
International Journal of Humanities and Social Science                                                    Vol. 3 No. 5; March 2013 

91 

 
Emerging Markets: Corporate Sustainability or Maximize Stakeholder Value? 

 
Mohammed Nadeem, PhD 

Associate Professor, Marketing 

School of Business, National University 

3031 Tisch Way, San Jose, California, USA 95128 
 

 
Abstract 
 

The purpose of this paper is to explore the strategic role of Corporate Sustainability(CS) and the stakeholder‟s 
value in the emerging markets (EM). This study investigates how a strong stakeholder reputation is widely 

acknowledged to be the most valuable asset of a firm (Peloza, et al, 2012) and why sustainability has become an 

important component of corporate reputation. This research was conducted using quality content analysis 

procedure of the surveys, interviews, and case studies. This study examined three main questions: (1) howCS 
satisfies the needs of both the direct and (Faupel and Schwach, 2010) indirect stakeholders, (2) how achieving 

consistency in corporate identityand reputation (Vallaster et al, 2012) strengthens Corporate Social 

Responsibility (CSR) and (3) what are the strategic managerial and profit implications of these findings for the 
corporations and researchers. This paper concludes that holistic integration of CS maximizes stakeholder value 

(MSV) in the EM. 
 

Keywords:Corporate Social Responsibility, Corporate Identity, Corporate Marketing, Corporate Sustainability, 
Corporate Responsibility, Corporate Social Value, Emerging Market. 
 

1.0 Introduction 
 

In academia, CSR has been examined especially in the fields of management and business ethics (Carroll, 199; 
Garriga &Mele, 2004; Lcokett, Moon, &Visser, 2006; Egri& Ralston, 2008; Makinen&Lourula, 2012). CSR in 

EM has recently received attention from both academics and practitioners (Baskin, 2006).  As Pomering and 

Johnson (2009) highlighted there is a widespread and growing distrust of large corporations (Verschoor, 2008), 
and that the firms are increasingly turning to corporate image advertising campaigns based on CSR initiatives 

(Becker-Olsen et al, 2006) to meet consumer demands for information on business‘s concern for and impacts on 

society (Dawkins, 2004).CSR is about companies going beyond legal obligations and their own interests to 

address and manage the impact (Fig. 1) their activities have on society and the environment (Vallaster et al, 
2012).   
 

Many stakeholders, from customers to investors to employees to purchasing managers, report that sustainability is 

an important factor in their decision-making processes.  Additionally, proponents of sustainability point out that it 

can enhance firm financial performance (Fig. 2) in a number of ways (Peloza, et al, 2012). However, a company‘s 

contribution to sustainability is still hard to measure (Faupel and Schwach, 2010) because CSR practices in 
emerging economies continue to be haphazard and limited to a minority of organizations (Frynas, 2006). 

Furthermore, corporate legitimacy enables corporations to maintain their operating license/status as publicly 

sanctioned institutions (McDaniel and Malone, 2012).  Moreover, a visible commitment to CSR helps emerging 
market firms attract multinational partners, access international sources of capital, and reach socially-conscious 

consumers with their products and services (IFC, 2007). 
 

As Multinational Corporations (MNC‘s) have become more numerous,more powerful, and more variously 

engaged (Dunning &Lundan, 2008;Roach, 2005; UNCTAD, 2010), and as their global operating context has 

changed(Kobrin, 2005; Ruggie, 1982, 2008a), so too have the normative demands commonlymade of them. 
Within the business ethics and business and society literaturesfor example, the belief that 'globalization' has 

increased the power of MNCs, andconcomitantly decreased the power of states, has informed a body of work that 

normativelyprescribes, and positively describes and explains, the socio-political duties andactivities of MNCs. 

(Whelan, 2012). 
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As Lange and Washburn (2012) highlighted there is a widespread external perceptions that if a firmhas acted in a 

socially irresponsible manner, it could have negative consequences,since an organization‘s success—indeed its 
survival—depends, in part, on satisfying normativeexpectations from its environment (Pfeffer&Salancik, 1978; 

Scott, 2008). When organizationalaction seems controversial to observers andconstituents, the firm risks losing 

current andpotential members, as well as outside endorsementand support, and it risks providing ―ammunitionfor 
adversaries‖ (Elsbach& Sutton,1992: 712). An organization that is seen as a badactor in society can have a hard 

time attractingcustomers, investors, and employees (Fombrun,1996). Indeed, ample evidence from 

empiricalresearch shows that counter-normative behaviorcan lead to such consequences for the firm aslawsuits, 
financial losses through settlementsand sales declines, increases in the cost of capital,market share deterioration, 

network partnerloss, or other costs associated with a negativereputation (e.g., Baucus & Baucus, 1997; 

Davidson,Worrell, & Cheng, 1994; Haunschild, Sullivan,& Page, 2006; Karpoff, Lee, & Martin, 2008;Strachan, 

Smith, &Beedles, 1983). 
 

Hildebrand, Sen and Bhattacharya (2011) reported that in recent years, few notions have so totally captured the 
global corporate consciousness as the twin ideas of CSR (CSR) and sustainability. While both ideas have 

followed somewhat parallel evolutionary paths, they have converged to convey a unified sense that a company's 

long term success, and sometimes even existence (Vaalandet al., 2008), is inextricably tied to its stewardship of 
not just its own well-being but also that of the natural and social environment in which it operates. This has led 

more and more forward-thinking companies to take a strategic approach to CSR, devoting unprecedented efforts 

and resources to creating and maximizing what Porter and Kramer (2011) in their Harvard Business Review 

article have called ―shared value‖ (i.e. value for the company and for society). Some notable efforts aside (e.g. 
Sen and Bhattacharya, 2001; Balmeret al., 2007; Fukukawaet al., 2007; Simmons, 2009; Maignan and Ferrell, 

2004), conceptual questions persist about the relationships between a company, its stakeholders and its CSR, and, 

in particular, how these three entities come together to create that often elusive shared value (Balmeret al., 2007). 
At the heart of the strategic approach to CSR is the central and ascendant role of the stakeholder (Fukukawaet al., 

2007; Galbreath, 2008; Vaalandet al., 2008; Polonsky and Jevons, 2009).  
 

Specifically, companies are increasingly interpreting CSR in terms of the interests of a specific but large and 

diverse set of stakeholder groups (e.g. consumers, employees, investors, communities, government, environment, 

etc.) and their efforts are shaped by the strong belief that its endeavors in the CSR domain can elicit company-
favoring responses from these stakeholder groups (Sen and Bhattacharya, 2001; Balmeret al., 2007). For instance, 

a McKinsey survey (2007) of the companies that have signed on to the UN Global compact reveals that of the 

many different stakeholder groups, the participant CEO's expect a firm's customers, employees and governments 

to have the greatest influence on the way in which companies manage societal expectations during the next five 
years. Yet, the pulse of the marketplace (see, e.g. Boston College Centre for Corporate Citizenship, 2009) reveals 

that many companies are still struggling to understand and buy into the demand to be socially responsible, let 

alone reconciling it with the realities of today's global, hyper-competitive marketplace.As Balmer (2009) 
highlighted it is vital to understand and respond to stakeholders with a  heart of corporate marketing to emphasize 

the aspects of social responsibility.  
 

Research conducted by Brandlogic and CRD Analytics in mid-2011 uncovers two key findings. First, the 

perceptions of stakeholders can behighly divergent from the reality of a firm‘s investments. For example, some 
firmsthat are objectively rated by third parties as leaders—not only within their field, butamong all firms 

globally—are viewed by stakeholders as sustainability laggards.Conversely, firms that rating agencies consider as 

lagging in their sustainabilityinvestment and reporting, as compared to other firms, are perceived by 

stakeholdersas similar or even above other firms in sustainability activities. The second keyfinding from the data 
is that stakeholders, for the most part, are unable to distinguishmeaningful differences on sustainability between 

the vast majority of firms.Most firms are viewed as somewhat moderate in their sustainability activity withvery 

few standouts either positive or negative (Peloza et al., 2012).Many global corporate brands embrace CSR(CSR). 
Axel Springer, one of Germany‘s largest media companies, promises that―integrity guides our daily work,‖ and 

BMW stopped racing because, among otherreasons, the CEO believed CSR-related environmental efforts and 

Formula 1 didnot fit well together.  Stakeholders have varying expectationsregarding CSR activities, and when 

claims of CSR as a guiding value system turnout to be window dressing, customers and consumer groups put 
violators on trialin the court of popular opinion. 

 

http://www.emeraldinsight.com.ezproxy.nu.edu/journals.htm?articleid=1949876&show=html#idb59
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http://www.emeraldinsight.com.ezproxy.nu.edu/journals.htm?articleid=1949876&show=html#idb29
http://www.emeraldinsight.com.ezproxy.nu.edu/journals.htm?articleid=1949876&show=html#idb30
http://www.emeraldinsight.com.ezproxy.nu.edu/journals.htm?articleid=1949876&show=html#idb59
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In general, corporations and practitioners remain in a state of confusion when it comes to deciding how to 
tackleCSR in a way that benefits both the company and society at large (Vallaster et al., 2012).Hence, the main 

focus of this study--- is the issue of CSinbuilding a more congruent, coherent corporate social image, andidentity 

and consequently a more enduring and maximum profitable relationships with its stakeholders(Hildebrand et al., 
2011) particularlyin the EM. 
 

2.0 Study Methodology 
 

This research methodologyis based on the following three-fold quality content analysis procedure that reflects the 

purpose of the study: 
 

1. 1.Previous research works of Hildebrand, Senand Bhattacharya (2012); Pomerang and Johnson (2009); Peloza 

et al (2012); Vallaster,  Lindgren and  Maon (2012);  McDaniel and Malone (2012); Baskin (2006); Whelan 
(2012);  Makinen and Kourula (2012); and Lange and Washburn (2012). 

2. Case Study of the Philip Morris USA 2012 and, 

3. Surveys (Deloitte Consulting ‗Fortresses and Footholds‘ Survey 2011; The Credit Suisse Global ‗Emerging 
Consumer‘ Survey 2012; Ernst & Young‘s 2012 ‗Attractiveness‘Survey; andBeyond Asia ‗New Patterns of 

Trade‘Survey 2012 ).   
 

In mid-2011, Deloitte Consulting LLP conducted a survey of 628 executives to understand where they perceived 
the greatest revenue opportunities in EM, which growth strategies have proved most effective and the challenges 

companies face. The survey respondents included 389 executives from companies that currently generate 

revenues from one of 10 key emerging market countries or regions.The companies surveyed found the greatest 
success in EM came not from simply establishing a sales office and selling their existing products and services. 

Instead, these companies came to understand the special requirements of customers in each emerging market and 

then designed offerings to meet their needs at market appropriate prices.  
 

The Credit Suisse Global ‗Emerging Consumer‘ Survey 2012 (Fig. 3) engaged the leading global market research 

firm AC Nielsen to conduct primary research on its behalf, and interviewed 14,000 consumers in the eight EM – 
Brazil, China, Egypt, India, Indonesia, Russia, Saudi Arabia and Turkey. This survey highlights the influence of 

major income and demographic differences and cultural and social drivers across the EM. The report also 

highlighted – dampened expectations for wages and rising food prices; increased priority on education and the 

increased penetration of technology; and the growing significance of local brands and the impact of the most 
powerful global brands suggesting the vital role of CSR. 
 

Ernst & Young‘s Middle East Attractiveness Survey 2012 ‗Shifting Perspectives‘ was conducted in 12 EMin the 

scope of its report: Bahrain, Kuwait, Oman, Qatar, Saudi Arabia and the United Arab Emirates; Levant region: 

Jordan, Lebanon and Palestine and Other Middle East: IraqNorth Africa: Egypt, Libya - highlights the latest 

foreign direct investment (FDI) trends in the Middle East and explored the views of decision-makers on the 
investment climate in the region. There is confidence in the Middle East‘s attractiveness as an investment 

destination and the business leaders are optimistic about FDI in the region suggesting the crucial role of CSR. 
 

Ernst & Young‘s Beyond Asia Survey 2012 ‗New Patterns of Trade‘ was conducted in collaboration with Oxford 

Economics the nine rapid-growth markets in East and Southeast Asia including - Mainland  
 

China, Hong Kong (Special Administrative Region [SAR] of China), Indonesia, Malaysia,  Singapore, South 

Korea, Taiwan, Thailand and Vietnam. The survey highlights how Asia has become the world‘s workshop over 

the last decade and that over the next 10 years, Asia will also become the world‘s fastest-growing consumer 
market. Rising incomes will propel millions of Asians into the middle class, affecting not only intra-regional 

trades of Rapid Growth Markets (RGMs) but also a sustainable global trade as well for MNC‘s. 
 

Philip Morris USA2012 case study highlights the executive deliberations from the identified 150 Philip Morris 

documents, spanning 2000 to 2002 as the company‘s leadership sought to restore legitimacy through a formal 

CSR commitment. Struggling to reconcile responsibility principles with Philip Morris‘s history and its products‘ 
deadliness, these executives questioned the purpose and value of Philip Morris itself as they search for Corporate 

Social Value (CSV) from a marketing perspective. 
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Based on the qualitative research, this paper highlights a strategy and recommendation for future research for 
corporations particularly in the EM---to address CSR and Sustainability including the level of involvement, and 

the integration of stakeholder‘s value.  From a marketing perspective, this study concludes with the next stepsfor 

corporationsto keep in mind when aiming to balance stakeholder tensions (Vallaster, Lindreen, Maon, 2012) 
while achievinglong term sustainability.   
 

3.0 Case Study 
 

3.1 Philip Morris USA 
 

McDaniel and Malone (2012) examined Philip Morris USA‘s exploration of CSR practices and principles and its 

outcome by analyzing archival internal tobacco industry documents, generated in 2000 to 2002, related to 

discussions of CSR among a Corporate Responsibility Taskforce and senior management at Philip Morris.In 
exploring CSR, Philip Morris executives(Table 1) sought to identify the company‘s social value—its positive 

contribution tosociety. Struggling to find an answer, they considered dramatically changingthe way the company 

marketed its products, apologizing for past actions, andcommitting the company to providing benefits for future 

generations. Theseideas were eventually abandoned. Despite an initial call to distinguish betweensocial and 
economic value, Philip Morris ultimately equated social value withproviding shareholder returns. 
 

The Corporate Responsibility Task Force discussed possible social responsibility elements for Philip Morris, such 
as improved environmental performance and stakeholder dialogue. One of the arguably more radical suggestions 

concerned ―revolutionizing the way Philip Morris market and communicate. Meetingswith outside experts 

confirmed that changing marketing practices was vital to Philip Morris‘s social responsibility efforts. In January 
2001, the task force discussed what a marketing revolution might entail: ―Consider changing thepremise of our 

advertising to an ‗opt in‘ approach.‖ This would involve changing the ―presumption from ‗advertise/market 

visibility to all, and some will choose to smoke‘ to ‗advertise/market visibility only to those who have made the 
informed, adult, choice to smoke.‘And build a business model based on the new presumption. Under this model, 

no Philip Morris---branded tobacco marketing would appearin magazines with any youth readership, and point-

of-sale displays in stores patronized by youths would be curbed.  Task force members also asked, ―What‘s the 

extra mile on warning and disclosure?On or in packs?On ads?as needed to know how to communicate risk so that 
consumers get it.‖ Notes from subsequent Corporate Responsibility Task Force meetings lack further 

elaborationon these ideas; however, an early Statement of Principles draft pledged to ―work constructively with 

public officials and others to assure that cigarette marketingis appropriate, given its health risks, and that 
marketing is minimally visible to minors‖. Initially, changes preserved the emphasis on minimally visible 

marketing: ―We will market our products to adult smokers in a responsible way. We will seek to develop methods 

of marketing and promotion that limittheir visibility.‖  But after feedback from senior management, this language 

waschanged to ―market our products to adult smokers responsibly.‖ 
 

In addition, PhilipMorris‘s legal review of the task force‘s meeting notes implied that suggestions regarding 
enhanced consumer risk communication were unwelcome: a handwritten note stated, ―Our view is that current 

warnings are adequate & risks well known. Thus, not clear what this [suggestion] adds/means or that it‘s needed.‖ 

The task force next sought input on marketing and other responsibility principles from employees; meeting notes 

contain an employee‘s observation that the phrase ―responsible marketing‖ was undefined and a recommendation 
to define it as marketing that did not encourage youths or nonsmokers to smoke and did not discourage smokers 

from quitting. The language initially approved by senior management for internal use was a pledge to 

―responsibly market ourbrands to adult smokers while neither advocating smoking nor discouraging quitting.‖  
However, after further consideration by senior management and legal and other departments, this statement was 

changed once again to the more opaque ―responsibly market our brands to adults who choose to smoke.‖ 
 

In July 2001, the task force recommended to senior management social responsibility priorityinitiatives: (1) deal 

with, in their words,―environmental tobacco smoke,‖ (2) reducecigarette litter, and (3) enhance supply-

chainmanagement but nothing on secondhand tobacco smoke.With the Corporate ResponsibilityTask Force‘s 
work complete, PhilipMorris created an 11-member Corporate ResponsibilityTeam to help implement 

theserecommendations.Organizational legitimacy has both practicaland symbolic value to companies.Froma 

practical standpoint, a total loss of legitimacycould result in revocation of a corporation‘scharter or other state 

actions. 
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Symbolically, loss of legitimacy causes corporationsto suffer a loss of standing among other companies 
contributes to ambiguityand anxiety among employees about theirwork and its role in society,and triggers 

thekinds of self-examination and reflection thatPhilip Morris tackled in trying unsuccessfully toreconcile its core 

business with CSR principles.Public demands for greater CSR suggest that organizational legitimacydepends in 
part on sustaining a perceptionthat the company contributes social value.The absence ofthe term ―social value‖ in 

Philip Morris‘s publicMission and Goals statement suggests thatthe company has never managed to define 

itsatisfactorily.The report alsorecommended creating incentives for tobacco companies to reducedemand for 

tobacco products. Others havesuggested achieving a de facto prohibition onsmoked tobacco through a 
combination of hightobacco taxes. In addition, other recommendations included: cigarette advertising bans, 

comprehensiverestrictions on smoking in publicplaces, and policies that encourage smokersto switch to non-

smoked forms of tobacco or(preferably) medicinal nicotine, perhaps evengradually phasing smoked tobacco 
products outof the market. 
 

Social value, as the Corporate Responsibility Task Force learned, has become exceedingly difficult for tobacco 
companies to claim. The ‗Big Why‘ question should be revisited in light of this failure, but asked publicly and in 

a new form: Why should society continue to sanction (sustainability) companies that create no social value and 

create so much harm for so many, in the process of creating profits for so few stakeholders? (McDaniel and 
Malone ,2012). 
 

4.0 Discussion and Analysis 
 

As highlighted by Hildebrand, Sen and bhattacharya (2011) much research, both academic and otherwise, has 

contributed, over the last few decades, to the growing consensus that a company‘s stakeholders react to its CSR 

actions in a myriad of positive, though contingent, ways (Sen and Bhattacharya, 2001; Worcester, 2009). For 
instance, consumers are likely to buy more or pay a higher price for products from a socially responsible company 

(Trudel and Cotte, 2009). Similarly, recent research in the USA suggests that CSR actions can give a company an 

inimitable upper hand in the war for talent (see also Bhattacharya et al., 2008, 2009). However, until recently, 
much less was known about precisely when and how a company‘s CSR actions produced such favourable 

reactions from its stakeholders.  Importantly, stakeholders‘ identification with a company is actually more likely 

to be based on the ethical identity shaped by its CSR because provide consumers with insight into its ―value 
system‖, ―soul‖, or ―character‖ (Balmer et al., 2007; Balmer and Greyser, 2006; Brown and Dacin, 1997; Sen and 

Bhattacharya, 2001). In other words, a company‘s character as revealed by its CSR actions is not only 

fundamental and relatively enduring but also often more distinctive by virtue of its idiosyncratic bases (e.g. 

sponsorship of social cause, environmentalism) than other  aspects of a company‘s schema held by both internal 
and external stakeholders. Therefore, a company‘s CSR activities are likely to constitute the core, defining or the 

central, distinctive and evolving (Balmer,2001) characteristics of its corporate identity, triggering identification. 

Interestingly, these notions (see Bhattacharya and Sen, 2003 for the full model, particularly for the consequences 
of identification in the consumer domain) have received significant empirical support in recent years (Curra´s-

Pe ŕez, 2009; Lichtenstein et al., 2004; Podnar and Golob, 2007; Peloza and Papania, 2008; Morsing and Schultz, 

2006; Marin et al.,2009; Curra´s-Pe´rez et al., 2009). 
 

As reported by Makinen and Kourula (2012) CSR is considered as an umbrella term for the academic debate (and 

business practice) that addresses the existence and management of business firms' social responsibilities (Scherer 
& Palazzo, 2007; Matten& Moon, 2008). Within the field of CSR, the study also examined and historically 

contextualized (Makinen and Kourula, 2012on the political role of companies according to which business firms 

are seen as political actors )  (cf. Scherer & Palazzo, 2011)  in that they increasingly self-regulate and take over 
traditional responsibilities of the state as providers of citizenship rights and public goods (Fig. 4). 
 

Vallester et al (2012) findings suggested a somewhat controversial claim about CSR: CSR leadership makes sense 
only for some companies, not all. That is, the appropriateness ofCSR, from a strategic standpoint, depends on the 

nature of the industry, the nature of the product offering, and the corporate culture, politics, ethos and 

globalization. In particular, Political CSR (Whelan, 2012) should be conceived as one potential form of 
globalization, and not as a consequence of 'globalization'. However, within the framework of business and brand 

strategy, CSR requires strategic alternatives that the company can assess according to their impact, risks, and 

benefits, then measure with regard to their progress and impact.  
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Companies that address CSR strategically thus can leverage CSR to benefit both the company and society, 
whether as: CSR entrepreneurs, CSR performers, vocal CSR converts, or quietly conscientious---these categories 

were defined according to the objectives, level of integration, and key initiator and drivers of the CSR brand-

building activities. In addition, the level of corporate involvement in CSR—depends on the degree to which 
companies respond reactively to demands for CSR or engage proactively in CSR initiatives. Moreover, Lange and 

Washburn (2012) study focused on attributions of irresponsible rather than responsible behavior, of how 

perceptions that the firm has acted in a socially harmful way may be particularly relevant to the firm‘s ability to 

draw support and resources from its environment (Fig. 5).Pomerang and Johnson (2009) highlighted the identity-
based corporate image advertising appeals.Corporate image advertising is an important tool used by corporate 

marketers to convey desired corporate identity characteristics, ―what we say we are‖ (Balmer and Greyser, 2006). 

Corporate claims of ―we say we are a socially responsible firm‖ are particularly prone to consumer scepticism, 
potentially hindering the construction of the desired corporate image in the minds of critical stakeholders, such as 

consumers. 
 

As the Corporate Responsibility Task Force of the Philip Morris USA study (2012) highlighted with a 

presentation detailing the roots of responsibility, a Corporate Responsibility Task Force member reflected, ―Once 

we start connecting all the pieces it becomes clear that we have been doing a lot of really good things for a long 
time.‖ Other task force members emphasized the company‘s consistent responsible intentions, pointing out that 

Philip Morris ―has always wanted to be responsible‖ (emphasis added), but ―along the way we had a disconnect 

with society‘s expectations of us.‖ A task force member also suggested engaging in a dialogue (with unnamed 

others) about the period when Philip Morris was disconnected from these expectations. However, when the task 
force summarized its work to employees,  it did not mention this disconnect, focusing instead history of 

responsible behavior. One employee noted a contradiction: ―How will we change public perceptions of our 

business practices if we conclude that we are already a responsible company? 
 

Deloitte Consulting ‗Fortresses and Footholds‘ Survey 2011 highlighted that a key ingredient in success is to 

establish company-owned production, service, distribution, R&D and other operations in EM to become closer to 
customers and part of the local business community. 
 

The Credit Suisse Global ‗Emerging Consumer‘ Survey 2012 highlighted the optimism on the financial outlook as 
strongest in Brazil, India and China. In Brazil, 58% of respondents to the survey said they expected an 

improvement in their personal finances over the next six months. The Russian consumer is the most pessimistic of 

the BRIC countries.At the other end of the scale, the greatest degree of pessimism in financial prospects was 

recorded in Egypt and Turkey. Despite the radical change in the political situation, Egyptian consumers remain 
the most downbeat among the countries included in our survey, with 25% predicting a worse financial position 

over the next six months compared to 24% expecting some improvement. The picture in Turkey was not much 

better: 12% of respondents expected their financial position to worsen versus 16% who expected it to improve. 
When we compare the aggregate results in our latest survey with last year‘s survey, there is no doubt that 

consumers, on average, are less optimistic. In Brazil, the balance of consumers expecting better rather than worse 

financial prospects over the next six months has fallen from 59% in 2010 to 53% in 2011. In China, the same 
statistic has slipped from 39% to 31%, and in India it has fallen from 40% to 36%. The mood has improved in 

only two of the markets. In Indonesia, a net 31% now expect personal finances to improve over the next six 

months compared with 28% last year. While the Egyptian consumer is much more upbeat compared with last 

year, this is clearly off a very low base and still poor in absolute terms (Figure 6). 
 

Ernst & Young‘s 2012 ‗Attractiveness‘ Survey highlighted that the Middle East ranked behind large continents, 

such as Europe and North America, in terms of the number of FDI projects attracted. However, the region is 
slowly emerging as an investment destination in comparison with other developing economies, such as China and 

Latin America. In fact, the Middle East attracted more FDI projects than India in 2011, Fig. 7. 
 

Ernst & Young‘s 2012 ‗Beyond Asia‘ Survey also highlighted that the rising demand for products and  

services tailored to Asian consumers will have a diverse impact on intra-regional trade and market sectors. Every 

rapid-growth market has its own unique characteristics that create market sector specialization.  Goods trade will 

predominantly be in machinery and transport equipment. Information and communication technology (ICT) 
equipment will account for most of the growth, although South Korea‘s shipbuilding industry will also expand 

rapidly.    
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Exports of lower value-added products, including clothes and shoes, will also continue to increase.  Service 
exporters will seek to satisfy fastgrowing demand within Asia-Pacific.  Regional companies will need to align and 

integrate a strong talent management approach with their business performance. 
 

Peloza et al (2012) study noted that not all firms seek to become leaders in sustainability,As many executives 

have recognized the value from a leadership role thatthey aggressively pursue.  Peloza et al (2012) research also 

uncovered a number of traits that are largelycommon to firms: 
 

A. Sustainability is an integral part of business strategy instead of a peripheral complianceissue. Nestlé has 

focused its corporate strategy around ―creating shared value,‖which combines adherence to key operating 
principles and achievement oftargeted societal improvements in the communities from which they 

sourceproducts around the globe. Success in these efforts is viewed as crucial to Nestlé‘s futuresuccess and 

therefore integral to both its business strategy and corporatereputation. 
B. Responsibility is taken for the impact of internal operations, as well as those of associatedentities such as 

supply chain partners. Alliances have been formed to fosterprogress on targeted sustainability issues. ABB 

takes responsibility in three mainareas: raising environmental performance and lowering impacts; 

improvingmanagement of health, safety, social, environmental, and security risks in itsoperations and 
projects; and improving sustainability performance in itssupply chain and acquired companies.  

C. The standards for reporting have been implemented and the materiality of the issuesthey highlight is 

understood, for both the company and all stakeholders. Leaders excelat meeting these standards fully and 
transparently, even those that may not seemrelevant. BMW stands out as an exemplar for the quality, as well 

as thoroughness,of its sustainability reporting. Its top ranking for seven yearsrunning in the Dow Jones 

Sustainability Index is testimony to its leadership. 
D. Sustainability has been integrated into the brand and client value propositions. IBMdecided earlier than 

many to integrate sustainability into its brand andcustomer value propositions. It has effectively used its 

Smarter Planet themeto communicate how the company helps its clients enhance their performancein ways 

that foster sustainability.  
E. E Operational initiatives and related communications are focused on carefully selectedthemes tied to the core 

of the business. Varied, yet complementary, communicationsto key stakeholder groups are used to get the 

word out. Thematically and operationally,Cisco Systems concentrates on demonstrating leadership on 
twoissues, closely linked to its business and brand. Socially, Cisco is focusedon education—helping people 

around the world develop and use IT skills.The environmental theme is ―EnergyWise‖—helping customers 

reducegreenhouse emissions and create smart buildings.  

F. It‘s about more than reporting. The study findings indicate that top companieshave embraced sustainability 
reporting and practices. They understand thatthis is not merely a reporting exercise, though full and 

transparent disclosures essential. Rather, they have successfully integrated sustainability themesinto their 

corporate stories, mission, vision and values, and, in many cases,directly into their brand and customer value 
propositions. For instance,Siemens established a board position for sustainability and consequentlydeveloped 

a sustainability vision with ambitious targets to become a leadingclean-tech company, with a key goal to 

achieve 40 billion Euros in revenuewith their environmental portfolio.48 Moreover, top companies 
comprehendthat sustainability encompasses social and governance factors as well as theenvironment. 

 

In sum, the identity perspective on CSR (Hildebrand, Sen and bhattacharya, 2011) suggests that it can elicit 

favorablereactions from a company‘s stakeholders by causing them to identify with it. Morespecifically, based on 
some recent work, we suggest that this is particularly likelywhen both the company and the stakeholder have 

collectivistic identity orientations asopposed to individualistic or even relational ones (Brickson, 2007). 

Organizationalidentity orientation, grounded in individual identity theory (Brewer and Gardner,1996), refers to 
the ―assumed nature of association‖ between an organization and itsstakeholders, as perceived by its internal 

stakeholders or members. Importantly,Brickson (2007) suggests that this orientation not only influences the nature 

of acompany‘s CSR engagement but also its stakeholders‘ perceptions of why it isengaging in CSR. While 

companies of all orientations can create CSR value, albeit ofdifferent kinds (see Brickson (2007) for a detailed 
treatment), a company with acollectivistic identity orientation is most likely to elicit CSR-based identification 

fromboth its collectivistic internal and external stakeholders based on not only their greaterinnate propensity to 

identify, rather than maintain atomistic, instrumental connectionswith social others, but also their greater 
likelihood of trusting the motives of thecompany as altruistic and collective welfare enhancing.  
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In that sense, companies withcollectivistic identity orientations are, at the limit, perceived to have ethical 

identities orreputations (Balmer et al., 2007), making stakeholders most likely, based on the previous discussion, 
to identify with them. As well, the perceived identity andreputation of such companies are likely to be seen as 

most authentic (Leigh et al., 2006;Gilmore and Pine, 2007; Thompson et al., 2006) by their internal and 

externalstakeholders respectively, increasing, again, the likelihood of long term sustainability. More important is a 
clear understanding of the implications of sustainability  (Peloza et al, 2012) performance. Companies with high 

perception but low actual performance have considerable value at risk, should public attitudes change. 

Conversely, companies with high actual performance but trailing perception have the potential to secure 
unrealized return on investment for maximizing stakeholder value by leveraging operational excellence through 

improved communications for CS. 
 

5.0 Conclusions 
 

As reported by Ernst & Young‘s 2012 ‗Beyond Asia‘ Survey, the economies of East and Southeast Asia are 
projected to capture a larger share of global trade over the next ten years as their expansion outpaces that of 

developed nations. While fragmentation of production processes across countries will continue to drive regional 

export volume, the rise of the middle class in Asia means that a greater share of these goods will be produced 
within the region to satisfy demand within Asia. The US is expected to remain the world‘s largest consumer 

market in 2020, making it an important destination for export expansion by Asia-Pacific firms. Despite the global 

economic shift toward the East, markets outside the region still represent attractive opportunities for Asia-Pacific 

exporters due to their size. The forecasts also highlight the growing importance of new markets in Africa and the 
Middle East. The expansion of exports from most Asia-Pacific economies to these regions is expected to be 

greater in value than the increase in trade to the Eurozone.The machinery and transport equipment sector will 

mainly fuel this growth in exports from most Asia-Pacific RGMs. ICT equipment will be the most important 
component of thisgrowth, as the regional economies move up the value chain into high-technology 

goods.Vietnam and Indonesia are the only two economies where low-end manufacturing mainly drives growth, 

reflecting their late adoption of export-oriented industrialization strategies.Over the next decade, exports of 
services will increase strongly, in part driven by increased demand for services in home markets as the population 

grows wealthier.  The survey also projects the cross-border markets for business and financial services to be 

vibrant over the next decade, with strong financial centers such as Hong Kong strengthening and consolidating 

their positions. 
 

As also reported by Ernst & Young‘s 2012 ‗Attractiveness‘ Survey, Middle East and North Africa (MENA) 

region has the potential to develop into one of the most important growth regions in the world with enormous 
possibilities and investment opportunities — as the people and businesses have a real hunger for success and 

growth. But that‘s not to say there aren‘t challenges. There are hurdles to doing business in the Middle East, such 

as disparities in societies, for example, that can make things difficult. This is because social inequalities can often 

make it harder for entrepreneurs to grow and develop their businesses.  An important step forward would be to 
reform the labor market. Liberalization of labor systems  in MENA would open up a world of possibilities — 

particularly for younger people. But, despite these political challenges, the potential of the region is bright.  As the 

world looks for growth, MENA will be increasingly important both now and in future.  
 

More importantly, Social value---as the Corporate Responsibility Task Force (McDaniel and Malone, 2012) of the 

Philip Morris USA study learned--- has become exceedingly difficult for tobacco companies to claim. The ‗Big 

Why‘ question should be revisited in light of this failure, but asked publicly and in a new form: Why should 
society continue to sanction companies that create no social value and create so much harm for so many, in the 

process of creating profits for so few? The conclusions are not intended to ―level the playing field,‖. Instead, they 

provide a framework by which executives who do choose to make sustainability a key pillar of their corporate 
strategy can be more competitive and can more closely align sustainability (Peloza et al., 2012) investments with 

maximum returns for all stakeholders. 
 

5.1 Key Results 
 

This study highlights the influence of major income and demographic differences (The Credit Suisse Global 

‗Emerging Consumer‘ Survey 2012) and cultural and social drivers across the EM withthree major findings:  
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First, the study suggests two influences behind the more cautious tone–dampened expectations for wages and 
rising food prices. The consumerism countries exposed to either or both of these have typically revealedthe most 

cautious responses. Saudi Arabia is the exception that hasproved the rule. However, our research suggests hat the 

expected peak in food price inflation can deliver a positive offsetfor the emerging consumer and help the global 
outlook. 
 

Second, the study sheds light on the structural trends at workamong consumers in the EM. A move away from the 

essentialitems of spending towards more useful and discretionary items isshowing a structural change in 
consumer. Two areas have stood out thatare symptomatic of this trend - an increased priority on education andthe 

increased penetration of technology, supported by strong growth inmobile phones, smartphones and computers as 

well as increasedaffordability and high-speed internet access. 
 

Third, the study reprises a theme‗the power of brand investing‘.  There is a growing significance of local brands 

and theimpact of the most powerful global brands.  
 

At a time when consumers are keen to learn of firms‘ societal practices and achievements (Dawkins, 2004), the 

provision of more diagnostic corporate image advertising appeals offers to meet these information demands and 

reduce skepticism toward such communication efforts. Wood (1991) has suggested that stakeholders seek 
information not only on firms‘ CSR policies and practices but also on the specific impacts of those policies and 

practices. Consumers indicate they want such diagnostic information, and will direct their spending accordingly, 

inviting managers to respond to their information needs and differentiate their brands on this basis. Dawkins 

(2004) reports a large proportion of consumers‘ purchase decisions could be affect by information on CSR 
performances, and anecdotal evidence of the success of firms such as The Body Shop attest that consumers are 

willing to get behind corporations that do good. The challenge is to convincingly communicate (Pomerang and 

Johnson, 2009) this pro-social face of the corporation. As scepticism influences brand evaluations that will persist 
through time, the inhibition of scepticism is an important goal for CSR advertising claims for a long term CS. 
 

5.2 Implications 
 

The study highlightedthe uncertainties inherent (EY‘s Beyond Asia Survey 2012) in any forecast, there are two 

alternative scenarios for the evolution of trade in EM particularly Asia: 
 

1. A faster-than-baseline growth in Asia‘s middle class would generate a virtual circle of growth in the region, 
feeding higher levels of intra-regional trade. 

2. One country‘s more rapid move up the value chain, beyond the baseline (China, for example), would lead to a 

decline in intraregional trade levels, as more components of the supply chain for high-technology products 
would be within China. 

 

The rapid growth of the consumer market in emerging market represents a significant opportunity for 

multinationals that are able to interpret these trends and the possible alternatives and adapt their business 
strategies to cater for Asian tastes and preferences that distinct corporate postures toward social 
 

Responsiveness (Vallaster, 2012)—which are intrinsically linked to the level of involvement of the company. 
Multiple CSR-related corporate branding and communication possibilities sometimes can characterize a similar 

level of CSR involvement by the company. The choice thus depends on the company‘s context, objectives, CSR 

integration level, and initiators and drivers for MSV. 
 

6.0 Recommendations & Next Steps 
 

EM design offerings to meet their needs (Deloitte Consulting ‗Fortresses and Footholds‘ Survey 2011) at market 

appropriate prices. A key ingredient in success is to establish company-owned production, service, distribution, 
R&D and other operations in EM to become closer to customers and part of the local business community. The 

survey suggested that the greatest opportunities and strategies are in the following areas: 
 

 Opportunities remain in the BRIC (minus Russia):  Among 10 leading EM, executives surveyed were most 
likely to expect revenue increases of 25 percent or more over the next three years in Brazil, India and China. 

 Bigger is better.According to respondents whose companies had revenues of $5 billion or greater—those 

larger companies were more likely to have exceeded their sales revenue goals in EM over the last three 
years, while small companies (less than $500 million in revenue) were the least likely to have done so. 



© Centre for Promoting Ideas, USA                                                                                                www.ijhssnet.com 

100 

 

 Go local.  Companies that had company-owned operations in at least five of six major EM were much more 
likely to have exceeded their revenue goals. In addition, some successful strategies were using local 

sales/service centers, employing company-owned sales and distribution and employing a company-owned 

supply chain. Local operations may provide advantages such as greater knowledge of customer needs and 
buying habits, greater brand awareness in the market and more experience in navigating government 

approvals and procedures. 

 Know your customer.Designing products specifically for customers in the local market and offering a 

different value proposition were considered as among the most successful strategies. When it came to 
challenges identified by survey participants, one of the top challenges in five of the six EM studied was to 

provide products/services that meet customer needs at prices they can afford. 
 

For many Corporations, the opportunity in EM is significant, but the challenges can be daunting. Driving growth 

in EM has fundamental implications for a company‘s business strategy, operating model and risk management 

capabilities – now as well as in the future. While Corporations should not embark lightly upon their emerging 

market journey, the lessons learned from this study can help organizations build more sustainable platforms for 
growth. That is the challenge facing corporations today: a CSR strategy that requires thought, effort, and 

dedication but which, done right, can not only reap bountiful societal and environmental returns but also earn the 

enduring devotion, respect and loyalty (Hildebrand,Sen and Bhattacharya, 2011) for MSV in the EM. 
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Table 1: Evolution of Philip Morris Corporate Responsibility 
 

 

 
Source: The Big WHY: Philip Morris’s Failed Search for Corporate Social Value ( McDaniel and Malone, 2012). 
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Figure 1:Strategic CSR Brand Framework 

 
Source: Strategically Leveraging CSR: A Corporate Branding Perspective ( Vallaster, Lindgren, Maon, 2012). 
 

Figure 2: Shannon-Weaver Model of Communications 
 

 
Source: Sustainability: How Stakeholder Perceptions Differ From Corporate Reality (Peloza, et al., 2012). 
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Figure 3: Emerging Vs. Developed Market Industrial Production 

 

 
 

Source: Emerging Consumer Survey 2012 (Credit Suisse Research Institute). 
 

Figure 4: Literatures Contributing to Political CSR 
 

 
 

Source:  Pluralism in Political CSR (Makinen, and Kourula, 2012). 
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Figure 5: Model of Corporate Social Irresponsibility Attributions 
 

 
Source:  Understanding Attributions of Corporate Social Irresponsibility (Lange and Washburn, 2012). 
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Figure 6:  State of your personal finances 
 

 
 

Source: The Credit Suisse’s Global ‘Emerging Consumer’ Survey 2012. 
 

Figure 7: Global FDI in Middle East 2011 
 

 
Source: Ernst & Young’s 2012 ‘Attractiveness’ Survey, Middle East and North Africa. 

 

 


