2. Chapter Two: Literature Review 2500words 

2.1 Introduction

The purpose of this chapter is to review the current academic literature on the implementation of corporate social responsibility in business, with more emphasis on the research on social responsibility of the automobile industry. And this chapter will accomplish the first objective in this dissertation: “Making a critical and objective analysis of the academic literature on China’s automobile industry as a part of corporate social responsibility.” 

The literature reviews mentioned below are from Google Scholar, the UWTSD online library and EBSCO. These sources of information include previous academic journals and research. Search terms are: “automobile industry”, “consumer”, “corporate social responsibility”, “enterprise” and “government”. 


2.2 Corporate Social Responsibility 

In the past few decades, the debate about the appropriate relationship between business and society has been focused on the topir of corporate social responsibility (Klonoski, 1991). Keith Davis raised two intriguing questions in the 1960s: “Business Own society?” (Davis, 1967) and “Can companies afford it?” For many years, the specific concept of corporate social responsibility has been vague.

Bowen pointed out that businessmen have the obligation to formulate policies and take actions in accordance with social goals and value system, which is the social responsibility of businessmen. This concept emphasizes that the main body of corporate social responsibility is a modern large company, responsible for the implementation of corporate managers, the principle of social responsibility is voluntary. (Bowen, 1953).

Frederick believes that businessmen should regard the operation of the economic system as meeting public expectations, which means that enterprises should increase the level of economic well-being of society as a whole in the process of production and circulation. 
He pointed out that corporate social responsibility represents a kind of public behavior, which uses social economic resources and human resources to achieve a wide range of social goals, rather than being limited to the interests of individuals and enterprises. 
In this conclusion, Frederick emphasizes that business goals and social goals should be coordinated and unified. (Frederick, 1960)

Manne and Wallich further extend the concept of corporate social responsibility, they believe that "responsibility to a certain extent means that the enterprise is a free actor." 
They pointed out that corporate social responsibility should involve the following three steps: the first is to set goals, the second is to decide whether to meet set goals, and the third is to provide funding for selected goals. Manne and Wallich tend to give instructions to the company so that the company can better meet the interests of shareholders. (Manne and Wallich, 1972)

Andrews proposed that the definition of CSR is that enterprise should proceed from a long-term scientific point of view, which can to a large extent limit the bad behavior of a series of short-term results that may be caused by enterprises and individuals for short-term profits. Applying legislation to corporate social responsibility will make it mandatory (Toal&Broome,2020).

According to Carroll, a professor at the university of Georgia in the United States, he believes that CSR is regarded as an obligation given to enterprises by society. Society not only requires enterprises to create economic interests, but also needs them to abide by the law, attach importance to morality and develop public welfare undertakings. (Carroll, 2014). Therefore, corporate social responsibility requires enterprises to take into account and fulfill economic responsibility, legal responsibility, ethical responsibility and charitable responsibility at the same time. (Miethlich, 2019). According to Tiezhu, Sang, he believes that corporate social responsibility means that enterprises must undertake a series of corresponding responsibilities to all stakeholders, resources, environment and society in their various activities. Meanwhile, enterprises are required to acquire the ability of sustainable development of society, economy, resources and environment while fulfilling their social responsibilities. (Sang, 2009) According to Yueming, Cui, the essence of corporate social responsibility is the enterprise’s restriction on business behavior, which requires enterprises to undertake a series of responsibilities to stakeholders, environment and society while pursuing profits, so as to promote social progress and development. (Cui, 2010)  

Corporate social responsibility will bring some benefits to the enterprise. When there were many uncertainties exists a specific period, company that invested in corporate social responsibility performed better because it brought sustainability and competitive advantage. (Lins et al., 2019). Although it brings these advantages, there are still some shareholders who resist the implementation of corporate social responsibility strategy because it often conflicts with the goal of some shareholders, that is the interest of profit maximization (Wang, 2014).

2.3 Corporate social responsibility theories

2.3.1 Stakeholder/Shareholder Theory 

At present, the theory of corporate social responsibility adopted by most enterprises is based on the stakeholder theory put forward by Freeman. It is defined as that companies and managers should actually create value for customers, suppliers, employees, communities and financiers or shareholders. (Freeman,1984)
Freeman also pointed out that there are specific defects in corporate social responsibility, such as the contradiction between business and morality, because the development of business economy depends on profits, and moral constraints often consume and limit profits. (Freeman, 2009)

As a very important theory in the theory of social responsibility, stakeholder theory is closely integrated with the study of corporate social responsibility on the one hand, and developed and perfected in the research of corporate governance on the other. It has had a profound impact on the two research fields of corporate social responsibility and corporate governance.

However, Friedman (1970) believes that the company is only responsible to the shareholder, the only stakeholder. According to Friedman, social problems are summed up as the responsibilities and obligations of the government, and companies should not participate in political activities. 
That is to say, "The only social responsibility of an enterprise is to make use of all the resources available to it, to engage in commercial activities that can increase its profits and to compete openly and freely on the premise of abiding by laws and rules."(Friedman, 2002) 

2.3.2 CSR pyramid 

The pyramid of corporate social responsibility was proposed by Archie Carroll in 1991. According to Archie Carroll. Corporate social responsibility is defined as “it includes economic, legal, ethical and discretionary expectations of economic organizations within a specific period of time.” This theory summarizes the connotation of corporation social responsibility, emphasizing that on the basis of economic responsibility, there are legal responsibility, moral responsibility, charitable responsibility, and they decreasing in the from of pyramid. (Carroll, 1979) 

2.3.3 Clarkson Principles

According to Clarkson, he believes that the enterprise is a large system, which is composed of multiple stakeholders, its main goal is to create value and wealth for all stakeholders, and the operation of the enterprise is inseparable from the support of the environment, which include legal environment and market economy environment. Because there are various risks in the production and operation activities of enterprises, as a part of the enterprise, the stakeholders need to undertake certain risks, so he classifies the stakeholders from the point of view of the way of risk-taking, one is active stakeholders, the other is passive stakeholders. Active stakeholders refer to the narrow range of stakeholders, such as individuals or groups who make them bear the corresponding risks by investing in special human capital or non-human capital. Active stakeholders emphasize the "legal claim", which distinguishes the individuals and groups with the right from other stakeholders in the enterprise. (Clarkson, 1994)

2.4 Overview of Social responsibility of automobile industry
Based on a specific analysis of the social responsibility of the automobile industry, Sang Tiezhu and Jia Hongjun believe that in addition to travel consumers, environment, shareholders, employees, government, communities and competitors, automobile enterprises also have to bear the corresponding mission and social responsibility according to their own characteristics. (Sang, 2009)
As a large industry in China's national economy, the automobile industry has a strong driving effect and influence on the whole national economy. 
However, China's automobile industry started relatively late, and there is a big gap compared with foreign countries, which is embodied in that although China's automobile output is already in the forefront of the world, the core competitiveness of enterprises is relatively low, in all automotive products, joint venture products still occupy a dominant position. 
From a certain point of view, in China's automobile enterprises, the whole automobile market is equivalent to an agent factory of other multinational corporations in China, it is obvious that it is lack of key independent property rights and core technology.

As a core business plan of the automotive industry, the corporate social responsibility of the environmental sustainability strategy is also incorporated into the business practices and memos of the company’s development, and the reports are shared public on time. How enterprises measure greenhouse gas and other gas emissions, and what measures they will take in the future to further effectively reduce industrial wastewater and air pollution also need to be informed in time. (PhDessary.com, 2016) 

The pressure of environmental problems on the automobile industry can not be ignored. 
According to data from Whitelegg (1993), about 26.6 tons of waste and 922 square meters of polluted air are generated before consumers officially use cars. 
However, these pollution data account for only about 10% of all environmental pollution pressures. Because in the entire life cycle of the car, about 80% of the pressure comes from the stage of formal use, and the final disposal or scrapping stage of the car accounts for about 10%. Through the comprehensive analysis of the whole product life cycle of the automobile, it can be concluded that the automobile design is the key factor to reduce the adverse impact on the natural environment. Proper design as a key factor can achieve the highest recycling rate of automotive products. However, there are several obstacles that affect the development and implementation of new solutions. One of them is the lack of high-level technical personnel, which is the result of a highly oligopolistic market structure. (DOSI, 1982).
Van den hoed (2007) put forward his views on this phenomenon. He believes that the future development trend of the automobile industry will lead to the emergence and development of alternative new energy sources such as batteries, electric vehicles and fuel cells. Fournier (2009) claims that the transformation of the new technological economy of the automobile industry is coming.

The automobile industry is characterized by most of the high-skilled jobs, which require high quality of the skills of the producers. The quality of work will vary depending on the production system. For example, reflective production systems with a high degree of teamwork and autonomy tend to show higher job satisfaction, but there is also considerable stress and workload (Gorgeu, 2005). In the automobile industry, the health and working conditions of employees are often worrying, with emphasis on job pressure and workload distribution, especially in reflective production plans, because employees often need to enforce work plans under the pressure of enterprises to cut costs. (Pil,Fujimoto,2007; Winter et al., 2006)

There is little research on work-life balance in automobile enterprises. Studies from other similar industries (comparative analysis of high-performance practices such as long hours and teamwork) show that working too long may have more negative effects on employees' lives as a whole. Studies have shown that flexible working hours tend to reduce this impact, especially for women (Bond et al., 1998). 
However, flexible work arrangements are rare in the work scene where shift work often occurs in the automobile industry.

It can be summarized that many new problems have emerged in the corporate social responsibility of the automobile industry, which include the three stages of production, use and disposal. Automobile suppliers should pay attention to the problems of corporate social responsibility (Orsato, 2007) that need to be faced and solved at all stages of their products through the method of automobile life cycle analysis. 

At present, automobile enterprises strengthen the awareness of environmental protection by implementing laws and regulations, so as to achieve efficient use of resources. however, the reduction of waste production and cost is far from enough. (Thun, 2010). 
The most common CSR activities among automakers are based on the International Labour Organization code (including basic working conditions), the company's personal code of conduct (corporate social responsibility policy and reporting), supply chain responsibility and environmental protection systems (Steinweg, 2010). 
Natural environmental management and protection policies have been widely recognized and implemented in the automotive industry. However, similar social standards are still difficult to eliminate, and in addition, appropriate working conditions are still missing (Gonzalez, 2008)

2.5 Conclusion

This chapter achieved the first objective of this essay. “To critically search and analyze the current academic literature on the implementation of corporate social responsibility in business, with more emphasis on the research on social responsibility of the automobile industry.

Fundamentally, CSR can be evaluated as a special asset because it invisibly helps the company improve its brand value and improve its overall reputation and image in terms of quality, basic functions or resource use. (McWilliams, 2010)
McWilliams also claims that many automobile companies are now committed to understanding and developing how to create and efficiently obtain value in the following ways, which is reflected in the strategic inclusion of corporate social responsibility (Baron, 2001) It is called strategic corporate social responsibility. (Werther and Chandler, 2006)
Coupled with the concept of innovation, it has further evolved into "innovative corporate social responsibility" enterprises will continue to create new ideas and values for a variety of products through enhanced technology. (Swanson, 2008) Quazi and Swanson emphasize that senior managers must make decisions and evaluate the activity process of corporate social responsibility in order to ensure the effectiveness of their performance. (Quazi, 2003)

At present, car manufacturers are actively identifying and recognizing the specific needs of strategic corporate social responsibility (CSR), as these requirements will trigger competitive advantage and help companies create long-term brand value in the future. 
The eco-friendly automobile industry has entered the era of strategic corporate social responsibility competition. Hart claims that environmental social responsibility has gradually reached a consensus in the automobile industry, which will eventually lead to sustainable competitive advantage. (Hart, 1995)
Khaledabadi and Magnusson asserts that many automobile manufacturers have successfully introduced a variety of new technologies and innovation strategies on eco-friendly innovation. (Khaledabadi and Magnusson, 2008)
When CSR-based innovation occurs, this phenomenon will be more obvious, such as hybrid vehicles, electric vehicles, clean diesel vehicles and other innovative concept products.

Contemporary management researchers claim that companies should commit themselves to their corporate social responsibility initiatives in order to achieve sustained growth in business interests (Porter and Kramer, 2006) The concept of strategic corporate social responsibility is put forward from the perspective of resource view, which holds that the ownership and utilization of strategic resources can form a competitive advantage. (Barney, 1991) The corporate social responsibility activities of strategic resources will enhance the brand value and enhance the core competitiveness for enterprises.  In recent years, the literature on corporate social responsibility related to innovation has gradually expanded its background and introduced the new term "corporate social innovation". (Kanter, 1999)

The next chapter will identify and explain the appropriate research methods and methodology to address the issues used in this chapter.
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