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	Abstract:
	The academic literature reveals the need to undertake more in-depth field studies in order to discover the organisational culture, the difficulties and the perceptions surrounding CSR in SMEs. This study presents the results of analysis of four case studies on Catalan companies that stand out for their social and environmental practices. The conclusions of this paper are the result of dialogue with the main actors – four medium-sized companies – focusing on their actions, understandings and resistance with regard to CSR. The methodological perspective used was Grounded Theory, with the aim of the study being to contribute towards formalising CSR in SMEs, in their daily practices, by analysing some primary data. The results obtained show how difficult it is for SMEs to understand CSR, beyond the explanation of the specific practices carried out by the companies. They highlight the role played by the values of the founding director in the implementation of CSR programmes; they reveal that SMEs still have a long way to go towards learning how to inform both internal and external stakeholders of their best practices, and; finally, they show the interesting links that SMEs establish between responsible practices, improved competitiveness and economic results. Finally, the text points out the implications that the results of this analysis may have on creating ways of promoting CSR in SMEs. We believe that, in light of the opinions expressed by the companies, public organisations should try to concentrate on creating a favourable framework for responsible competitiveness, as a way to deal with CSR when addressing SMEs
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	Abstract:
	This commentary focuses on four themes: (1) empirical relevance of corporate social responsibility (CSR) in family firms; (2) complementary theoretical explanations to CSR behavior in family firms; (3) the need for stringent definitions in family business research; and (4) the potential for dual causality between family ownership and more generous CSR policies. Specifically, I argue that agency theory can lead to additional valuable insights about CSR in family firms.
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Abstract: 
This paper reports the findings of an investigation into the ethical outlook of micro business operators. The study was conducted in Australia and is the first such examination of ethical perspectives in this segment of the business population. Micro business is internationally recognizable, economically significant, and strongly entrepreneurial, and it has a high level of control over the values it enacts. The study indicates that ethical considerations are important to Australian micro business operators. While no one single ethical perspective was dominant, nonreligious beliefs and principles were found to be the most important determinant of their ethical values. Some variation was discovered in operator attitudes based on age, gender, and education.
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SMALL business Abstract: The aim of this study is to increase our understanding of the ethical climate of entrepreneurial firms as they grow and develop. A developmental framework is introduced to describe the formal and informal ethical structures that emerge in entrepreneurial firms over time. Factors influencing where firms are within the developmental framework are posited, including the entrepreneur's psychological profile, lifecycle stage of the business, and descriptive characteristics of the venture. It is also proposed that the implementation of ethical structures will impact perceptions of the clarity and adequacy of the ethical standards of the firm and the firm's preparedness to deal with ethical challenges as they arise. Results are reported of a cross-sectional survey of small firms at different stages of development. The findings indicate the existence of four distinct clusters of firms based on their formal and informal ethical structures: Superlatives, Core Proponents, Pain and Gain, and Deficients. Evidence is also provided of statistically significant relationships between the proposed antecedent and outcome variables. Implications are drawn from the results, and priorities are established for future research. 

Title: Social responsibility, profit maximisation and the small firm owner-manager Author(s): Laura J Spence; Robert Rutherfoord Journal: Journal of Small Business and Enterprise Development Year: 2001 Volume: 8 Number: 2 Page: 126 -- p139 DOI: 10.1108/EUM0000000006818 Publisher: Emerald Abstract: In this paper, a new analysis is presented of the social and ethical orientation of small firm owner-managers. Using exploratory qualitative empirical evidence, it is proposed that there are four "frames" of perceiving the social perspective of the small business. These are profit-maximisation priority, subsistence priority, enlightened self-interest and social priority. If policy makers wish to influence the ethics of small firms, they need to be aware of this diversity of viewpoints and move beyond the notion of the profit-maximising, rational economic entrepreneur as the standard image of the small business owner-manager.
Small and medium-sized enterprises and the environment: evaluation of a specific initiative aimed at all small and medium-sized enterprises Author(s): Andrew L Friedman; Samantha Miles; Cameron Adams Journal: Journal of Small Business and Enterprise Development Year: 2000 Volume: 7 Number: 4 Page: 325 -- p342 DOI: 10.1108/EUM0000000006849 Publisher: Emerald Abstract: Small and medium-sized enterprises (SMEs) are under increasing pressure to address environmental issues from a range of sources, including legislation, supply chain, trade associations and customers. Addressing environmental awareness, not to mention sustainability, is a complex issue for SMEs, exacerbated by a lack of time, resources and environmental expertise. Consequently, many initiatives have been developed to direct and support SMEs. This paper is concerned with an initial evaluation of one such initiative based on a grounded theory approach. This process highlights the practical issues SMEs face when trying to implement environmental issues as workable company policies. A "gap" between developers and users in terms of the achievable outcomes perceived and obtained from such initiatives is also highlighted. To date, little has been written about the problems SMEs face in addressing environmental issues. This paper attempts to highlight some of these problems and, more importantly, promote further debate and discussion.
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Abstract:

"Social capital" can be considered to be the product of co-operation between various institutions, networks and business partners. It has potential as a useful tool for business ethics. In this article we identify categories pertinent to the measurement of social capital in small and medium sized enterprises (SMEs). By drawing on three different sectors, one business-to-business service, one business-to-customer service, and one manufacturing, we have enabled the consideration of sectoral differences. We find sector to play an important part in relation to business practices and social capital. Our inclusion of SMEs from Germany and the United Kingdom has called attention to cultural, institutional and economic aspects of two regions of Europe and how they can influence SME social capital. Social capital is found to be influenced by context and, in particular, institutional arrangements. In analysing the data we note particular areas of interest from the point of view of SMEs and social capital as being: formal engagement, networking within sectors, networking across sectors, volunteerism and giving to charity, and finally a focus on why people engage. We conclude that there is a considerable amount of further research needed on social capital, SME's and business ethics.
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Abstract:

In this paper we report on empirical research which investigates social capital of Small and Medium Sized Enterprises (SMEs). Bringing an international perspective to the work, we make a comparison between 30 firms located in West London and Munich in the sectors of food manufacturing/production, marketing services and garages. Here we present 6 case studies, which we use to illustrate the early findings from this pilot project. We identify differences in approach to associational membership in Germany and the U.K., with a greater propensity to "belong" to an official group in Germany. We distinguish clear sectoral similarities across the countries, and indications that certain personality types will seek out engagement and find time beyond busy work life schedules, often merging work/home/leisure life and friends. Some of our cases illustrate that formal institutions, networks and mutual relationships can develop social capital for the SME, although we should take care not to assume a universal win-win situation for those who are engaged and contribute to the common good. Some of the obstacles to cooperation and civic engagement are outlined.
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Abstract:

This article introduces the important issue of communicating with small firms about ethical issues. Evidence from two research projects from the U.K. and Spain are used to indicate some of the important issues and how small firms may differ from large firms in this area. The importance of informal mechanism such as the influence of friends, family and employees are highlighted, and the likely ineffectiveness of formal tools such as Codes and Social and Ethical Standards suggested. Further research in the area of small firms and ethics is essential
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Abstract:

The article discusses the perspective of small and medium enterprises (SMEs) regarding the significance of corporate social responsibility (CSR) as a component on business ethics. It contends on the application of CSR in small business that has become the central concern of the European Union's (EU) distinctive area of research and concern. It also presents the EU's research agenda concerning CSR implementation in SMEs which calls for an in-depth high-quality theoretical and empirical research that is correlative to the principle of CSR and on business ethics standards.

