture, acquire talent, and expand into 

new markets. In a word, CSR is so important to a company that it should garner a 

great deal of respect. For example, Tencent‟s vision is to be the most respected 

Internet organization out there. CSR has been a very useful tool for helping Tencent 

gain respect from the public and achieve this vision. ABB, ZTE, and Tencent are all 

very strong examples as a matter of fact, as the rewards they have harvested have 

been great, and their brand equity, product credibility, and employment of talent have 

all improved. Unquestionably, it is worth having a high respect for and a strong 

understanding of CSR.  

6.3 How Can CSR Be Used as a Driving Force to Promote 

Company Growth? 

As introduced above, the aim of the 6A Model is to guide the company towards 

further development by means of utilizing CSR as a driving force or a strategy. In the 

case of the DPS Restaurant, the company has been set up within a relatively short 

period, and it strives to provide natural and healthy food for its customers. In this 

section, we apply the model into the company in order to test its actual feasibility. 

 

The First Step is to Have Awareness 

The DPS Restaurant is a new company which has had no awareness of CSR from the 

start. One of our investigators initially went to the company to discuss the importance 

of CSR, and the investigator was able to speak with Mr. Kong (who is the boss of 

DPS Restaurant) and explain that CSR can be very beneficial to the company, and the 

results and effects have been shown in research question 1. This part was simply a 
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process that focuses on improving awareness of CSR. Since the DPS Restaurant has 

increased its awareness of CSR, it has increased its concern for social responsibility 

accordingly. This key point has helped to increase the competence of the company 

and remind them that simply focusing on direct benefits is not responsible or wise, 

though despite that it can still be highly beneficial for future development. 

 

The Second Step is to Set an Actuator 

In this step, the boss of the DPS Restaurant has been the manager that is responsible 

for implementing the 6A Model. The whole experiment regarding CSR-related 

activities has been implemented or managed directly by Mr. Kong. 

 

The Third Step is to have an Overview of the Industry and Company as it relates 

to CSR 

From the third step to the sixth step, we refer to the model of Managing Innovation 

that was mentioned during the literature review, and the concept of “generate-select-

implementation” plays a particularly vital role in the 6A Model.  

 

(1) National Culture Overview 

According to the research of Hofstede (2010), four dimensions regarding national 

culture need to be considered in this section:  

 China is a country that has a large power distance, which means that the distance 

between a boss and his or employees can be considered remote. The underlings 

try to make a good relationship with the boss, a situation known as “guanxi” in 

Chinese. This concept is particularly important for building a good relationship in 

China, especially for business. Consequently, CSR can be a quite useful method 

for businessmen to establish a friendly relationship with the government or 

various other organizations.  

 China is a collectivist country. Looking at things from an overall perspective, 

CSR and its influences could be promoted rather easily through word of mouth. 

In other words, once someone has a new idea they tend to share it with others, as 
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is the nature of collectivism, and it can be a way to promote ideas and ways of 

thinking. This means that publicity can be quite effective in China.  

 China is a society with low uncertainty avoidance, which means that Chinese are 

more likely to try new things. That means that people tend to favor adopting new 

methods, and this can be a big market for presenting the elegance and usefulness 

of CSR as a strategic tool.  

 China is a society with long-term orientation, and CSR-related activities will 

certainly help to bring benefits to a company in the long-term, therefore it is a 

rather suitable relationship.  

 

(2) Business Overview 

In order to better understand the current situation of CSR in the catering industry, with 

the help of a researcher, a manager named Fanjie Kong researched a restaurant which 

boasts the best CSR-related record in all of Guiyang City. This research focused on 

what they can do and how they can do it when it comes to CSR, and it also provided 

him with ideas that could improve the organization‟s CSR-related efforts, giving him 

the belief that CSR is something that can actually be improved upon. As well, the 

manager researched various competitors to this particular restaurant. The research 

looked at whether or not their organizational culture contained an element of CSR, 

and if so, what type of activities occur. The result was simply that these competitors 

have not done much in the name of CSR. 

 

(3) Company Overview 

The manager Mr. Kong has presented his expectations of the organization. However, 

because the DPS Restaurant is still a fledgling business, it has only performed very 

basic activities related to CSR thus far. 

 

After this process, Mr. Kong obtained a clear overview and understanding of the 

company environment, industry, and culture, and deemed it helpful in managing his 

own restaurant more efficiently. 
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The Fourth Step is to Design a Plan According to the Current Situation of the 

Company 

(1) Free Captive Baby Fish 

The DPS Restaurant is located in a residential area, and naturally the target market 

primarily consists of local residents. The main goal of DPS Restaurant is to provide a 

healthy option for customers. Based on the situation of the restaurant, there was a plan 

that was developed called “free captive baby fish”. The plan was to work with 

children from kindergartens in the local area and to organize and encourage them to 

release baby fish into a nearby river. This is a way to educate younger children to love 

animals and helps them to have awareness of protecting the environment. At the same 

time, such an activity is beneficial to the company because the parents of such 

children as well as their teachers (both of whom are likely to be customers of the 

restaurant) can and will be taking part in these activities. This helps the company to 

expand their image and provide a positive impression of the restaurant, which will 

allow them to acquire future customers and improve brand equity. Not to mention this 

activity is also in accordance with the restaurant‟s development strategy, which is 

concerned with healthy and natural things. The budge for this activity was 1000 RMB, 

which includes the cost of baby fish, transportation, and other obligated costs. The 

date this activity was scheduled for was April 28, 2012, primarily because it was a 

weekend and would increase the likelihood of parents accompanying their children. In 

addition to all of this, the boss of the restaurant was also present and handed out 

discount coupons to the parents. Finally, safety was considered and shown to be an 

important concern, and the restaurant therefore hired a bus for transportation and 

convenience. 

 

(2) Body-building Apparatus 

There is also another plan developed called the “Body-building Apparatus” which is 

discussed below:  

New Age is a new residential area in Guiyang City, and there are many people living 

there. In order to protect their health, researchers have suggested to the boss to build a 
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body-building apparatus with the restaurant‟s logo in the area so that it can create 

publicity for the restaurant and improve its visibility. 

 

However, this action requires dealing with the local government, the construction 

bureau, or various other related organizations, and obtaining their approval. This 

bureaucracy can take up quite a bit of time, therefore it has proven to be difficult to 

directly implement. However, this activity was still a part of the planning for CSR-

related activities at DPS Restaurant. 

 

The plan discussed here, despite its difficulties to implement, also closely aligns with 

the mission of the restaurant, or in other words, it is beneficial towards developing an 

effective company strategy. In addition it also can help DPS Restaurant to establish 

closer relationships with its customers and utilize its business slogan more effectively.    

 

The Fifth Step is to Take Action Based on Planning 

Throughout the process of implementation, there were some problems: the first being 

that the enthusiasm was not as high as expected, with only 83 children applying for 

this activity, and the second being that there were children who had signed up but did 

not actually show up. The final count for participants in the activity was 51, with 51 

discount coupons also being distributed. 

 

Throughout this process, the DPS Restaurant gained opportunities to come into 

contact with its customers and to improve its reputation. Without a doubt, it has been 

a positive experience in regards to marketing, and has also shown to be a strategy that 

can be used to manage brand equity for its business growth. 

 

The Sixth Step is to Review the Activity in Regards to the CSR Report  

Although this research was beneficial for the DPS Restaurant‟s reputation, because of 

the time limitation the overall effect was not obvious. There were some parents that 

came to the restaurant with their discount coupons, but the number was less than what 
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was expected. It is an interesting method still, as children were able to benefit while 

also allowing DPS Restaurant to get something that it wants. Thinking outside of the 

box can certainly be an effective method of doing business. 

 

Despite a low turnout from parents with coupons, there are still some parents that 

clearly like the DPS Restaurant, and they have expressed interest in helping to 

publicize the restaurant. After that, there will surely be more and more customers 

coming to the restaurant, as already there have been customers who have come to the 

restaurant as a result of hearing about the “Free Captive Baby Fish” activity.   

 

After this experiment Mr. Kong has provided us with the income data of the restaurant 

since opening, as seen in Figure 17, where the x-axis represents the month and the y-

axis represents the income. As we can see from this figure, from January to April the 

income was always between 40,000 and 60,000, and then in May it suddenly rose to 

more than 80,000. There may be two reasons for such an occurrence: 1. Due to good 

management of the restaurant, returning customers have increased. 2. Our 

experiments were successful enough that the amount of customers has increased. 

Regardless, whether or not either CSR or the 6A Model has been helpful for the 

restaurant, Mr.Kong expected that the income will increase in July or sometime later. 

However, it is still the beginning for this restaurant in its quest to implement CSR-

related activities, and it can still acquire a great deal of experience that will prove 

helpful in planning the next activity in the future. 
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 Figure 16： Income of the DPS Restaurant 



69 

 

7. Conclusion 

When all of the above-mentioned factors are taken into consideration, a conclusion 

could be drawn that since CSR has become a popular topic for public concern it is 

certainly an area worth looking into, and as a result we examined a mass of literature 

reviews and found that a focus on how to improve business growth through the use of 

CSR-related activities was a topic that was rarely researched. As it is our 

understanding, the essence of an enterprise‟s existence is to obtain financial profits 

and improve business performance. It would therefore logically be beneficial for 

entrepreneurs to accomplish these goals by implementing CSR-related activities. 

Leading international corporations are already using CSR initiatives for their selection 

of suppliers, and CSR is one of the initiatives used for achieving sustainable 

development. Nevertheless, the problem is how to actually combine CSR-related 

activities with business performance and realize an ideal win-win situation.  

 

Two research questions have been made. The former is the foundation of the latter. 

The first research question concerns exploring the importance of CSR, which is 

manifested as the following: 

 

1. CSR could help a company to enhance its brand equity. 

2. CSR could a help company to better understand local culture. 

3. CSR could help a company to expand its marketing. 

4. CSR could help a company to acquire new talent. 

5. CSR could help a company to adapt to competition. 

6. CSR could help a company to improve customer satisfaction. 

7. CSR could help a company to achieve sustainable development. 

 

After that, the 6A Model is created on the basis of several related models and practice. 

It indicates how companies attempt to balance the relationship between business 

growth and social responsibility. It is a new model containing six steps that focuses on 

app:ds:entrepreneur
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improving a company‟s growth in combination with the idea of social responsibility. 

The 6A Model indicates the six steps for implementing CSR, as follows: Awareness, 

Actuator, Atmosphere, Arrangement, Action, and Assessment. Each step of the model 

corresponds to one of the listed aspects and has an effect on the improvement of 

growth, and the whole procedure is recyclable. The 6A Model was shown as in Figure 

15: 

1. Awareness: this is related to improving the awareness of CSR. As an important 

factor, it can impact the company‟s culture and restrict its improvement. 

2. Actuator: this means to set up a special department that deals with CSR-related 

activities; this can help the company to own a legible organization.  

3. Atmosphere: this means to have an overview of the company and the entire 

industry. How well we understand the national culture, competition, and the 

industry status may influence the success of our business. It can also be helpful 

for managing the company and improving its growth. 

4. Arrangement: this means to make a plan for CSR-related activities. This step can 

also help the company to achieve its strategic goals as soon as possible. 

5. Action: this means to actually implement the plan in the real world. In this step, 

the company has a chance to communicate with customers and better understand 

their needs and requirements. 

6. Assessment: this means to make an assessment after the activity in order to 

evaluate the gains and losses, and it can also be an innovative process for the 

company.  

 

The contribution of this thesis is as follows: the theoretical implications are that it 

explains the importance of CSR as it relates to improving a company‟s business and 

provides a new model to guide a company on how to achieve business growth in 

combination with CSR-related activities. Practically speaking, the 6A Model was 

applied to a real company known as the Dou Peng Shan Restaurant in order to test its 

reliability and better understand how to use the model in an actual business 

environment. 
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8. Future Research  

In this thesis, the 6A Model has only been applied to one company. However in the 

future, research can be expanded by looking into more enterprises from dissimilar 

industries in other countries. The establishment of a model dictates that it must be 

tested again and again, and it is therefore important that the model undergo further 

testing. In future studies, we hope more and more researchers will improve upon the 

model, and that after a mass of practical applications there will be many more 

valuable opinions and insights that can be incorporated. It will also be beneficial to 

consider the situation of a company within the context of different cultures; we hope 

that the characteristic of special cultures have been reflected in this model.  

 

Another issue, according to the current understanding of CSR, is that ISO26000 is not 

a certification standard. SA8000 provides a certification process, but it is still not 

generally accepted and adjusted according to China‟s national conditions. With that 

said, the researchers who are interested in this field may wish look into this, as well as 

other related issues.  

 

 

 

 

 

 

 

 

 

 

 

 

 



72 

 

References 

Belal, A. (2001), “A study of corporate social disclosures in Bangladesh”, Managerial 

Auditing Journal, Vol. 16 No. 5, pp. 274-89. 

 

Bengtsson, L. (2012), Innovation management lecture 2, Logistic and Innovation 

Management, University of Gavle. 

 

Bessant, J. and Tidd, J. (2007), Innovation and entrepreneurship, John Wiley& 

Sons,Ltd. 

 

Biggam, J. (2008), Succeeding with Your Master’s Dissertation. England, publish: 

Bell and Bain Ltd. 

 

Brorson, T. and Larsson, G. (2006), Environmental Management, EMS AB, S-104 22 

Stockholm, Sweden. 

 

Davis, K. (1973), The case for and against business assumption of social 

responsibilities, Academy of Management Journal, Vol. 16 pp.312-22. 

 

Davis, K. and Blomstrom, R.L. (1975), Business and Society, McGraw-Hill Book 

Company, New York, NY. 

 

Deal, T.E. and Kennedy, A.E. (1982), Corporate Cultures: The Rites and Rituals of 

Corporate Life, Addison-Wesley, Reading, MA, 

 

Foss, N.J. (2003), Firms, and Strategies: A Reader in the Resource-Based Perspective, 

Oxford University press Inc, New York. 

 

Friedman, M. (1970), The social responsibility of business is to increase its 

profits, The New York Times Magazine, Vol. 9 pp.32-3. 



73 

 

Gao, Y.Q. (2009), CSR in an emerging country: a content analysis of CSR reports of 

listed companies, Baltic Journal of management, Vol.6 No. 2, pp. 263-291.  

 

Gareth, R.J. (2010), Organizational theory, design, and change (sixth edition), 

Pearson Education, Inc. 

 

Glenn, B. and Adrian, C. (1996), Role sets and organization structure, Leadership & 

Organization Development Journal, Vol. 17 Iss: 4, pp.37 – 45 

 

Hofstede, G. J. and Minkov, M. (2010), Cultures and Organizations: Software of the 

mind, McGraw-Hill. 

 

Hooghiemstra, R. (2000), Corporate communication and impression management: 

new perspectives why companies engage in corporate social reporting, Journal of 

Business Ethics, Vol. 27, pp. 55-68. 

 

ISO (2002), Strategic advisory group on corporate Guidance on Social Responsibility: 

preliminary working definition of organizational social responsibility, ISO/TBM 

AGCSR N4, International Organization for Standardization, Geneva. 

 

John, J.W. and Kenneth, L.W. (2012), International business -- the challenges of 

globalization (sixth edition), Pearson Education.  

 

Johnson, G. and Scholes, K. (1984), Exploring Corporate Strategy, Prentice-Hall, 

Englewood Cliffs, NJ. 

 

Karin Buhmann (2006), Corporate social responsibility: what role for law? Some 

aspects of law and CSR, Journal of corporate governance, Vol. 6 NO 2.  

 

Keller, K.L. (2008), Strategic brand management, third edition,Person Education,Inc 

Kerin, R.A. and Peterson, R.A. (2009), Strategic Marketing Problems Twelfth Edition, 



74 

 

Pearson International Edition. 

 

Kimberly, (2001), Applying the Results and Conclusion of the Research Process, 

CJ513-01N, Zachary Swisher, Professor. 

 

Kolk, A. (2005), a decade of sustainability reporting: developments and significance, 

International Journal of Environment and Sustainable Development, Vol. 3, pp. 51-64. 

 

Kotler, P. and Lee, N. (2005), Corporate Social Responsibility: Doing the Most Good 

for Your Company and Your Cause, John Wiley & Sons, Hoboken, NJ. 

 

Kurschner, D. (1996), Five ways ethical business creates fatter profits, Business 

Ethics, No. 10,pp. 20-3. 

 

Lee, H., Padmanabham, V. and Whang, S. (1997b), the bullwhip effect in supply 

chains. Sloan Management Review, Vol. 38, No. 3, pp. 93-102. 

 

Lewicka-Strzalecka, A. (2006), Opportunities and limitations of CSR in the 

postcommunist countries: Polish case, Corporate Governance, Vol. 6 Iss: 4 pp. 440 – 

448 

 

Lu, K. (2009), the research of sinicization of SA8000, master thesis of Wuhan, 

University of Science and Technology [In Chinese] 

 

Matthews, J. R., Bowen, J. M. and Matthews, R. W.  (2002). Successful Scientific 

Writing: A Step-by-step Guide for the Biological and medical sciences. Cambridge 

University Press.  

 

McAdam, R. and Leonard, D. (2003), corporate social responsibility in a total quality 

management context: opportunities for sustainable growth, Corporate Governance, 

Vol. 3 Iss: 4 pp. 36 – 45 



75 

 

McWilliams, A. and Siegel, D. ( 2001), Corporate Social Responsibility: A Theory of 

the Firm Perspective, The Academy of Management Review, Vol. 26, No. 1, pp. 117-

127 

 

Moir, L. (2001), What do we mean by corporate social responsibility?, Corporate 

Governance, Vol. 1 Iss: 2, pp.16 – 22 

 

Peloza, J. (2003), Using Corporate Social Responsibility as Insurance for Financial 

Performance, California Management Review, Volume: 48, Issue: 2, Pages: 52-73 

 

Ren, R.M. and Zhu, X.M. (2008), Evaluation system of CSR, Peking University Press. 

[In Chinese] 

 

Rohitratana, K. (2002), SA8000: A Tool to Improve Quality of Life, Management 

Auditing Journal, 17/1/2, pp.60-64.  

 

Samy, M., Odemilin, G. and Bampton, R. (2010), corporate social responsibility: a 

strategy for sustainable business success. An analysis of 20 selected British companies, 

Corporate Governance, Vol. 10 Iss: 2, pp.203 – 217 

 

Sherwin, S.D. (1983), The ethical roots of the business system, Harvard Business 

Review, Vol. 61, November-December, pp. 183-92. 

 

Tsang, E.W.K. (1998), a longitudinal study of corporate social reporting in Singapore: 

the case of the banking, food and beverages and hotel industries, Accounting, Auditing 

& Accountability Journal, Vol. 2, pp. 624-48. 

 

World Business Council for Sustainable Development（WBCSD）(1999), Corporate 

Social Responsibility. 

 



76 

 

Yin, R.K. (1984), Case study research: Design and methods. Newbury Park, CA: 

Sage. 

 

Yin, R.K. (1989), Case study research: Design and methods (Rev. Ed.). Beverly Hills, 

CA: Sage Publishing. 

 

Yin, R.K. (2003), Case Study Research: Design and Methods. 3rd ed. London: Sage 

Publications Ltd 

 

Yin, R.K. (2009), Case study Research: Design and Methods, fourth edition, SAGE 

Publications, Inc 

 

Zadek, S. (2002), “Mind the gap”, Workshop at the World Business Council for 

Sustainable Development Conference, Stockholm, April 9. 

 

Zahir, I., John, M.S. and Mike, K. (1997), Improving business performance through 

developing a corporate culture, The TQM Magazine, Vol. 9 Iss: 3, pp.206 - 216 

 

Internet 

Adfoster, Primary & Secondary data – what’s the difference? , 

http://www.adfoster.com/primary_secondary_data_what_s_the_difference, Access 

2012-04-2. 

 

About SAI,http://www.sa-intl.org/index.cfm?fuseaction=Page.viewPage&pageId=472, 

Access 2012-4-22. 

 

CSR report internet, http://www.csrreport.cn/ , Access 2012-4-2. [In Chinese] 

 

Joint news agencies, ZTE hold the top suppliers CSR meeting, 

http://finance.qq.com/a/20101022/006941.htm , Access 2013-1-24. [In Chinese] 

 

http://www.adfoster.com/primary_secondary_data_what_s_the_difference
http://www.sa-intl.org/index.cfm?fuseaction=Page.viewPage&pageId=472
http://www.csrreport.cn/
http://finance.qq.com/a/20101022/006941.htm


77 

 

Provictus Consulting, http://www.provictus.ca/ , Access 2012-4-2. 

 

SA8000 Standard,  

http://www.saintl.org/index.cfm?fuseaction=Page.viewPage&pageId=1140&parentID

=473&nodeID=1，Access 2012-4-22. 

 

What is Social Accountability (SA) 8000 Standard,  

http://www.cpttm.org.mo/quality/info/sa8000/sa8000_e.htm, Access 2012-4-22. 

 

What is sustainable development?  

http://www.iisd.org/sd/ , Access 2013-1-24. 

 

The official homepage of ABB, http://www.abb.com.cn/, Access  2012-4-28. [In 

Chinese] 

 

The official homepage of CEC CEDA, http://www.cec-ceda.org.cn/, Access 2012-4-

25. [In Chinese] 

 

The official home page of State Administration for Quality Supervision and 

Inspection and Quarantine, http://www.aqsiq.gov.cn/ldzz/lzh/, Access 2012-4-26. [In 

Chinese] 

 

The official homepage of Tencent Charity Fund, http://gongyi.qq.com/, Access 2012-

5-28. [In Chinese] 

 

The official homepage of ZTE, http://www.zte.com.cn/cn/, Access 2012-4-28. [In 

Chinese] 

 

Ming, Y., SA8000 is not suitable for Chinese situation, 

http://www.hnmp.org.cn/zhishiyuandi/ShowArticle.asp?ArticleID=4596, Access 

http://www.provictus.ca/
http://www.sa-intl.org/index.cfm?fuseaction=Page.viewPage&pageId=1140&parentID=473&nodeID=1
http://www.sa-intl.org/index.cfm?fuseaction=Page.viewPage&pageId=1140&parentID=473&nodeID=1
http://www.cpttm.org.mo/quality/info/sa8000/sa8000_e.htm
http://www.iisd.org/sd/
http://www.abb.com.cn/
http://www.cec-ceda.org.cn/
app:ds:State
app:ds:Administration
app:ds:for
app:ds:Quality
app:ds:Supervision
app:ds:and
app:ds:Inspection
app:ds:and
app:ds:Quarantine
http://www.aqsiq.gov.cn/ldzz/lzh/
http://gongyi.qq.com/
http://www.zte.com.cn/cn/
http://www.hnmp.org.cn/zhishiyuandi/ShowArticle.asp?ArticleID=4596


78 

 

2012-4-26. [In Chinese] 

 

Guisheng, C., Relevant departments of the State that have not yet received official 

SA8000 certification information, http://www.qzwb.com/gb/content/2004-

04/02/content_1190320.htm, Access 2012-4-26. [In Chinese] 

 

What is Primary Data?, http://www.ehow.com/about_4685513_primary-data_.html,   

Asses 2012-5-30.  

 

 

Interview 

 

Fanjie Kong, General Manager, DPS Restaurant, interviewed 2012-4-16, over a 

period of 1 month. 

 

Long Li, a Terminal Development Engineer, Tencent company, interviewed 2012-4-27, 

over a period of 2 hours. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

http://www.qzwb.com/gb/content/2004-04/02/content_1190320.htm
http://www.qzwb.com/gb/content/2004-04/02/content_1190320.htm
http://www.ehow.com/about_4685513_primary-data_.html


79 

 

Appendix: Survey 

Group 1: Overview of the Company 

 

1. What is the main business of your company? 

 

2. Would you give some information about your company‟s history? 

 

3. What is the future goal of your company? 

 

4. What is your position in your company? 

 

5. How long have you been working in your company? 

 

6. What is your responsibility for your location? 

 

 

Group 2: CSR in the Company 

 

1. Choose the degree of CSR cognition for employees.  

        

Low                                                                                                                    High 

 

Detailed description:  

 

2. Give the degree of importance of CSR implementation in the company.  

        

Unimportance                                                                                                Importance  

 

Detailed description:  
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3. Do you think CSR-related activities could help your company improve brand 

cognition?  

 Yes 

 Uncertain 

 

Detailed description:  

 

4. Does your company set some related departments to take charge of CSR-related 

activities? 

 CSR Department 

 Sustainable Development Department 

 Environmental Management Department 

 Public Relations 

 None of these 

 

5. Is CSR awareness included into the enterprise development strategy in your 

company? 

 Yes      

 Insufficiency 

 

Detailed description:  

 

6．What is the motivation of your company to perform CSR-related activities? 

 Shouldering social responsibilities. 

 To improve the reputation and public image of company. 

 Individual propensity of managers. 

 A way of CRM (Cause-Related Marketing). 

 Response to the government's call. 

 Others 

 

http://dict.cn/public%20relations
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7. How often does your company arrange CSR-related activities?  

 Very often 

 Sometimes 

 Less 

 Other______ 

 

8. Which kinds of CSR-related activities are preferred by your company? 

 Initiated by the government to help the donor. 

 Initiated by the government to assist people with difficulties. 

 Donations. 

 Company invests directly to the Charity Fund. 

 Regular or irregular investments to public charitable foundations. 

 Other types of donations. 

 

9．Which needs to be improved in your company regarding CSR-related activities? 

 System construction.   

 Strength of propaganda and widespread awareness.  

 Strength of implementation. 

 

10．Do you think the company should use propaganda for their charitable actions? 

 Enterprises should take advantage of the opportunity in high profile advocacy.  

 Propaganda should be used appropriately.  

 Doing a good deed is not remembered without propaganda. 

 Others 

 

11. What's the incentive for your company to take part in charitable activities?  

 Imitation of successful cases. 

 A natural disaster and man-made calamity. 

 A group of people that enterprises concerned about.  

 Compassion, mercy, etc. 
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 Others_________ 

 

12. What kinds of contributions do CSR-related activities make to the company? 

 Improvement of brand equity. 

 Understanding local culture.  

 Adapting to competition. 

 Expanding marketing. 

 Others  

 

13. Do you think CSR is a useful tool to improve business growth? Give the degree.  

        

Useless                                                                                                      Useful 


