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Abstract: 
 In the past three decades, China's economy has maintained rapid growth. 
Corporations in China, both state-owned and private ones, face the “going out” 
issue. Today, China's position in the world economy continuously rises. Its 
participation is turning into a comprehensive, wide-area and high level form. It is 
urgent for Chinese managers to find their own way to take new role in the global 
competition. To China, transnational management is a relatively new topic. There is 
a wealth of foreign experiences, but it is a complex problem for Chinese managers 

 to promote and make application of China's own business philosophy, 
 to demonstrate China’s management characteristics,  
 And to deal with inter-cultural understanding and integration issues.  

In our era, fulfillment of social responsibility draws public attention both in 
domestic and international community, and is an evaluation criterion for an 
enterprise. Nevertheless, Chinese enterprises are lack of knowledge of their social 
responsibility. In the process of transnational business, due to the neglect of 
corporate image building, Chinese corporations often fail in following standards set 
by the local government, leave local people bad impression and even hurt the 
feelings of the host country staff. These problems lead to business failure. In this 
paper we will analyze China's domestic and international business cases in recent 
years. We will find out some of the business ideas, foreign business mode, and 
fulfillment of social responsibility, as well as cultural exchange with the local 
public from the cases. We hope to gain experience and lessons that can inspire 
Chinese managers. We will also discover some solutions and guidance from the 
perspective of traditional Chinese culture and philosophy. 
 
Keywords: transnational operation, CSR, Confucianism 
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Introduction 

   In today’s global marketplace, corporate social responsibility has become 
essential to longevity and success of the business model.[1]  

 Over the past two decades, business has played an increasingly dominant role 
in the global marketplace, giving rise to intense debate about the role of business in 
society and corporate social responsibility (CSR). But what exactly is corporate 
social responsibility? With the United Nation’s creation of the Brundtland 
Commission (formerly World Commission on Environment and Development) in 
1983 came the concept of sustainable development and a deeper understanding of 
the influence that corporations have on social, economic and environmental systems. 
Although there is not a single definition of corporate social responsibility, 
organizational interpretations of the concept share similar objectives. According to 
the European Union, the initiative encompasses sustainable development (SD) and 
is “a vision of progress that links economic development, protection of the 
environment and social justice to offer a better quality of life for everyone, now and 
for generations to come.” [3].[1] 

 In today's background of economic globalization, countries around the world 
attach great importance to corporate social responsibility, and gradually formed the 
international standards (SA8000). Particularly in light of recent economic events, it 
is clear that all national economies are closely intertwined. To compete in this 
context, managers need an international outlook which includes knowledge of other 
countries, strong cross-cultural skills, a sound understanding of economic, social, 
and environmental issues, and the ability to adapt and operate abroad.[2]  
 To multinational companies, it is hard to operate in a country with different 
legal system and cultural background. And in order to be accepted by the local 
community, they should devote more resources to integrate with the local culture. In 
a way, it seeks product differentiation by creating socially responsible attributes that 
affect company reputation [8]. As McWilliams and Siegel [9] have pointed out: 
‘‘support of cause related marketing creates a reputation that a firm is reliable and 
honest. Consumers typically assume that the products of a reliable and honest firm 
will be of high quality’’.[7]  
 After the presentation of the concept of corporate citizenship, we start to think 
of the differences of social responsibility between corporations at home and abroad. 
In the domestic business of the company, its civic duty is to contribute to the 
creation of wealth for the community and to promote national development and 
public interest. And to transnational corporations, in addition to compliance with 
local laws and ensuring product quality, they should also make their contribution to 
the development of local community.  
 Multinational corporations operate in foreign countries, not only for profit, but 
also an ambassador, on behalf of their motherland. So multinational corporations 
should take their social responsibility, to increase its brand value and to enhance 
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bilateral relations and improve the image of their motherland. To elaborate a little, 
there are several major conditions for local integration: 

 Products with quality or price competitiveness; 
 The support of the local government, tax and law-abiding; 
 The operating and management systems adapted to local conditions; 
 High brand value and public trust. 

   After three decades of reform and opening up, China in the international market 
has played a role of world factory. However, China's multinational corporations 
have faced four challenges: 

 Products uncompetitive 
 Difficult to meet local standards 
 Company management cannot adapt to local conditions 
 Weak brand influence and bad reputation 

 To operate successfully, in addition to improving product quality and increasing 
scientific and technological content, Chinese corporations should gain soft power 
by taking CSR so as to be supported and trusted. As a late start, China can learn 
from U.S. and European and other developed countries' multinational business 
experience and learn management and business skills from Korea, Japan, Taiwan 
and Hong Kong and other countries and regions inheriting Chinese culture and 
Confucianism. In the long run, Chinese companies in international competition 
should establish a responsible image. Apply and promote the cultural heritage of 
China's five thousand years and unique philosophy to the corporate management. 
Also form a unique and targeted management system and corporate culture, to suit 
the measure to local conditions and closer relations with the local population.  

 

1 Transnational Operation and CSR 
Across the globe, business leaders are struggling to balance conflicting 

demands from communities, government, advocacy groups, and others about the 
role they play in economic advancement, environmental improvement, and social 
development. No longer is it acceptable simply to make good products that satisfy 
customers while complying with laws and regulations. Businesses are now called 
upon to consider and, indeed, intentionally to manage the wider social and 
environmental consequences of their actions, beyond the requirements of the legal 
and regulatory settings in which they operate. [5] 

 

 For the understanding of CSR, we quote the following relatively complete 
description of the present [4]: 

The traditional theory see firms as social organizations with purpose of 
maximizing profit and pursue the interests of shareholders. Enterprise is regarded as 
a tool for wealth creation for itself and for shareholders. In the new concept, 
enterprises are seen as the engine of wealth creation for society. While creating 
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profits and be responsible to shareholders, enterprises also bear on the staff, the 
community and the environment of social responsibility which includes business 
ethics, customer value, employee benefits, occupational health, creditor 
compensation, taxes and other obligations stipulated by the Government, 
environmental protection, resource conservation, social welfare and public utilities. 
 Three basic behaviors to focus on when obligate CSR:  

 Market behavior, enterprises to comply with the basic norms of the market 
economy, with high ethical standards.  

 Legal action, business activities of enterprises must comply with national laws 
and international rules and requirements. 

 Voluntary, volunteer to be responsible for public interest and society. 
 Today, social responsibility has become a code of conduct of Western business 
community and the CI (corporate identity) demand. "Fortune" and "Forbes" and 
other authoritative business magazine added social responsibility as a standard in 
the appraisal of the enterprise. A competitive and viable company will focus on the 
relations between the business and the community. The relations are based on the 
quality of the products and service and the sense of CSR of the corporation. The 
trust of the consumer on a business is sometimes dependent on the performance of 
the firm in the field of CSR instead of the quality of products. Corporate social 
responsibility has become a very important public relations communication 
channels (i.e., "CSR communication"), which can help to improve to some extent, 
the relationship between business and government, business and community and is 
conducive to foster a good public image. And in this way, increase their stock prices, 
which benefits shareholders, consumers and stuff.  
 According to American Brain Reserve Consulting survey: Consumers are more 
willing to buy "green products" and socially responsible products, and those 
companies which have no sense of responsibility, their products are often the object 
of resistance. Well-known companies shoulder more responsibility on social 
responsibility. In the United States, in each year`s rankings of charitable donations, 
Microsoft, IBM, Wal-Mart, Intel, Dell, General Motors and other large companies 
are on the top. Relatively in China, many enterprises’ awareness of CSR is not 
strong yet, at least not on its thorough understanding. 
 As China's economy is sustained period of rapid growth, emphasis on social 
responsibility issues are of great importance, which can not only accelerate the 
achievement of sustainable development of society and promote social progress, but 
can also demonstrate corporate culture and values, enhance the trust of trading 
partners and the international influence. CSR is a major issue in the process of 
sustainable development of Chinese enterprises.[4] 

 

2  China's Sense of CSR 
 Since the reform and opening up, Chinese enterprises are groping toward the 
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market. Poor laws, loose supervision, enterprises are often discovered with poor 
quality, health damage of employees, labor disputes, pollution and so on. Especially 
after China's accession to the World Trade Organization, China's enterprises are 
faced with global competition and standards, which highlights the poor awareness 
of the reality of the lack of international competitiveness and weak sense of CSR. 
 

2.1 Performance of enterprises in the domestic 
 In China's current economic system, state-owned enterprises play the leading 
role and private enterprise can flourish. For historical reasons, state-owned 
enterprises are of more stringent management, high quality, high pay, stringent 
regulation, but lack of initiative. They are mostly bound by the administrative 
instructions. On the other hand, the management of private enterprises is relative 
chaos, products of low quality, against the interests of employees, serious pollution 
and waste of resources. With the involvement of international competition and the 
perfection of the legislation and strict supervision, the situation has improved. Of 
particular note is that many companies keen to charity and investment and donation 
in the education field, especially during the period of 2008 Sichuan earthquake and 
other major natural disasters. 
 In recent years, mine disaster has repeatedly occurs in China. China depends on 
relatively cheap coal as a key source of energy for its rapidly growing economy, and 
its mines churn out more than twice the amount as the U.S. In 2008, China 
produced 2.85 billion tons of coal, versus 1.17 billion in the U.S. Coal mines are 
responsible for a large share of global mine disasters because they are more likely to 
produce toxic and combustible gases than metal or other mines. Chinese authorities 
have struggled for years to control mine disasters. Inspectors have forced the 
closure of small, illegal mines, but that has put more pressure on larger, more 
reputable operators, like the state-owned China National Coal Group, which 
co-owns the Wangjialing mine. And while the annual death totals have declined 
even as coal production increases, it will likely be years more before the annual 
total drops below 1,000.[10] 

 And problems often appear in the food industry. Sanlu incident, leather milk 
scandal, in the processing industry, Foxconn suicide and Apple poison factory 
incident all of these phenomena reveal the loopholes of China market regulation and 
supervision, exposing so much Chinese enterprises ignore their own social 
responsibility. 
 In the 2008 earthquake, many companies take responsibility through donations 
and free way of reconstruction, aroused a good public response and interaction. For 
the company, “The brand manager uses consumer concern for business 
responsibility as a means for securing competitive advantage. At the same time a 
charitable cause receives substantial financial benefits”. [8] 
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2.2 Performance abroad 
 Because of a late start in China's multinational enterprises and their lack of 
experience. They grow through learning and exploring and gradually formed their 
own characteristics. After joining the WTO, more multinational companies have 
been set up, starting global strategic thinking. In this process, corporations are faced 
with the problems of making contact with local government and legal institutions, 
staff management and gaining trust from local community. These problems are 
caused by cultural conflict and the system differences.  
 In the context of the 2008 global financial crisis, China's multinational 
companies are facing unprecedented challenges. In Europe and the United States, 
China's exports face numerous lawsuits and punitive anti-dumping tariffs. 
 A July report to Congress by the U.S.-China Commission says "The 
Commission is concerned that the United States may be developing a reliance on 
Chinese imports that might undermine the U.S. defense industrial base."  
Other concerns in the report:  

 Over the past decade, China's import and investment policies have promoted 
technological modernization in its industrial and military sectors. The United 
States has been a key target of China's efforts.  

 China is a conspicuous abuser of human rights, labor rights and the 
environment, and its refusal to follow international standards in these and other 
areas gives an unfair trade advantage that increases the U.S. trade deficit.  

From 1990 to 2000, the U.S. direct investment position in China grew from $354 
million to $9.58 billion, according to U.S. government figures. Such an unbalanced 
relationship has troubling implications for U.S. jobs and wages, as well as for the 
economic health of the U.S. manufacturing sector.  
China operates the largest prison/forced labor system in the world; it is known to 
produce goods destined for the U.S. and international markets. By making it 
impossible to compete, the Chinese are reeling in manufacturing from all over the 
world.[16] 
 In industrialized countries suffering economic recession, turn to trade 
protectionism, SA8000 and other standards related to CSR are used to limit China's 
export trade and export enterprises. And in the foreseeable future, this restriction 
will continue to trouble China's export enterprises.  
 Centre of European Economic Research (ZEW) recently released a research 
report: Thanks to adequate foreign exchange reserves and the rapid development of 
manufacturing. In 2009 despite the financial crisis, 275 overseas Chinese companies 
involved in M & A activity, far exceeds the total investment from India and other 
developing countries. The report also said China's investment company focused on 
supply of raw materials and high-tech fields, and committed to the productive 
economy to innovation-based economy. [15] 
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3 Situation of Chinese multinational operation 
 China has large-scale multinational operations, and problems of the same scale. 
These problems are mainly embodied in the following three aspects: management 
of local staff, corporate image building and social responsibility performance, 
public communication and cultural integration. 
 

3.1 Management of local staff 
 To save cost and localize production, and to obtain host government support, 
multinational enterprise often hire local workers. Cultural differences are often 
obvious and even cultural conflict appears in multinational enterprises. If 
management system cannot adapt to the local circumstances, or accept by local 
employees, strikes and protests occur, which has great damage to the enterprise 
image. 
 Case: SAIC acquisitions SsangYong. 
 January 2005, SAIC get 49.82% stake in SsangYong Motor with $ 500,000,000 
to become the largest shareholder. And the share gradually increases to 51.33%. It 
was the first step China's auto industry taken to carry out overseas acquisitions.  
 After the acquisition, SAIC adopted a series of measures to enhance 
SsangYong’s competitiveness. By cutting down spending and strengthening 
management, in 2006 SsangYong made profits from its main business, achieved 
overall profitability in 2007, the launch of new vehicles in February 2008 are also 
well received by the market. 
 2008 avalanche of high oil prices and the overwhelming financial crisis cause 
SsangYong huge losses, conflicts between SAIC and SsangYong union become 
white-hot. Since SAIC entered and host SsangYong in 2004, SsangYong union had 
went on strike and other forms of actions to "compel" SAIC to improve wages and 
benefits,  to stop the production of SsangYong Motor in China and ask for capital 
injection. Contradictions broke out in the financial crisis. On January 13, 2009, 
SsangYong union members besieged China Embassy in the ROK, condemning 
SAIC for "stealing Korea Automotive Technology, violating the original investment 
agreement", and threatened to Sue SAIC. Contradictions between the two sides have 
become irreconcilable.[17]  
 SAIC acquired SsangYong to enhance their brand, technology and international 
business experience with the help of SsangYong’s international brand and 
technological advantages. However, due to underestimation of the Korean strike 
culture and a strong national character, SAIC failed in coordinating the relationship 
between union and company and as a result failed the business. 
 

3.2 Corporate image building and CSR performance 
 Local society members have a natural sense of exclusion to foreign enterprises. 
Local government and enterprises also regard them as competitors and take trade 
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barriers to limit them. Key point in multinational operations is to gain the host 
people and government of the support and trust. 
 Right-wing "Sankei Shimbun" published the news reporter sent back from 
Beijing, said “it is the first anniversary of dumpling poisoning incident, it is very 
likely that someone poisoned in the Tianyang Food Plant in Hebei Province. But the 
investigation is very slow.”“After the incident happened in Japan, Chinese media 
denied that the poisoning comes from China, and many Chinese think that the crime 
is done by some Japanese.”“ Dumplings incident affects more than China expected. 
In the passing year, Japanese government has been seeking the truth from China 
through diplomatic channels, also addressed this issue at the summit. Japanese 
distrust on Chinese food is expanding...” As Japan's largest news agency, Kyodo 
News agency uses the "dumpling incident anniversary: The Japanese began to 
explore a way without Chinese food” as the title and report.[18]  
 Problems in all aspects of production can be used to censure Chinese 
enterprises. In international trade, CSR had become excuses of industrialized 
countries to protect Human Rights, maintain code of ethics and set barriers for 
developing countries. Today, our dependence on foreign trade is as high as 
60%-70%, and the number of anti-dumping case never stop to increase. It is very 
essential to fulfill our enterprises' CSR and obtain approval from international 
community. [19] 

 
3.3 Public communication and cultural integration 

 Economy is an important part in foreign affairs. Multinational corporations 
operating in the host country's economy as a group, also represents the motherland 
image. Historically, there have been conflicts between China and Japan and Korea. 
And this is why Chinese enterprises in Japan and other countries are often faced 
with exclusive and antitheses emotions. Countries in Africa and Latin America 
accept Chinese long-term assistance and economic support. So Chinese 
corporations can build closed relation with local community. China's multinational 
corporations are discriminatory and unjust treated in Europe and USA because of 
differences in ideology and social system. 
 Our multinational companies should seek the exchange and communication 
with the public, host government and business community to improve the business 
environment, promote cultural exchange and mutual understanding and to enhance 
relations between countries.  
 

4 Experience of foreign enterprises 
 As mentioned above, China's companies ignore their social responsibility in 
multinational operation. So they feel at a loss when faced with different cultural 
background, ideology and system, which obstruct their development. It is necessary 
to learn from the experience of Europe, the United States, Korean and Japan and 
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other industrialized nations. 

 
4.1  Western experiences 

 The United States and Europe are the world's first industrialized countries, and 
as the leader of economic globalization, has accumulated valuable experience in 
multinational operations.  
 While corporate culture in North America has been criticized for its obsession with 
profit maximization in the short run, French businesses have respected cultural values in 
promoting a holistic, long-run approach to social responsibility. Therefore, valuable lessons 
can be learned from the French whose approach to corporate social responsibility hinges on 
the intrinsic link between consumers, firms, a market economy and the realization that in 
order to achieve sustainable development, a model of growth must embrace all elements of 
the dynamic business environment. [1] American multinational corporations have the 
world-renowned reputation. They are the economic foundation of the United States 
as the world's superpower, a powerful tool to promote American culture and more 
of a symbol of its global hegemony. GM, Microsoft, Ford, McDonald's, KFC and 
Starbucks, Coca-Cola, Apple computer... they are seen as the symbol of American 
dream.  
 Take fast food industry as an example, the strategy is to establish a clear brand 
identity, and proper implementation of the localization according to the actual 
condition of each district. Most importantly, promote its culture. 
 Managing identity is especially challenging internationally since one or more of 
the four identity elements typically need to be adjusted to maximize local consumer 
response, and yet done in such a way as to not sacrifice the advantages of a global 
image.  
 International marketers have long realized that products and services frequently 
must be adapted to the varying needs and preferences of consumers in different 
countries [22]. The goal of marketing management is to create positive identity 
impressions in the local consumers’ minds, even if this entails some alteration to the 
company’s global identity expressions. 
 In the fast-food industry, menu offerings are influenced by the prevailing 
cultural values--Maharaja Macs at McDonald’s India, Teriyaki McBurgers at 
McDonald’s Japan, and Kosher and non-Kosher restaurants in McDonald’s 
Israel—and advertising, outdoor signage, and in-store ephemera need to be in the 
native language. Restaurant architecture frequently incorporates native motifs and 
global trade characters can take on a local flavor. A Starbuck’s in Shanghai has 
aMing Dynasty façade and the entrances of some Chinese KFC restaurants are 
guarded by full-size, fiberglass models of Colonel Sanders who, in his Asian 
reincarnation, looks a little portly like a Buddha. According to former CEO, Jack 
Greenberg, localization has contributed to McDonald’s worldwide success [23], 
although some analysts warn that decentralization has become so pervasive that it 
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threatens to undermine the main pillars of the brand—service, quality and 
cleanliness [24].  
 On the other hand, global fast-food corporations, like many other 
multinationals standardize their identity expressions as much as possible to achieve 
economies of scale in marketing. Restaurant signage, store layouts, color schemes, 
menu choices, trade characters, and customer service interactions are clearly 
recognizable around the world. In McDonald’s case, such standardization is one of 
the reasons, along with the sheer ubiquity of its operations, why the company has 
become a symbol, and to some critics a perpetrator, of overbearing globalization 
and even of “American cultural imperialism” [25]. Indeed, standardized identity 
elements can change local consumer cultures. Watson and his colleagues [26] found 
that the introduction of McDonald’s in five East Asian markets (Japan, Hong Kong, 
Taiwan, South Korea, and China) led to higher prevailing standards of food hygiene 
and quality control, forcing local firms to improve as well. The McDonald’s model 
also increased consumer acceptance of queuing, individual ordering, 
self-provisioning of drinks, napkins and flatware, employee-customer equality, and 
eating with 76 Asia Pacific Journal of Marketing and Logistics hands. [11] 
 In addition, companies in China like HP and IBM play an active role in 
donation to the education institutions. They also host activities in local community. 
In this way, they root their corporate image in local people’s mind when they are in 
their childhood. In this process, multinational firms make their contributions in 
fields of education, philanthropy, environment protection and promotion of science. 
They also enhance their link with local community, gain good reputation. More 
CSR they fulfill, more trust and support will get. It is a long-run and high ROI 
investment [9]. 
 

4.2  Japanese experiences(Confucianism) 
 Within the influence of Chinese Culture and Confucianism, Japan, South Korea, 
Taiwan and Hong Kong has made impressive achievements in the world economy. 
Because of similar cultural background and similar thinking model, their 
experiences are more suitable for China. 
 In about 5 to 6th century AD, Confucianism and Buddhism were introduced to 
Japan at roughly the same time.[21] Japan created a remarkable economic miracle after 
World War II; its total economic output had been the world's second largest over 
four decades. Without thinking, we can list a handful of Japanese brands, Sony, 
Mitsubishi, Toyota, Nissan and Canon. Japanese brand means high quality and high 
technology around the world. So how do Japanese multinational corporations 
operate overseas? 
 Ryuzaburo Kaku, Chairman of Canon, commented that “a company that is 
practicing kyosei establishes harmonious relations with its customers, its suppliers, its 
competitors, the governments with which it deals, and the natural environment.”[20] 
 And look at Toyota's Guiding Principles and Culture. 
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On October 30, 1935 on the 6th anniversary of Sakichi's death, the employees 
assembled before a bust of his image and heard the Toyota Percepts read for the 
first time. The men who drafted these principles had been close to Sakichi during 
his lifetime, and the principles represented a summary of his philosophy. These 
words still live in the corporate principles of all the companies within the Toyota 
Group. They are: 

 Be contributive to the development and welfare of the country by working 
together, regardless of position, in faithfully fulfilling your duties. 

 Be ahead of the times through endless creativity, inquisitiveness and pursuit of 
improvement. 

 Be practical and avoid frivolity. 
 Be kind and generous; strive to create a warm, homelike atmosphere. 
 Be reverent, and show gratitude for things great and small in thought and deed. 

 The culture of Toyota manifests itself based on above percepts through its 
guiding principles and its core values. Toyota sees itself not just as another private, 
profit-making enterprise. There is a constant awareness that as a business, the 
company has a responsibility to society, to its employees, and to future generations. 
Toyota’s motto of “Enrich Society through Building Cars” is a prime indication of 
their dedication of service to society. The guiding principles of Toyota (Toyota 
Motor Publication, 1985) as April 1997 read as follows: 

 Honor the language and spirit of the law of every nation and undertake open 
and fair corporate activities to be a good corporate citizen of the world. 

 Respect the culture and customs of every nation and contribute to economic 
and social development through corporate activities in the communities. 

 Dedicate ourselves to providing clean and safe products and to enhancing the 
quality of life everywhere through all our activities. 

 Create and develop advanced technologies and provide outstanding products 
and services that fulfill the needs of customers worldwide. 

 Foster a corporate culture that enhances individual creativity and teamwork 
value, while honoring mutual trust and respect between labor and management. 

 Pursue growth in harmony with the global community through innovative 
management Work with business partners in research and creation to achieve 
stable, long-term growth and mutual benefits, while keeping ourselves open to 
new partnerships. 

 Toyota puts its values into practice through effective use of management tools 
like Kaizen and PDCA (plan-do-check-act); business related systems of efficient 
production system, policy deployment system, and cost control system. Toyota also 
has elaborate employee participation and empowerment related system that uses 
creative suggestion program and quality improvement system using quality control 
circles. It also deploys its values through companywide committees like customer 
satisfaction committee, cost control committee, safety and health committee, and 
contribution to society committee, to name a few.[13] 
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 Inaba (Toyota North America CEO), who oversees American operations, is 
more candid than many Japanese executives and is willing to admit mistakes. 
 Toyota also consistently finds ways to return value to its customers.[12] 
 From these principles we can find some Confucian values. Cultivates one's own 
moral worth poorly, reaches, then benefit everybody, and striving for harmony but 
not sameness. In Toyota's Guiding Principles and Culture, not only quality and 
profit, but also social responsibility matters. Take the responsibility, make 
contribution to the development and welfare of the country by working together and 
promote economic and social development through corporate activities in the 
communities. These are the key points Chinese CEOs should learn from their 
Japanese peers. 
  

5 Traditional Chinese thought & philosophy  
 China is a country of five thousand years civilization and unique culture. The 
culture has affected every part of our life. But in the pass decades, we ignored our 
traditional culture when import western knowledge, and that is why we feel 
confused in the process of globalization. Especially in the business community, 
some entrepreneurs only focus on profit instead of responsibility and morality. At 
the same time, “Confucian entrepreneurs” and their business philosophy reflect the 
Chinese culture. To gain advantage in the international competition and earn a good 
reputation and respect, Chinese enterprises should take advantage of Chinese 
culture and shape their own style. 
 From Wenzhong Zhu and Yucheng Yao’s work we know that the value of 
traditional Confucian culture may be regarded as the thinking sources for the value 
of modern CSR to evolve.[14]  Core contents of the value of Confucian culture and 
core contents of the value of CSR are listed below.[14] 

 
Table 1 core contents of value of Confucian and CSR 

Core contents of the value of Confucian 

culture 
Core contents of the value of CSR 

Advocation of “humanity” for leaders to make 

contributions to the general public. 
Social responsibility to the general public: 

care for social development programs, and 

contribute to the general public and the local 

community 
Advocation of “righteousness” for leaders to care 

and love subordinates. 
Social responsibility to employees: care for 

employees’ work safety and health, and  

continuously improve their social benefits 
Advocation of “cleanness” for people to earn 

money in a correct way 
Social responsibility to customers: protect 

employees’ basic rights such as the right of safety, 

the right of free choice, the right of being 

informed and the right of being heard 
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Advocation of “harmony” for people to shape an 

attitude of a cooperative and “win-win” situation 
Social responsibility to competitors and business 

partners: show respect to business partners and 

competitors, establish a harmonious relation to 

seek a “win-win” situation 
Advocation of “courtesy and  loyalty” for 

people to obey regulations and to be committed 

to their cause 

Social responsibility to investors: obey laws and 

regulations as well as ethical codes, and 

demonstrate an attitude of trustworthiness and 

honesty in business activities to guarantee the 

long term benefits of investors 
 
 Therefore, we can point out some principles and advices for China's 
multinational enterprises. 
 

5.1  Emphasis on social responsibility 
 Confucianism emphasizes the social contribution. An old Chinese saying goes: 
everyone is responsible to the society. As enterprises, it's their responsibility to 
make contribution to the society and public welfare through their business. They 
should have a global commercial strategy in the international community and fulfill 
their global CSR. As multinational enterprises, to recognize their international 
responsibility is the key to the long-run development as well as a key to the future 
of human beings and common good. 
 

5.2  Harmony but not sameness 
Chinese philosophy emphasizes tolerance and moderation. Always put yourself 

in others' shoes. The value of Confucian culture is suggested to carry on with 
criticism rather than copy without digestion.[14] That is to say, when we learn from 
Western country, we should learn it in a critical way. Chinese culture avoids 
imposition, so when we do business abroad, we should respect international 
practices, local customs, culture and abide by host laws. Balance the application of 
Chinese philosophy and localization of product, service and management, be 
serious with religious. Carry out charitable and social useful activities in an 
acceptable way, or your efforts are counterproductive. Study the host country laws 
before making plan. Expand investment in environmental protection, labor 
protection, welfare and other fields. 

 
5.3  Governing by noninterference 

 Taoism advocates “noninterference” and “seeking the truth from nature” which 
means one should distinguish his responsibility from others and should not overtake 
other’s job. Furthermore, have the right man do the right job. Transnational business 
will inevitably hire and manage local staff. Many Chinese leaders trend to take 
everything under control instead of entrusting work to local managers. This system 
will weaken the advantages of local management and creativity, and will result in 
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waste of resources and inefficiency. Managers should keep it in mind that the 
motivation is to promote social progress, improve the level of education, protect the 
environment, ensure labor rights, create wealth and most importantly, to urge local 
government take their responsibility and enhance administrative efficiency. It is also 
common for corporations to initiate enterprises, associations and funds and act over 
these enterprises, associations and funds in order to limit government’s interference 
and grow their own power and authority (Young and Burlingame, as cited in 
O’Hagan and Harvey, 2000).[6] If the enterprises fulfill the responsibilities of 
governments, governments become lazy and banal.  
 

Conclusion 
As business continues to play an increasingly dominant role in the global 
marketplace and the actions of multinationals transcend national boundaries, the 
future of corporate social responsibility is an essentially contested topic.[1] In the 
long run, taking CSR will make a profit. At the stage of economic structure 
transformation, China should put more attention on legislation and supervision over 
corporations both overseas and at home. Authorities are supposed to encourage 
multinational corporations to fulfill their CSR, localize their production and obtain 
competitiveness. Make use of traditional Chinese culture and philosophy and 
achieve good reputation in the international community. Like China’s rising 
international status and her excellent job in providing help to poor countries, 
promotion of fairness and justice, Chinese corporations should not remain eyes 
inside borders but sight on the world. 
 For further study, it is necessary to looking for a management system with 
Chinese characteristics because Western ones do not fit China’s condition in every 
aspect. In addition, multinational corporations should discover a way to cooperate 
with their government and seek support from domestic departments so as to 
increase their international competitiveness.  
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