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Abstract

Despite the rising interest, and existing huge literature on corporate social responsibility (CSR), up to
now there is a scarce of research focused on small and medium-sized enterprises (SMEs) featured as
discretionary about philanthropic actions mainly in small emerging markets, where is not an
ecumenical assumed concept. This study address this issue by drawing upon the existing literature of
CSR undertaking their actions to varying degrees in countless spaces particularly with special attention
to the critical issue that cause SMEs either behind their setting to entrance global marketplace pertinent
for firms’ strategic decisions in a world where CSR is often a viable tool, as well as seen as something
more far-attainment, attractive at a much broader level with business operations and relations with
markets that are more complex and turbulent time. In addition, CSR in some instances implicate
institutional works pointed at tackling some gaps concerning the environment where SMEs operate.
Derived from this, the current study present a set of propositions specifying the importance of useful
insight issues consumers’ responses, norms and diffusion, competitiveness and social advantages, and
forces preventing SMEs embarking in CSR on the business practices outlining a theoretical explanation.
There are unavailable confronts for SMEs undertaking CSR, nonetheless by their very nature they have
countless features that can aid the adoption of CSR, especially in small emerging markets.

Keywords: CSR, SMEs, marketplace, small emerging markets

1. INTRODUCTION

Accordingly, firms react to societal pressures, whereas assuming environmental and
ethical conducts. In remining decades, firms turn out to be progressively conscious in
connection with the meaning of corporate social responsibility (CSR) as a key element in their
aligning and for a defect, its effect on economic performance of those businesses that persist
until nowadays attracting academic and business attention in each country of the world. CSR
actions include assemblies with all related groups into society such as small and medium-
sized enterprises - SMEs (Colovic et al., 2019; Schmidt et al., 2018; Jamali et al., 2017, Amaeshi
et al., 2015; Vancheswaran and Gautam, 2011).

Nonetheless, until now most of the inspections on this subject has concentrated more
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widely on the examination of the phenomenon of large corporations and thus, exists extreme
scarce studies that speak the setting of SMEs (Yanez-Araque et al., 2021; Biskefe et al., 2020;
Martin and Aroca, 2016; Aragon et al., 2016; Rahman and Norman, 2016; Pastrana and
Sriramesh, 2014; Sen and Cowley, 2013; Morsing and Perrini, 2009), even though the
validation of literature concerning countless effects in an environment comprised of SMEs,
particularly in small emerging markets, CSR in SMEs has inclined to scape of academic
inspection (Jamali et al., 2017, Amaeshi et al., 2015; Park and Ghauri, 2015; Pastrana and
Sriramesh, 2014; Gupta et al., 2012; Vancheswaran and Gautam, 2011).

SMEs in the economy of a market is undisputable, studies have proved that they play a
key character in appellations of economic development and the generation of employment.
Despite of this, countless SMEs have reflected CSR actions to be the exclusive responsibility
of large corporations and solitary a postscript for slighter companies. Thus, businesses should
reflect how to be competitive in a progressively global market upon substantial
misperceptions (Yanez-Araque et al., 2021), in order to obtain certifications and to have
entrance to market openings (Pastrana and Sriramesh, 2014). The engagement in CSR for
SMEs is not a simple task nonetheless poses countless confronts (Morsing and Perrini, 2009).
Studies have disclosed that SMEs confront meaningful challenges in attaining CSR (Wang et
al., 2016). For instance, family businesses (FBs) SMEs, since a theoretic point of view is more
inclined on CSR actions than nonfamily businesses due to the inherent features that enable
the incorporation of CSR into their day-to-day management (Herrera-Madrueno et al., 2014).
The rising globalization and competitiveness of the marketplace compute a key affair for all
varieties of businesses (Ferreira et al., 2018). In this sense, FBs - SMEs have features that may
be considered strengths when assuming CSR actions (Yanez-Araque et al., 2021) such as a
clear objective of continuity, the creation of long-term value, and the countless position of
investment in the arena of CSR and sustainability (IEF, 2022). CSR is significant for the
functioning of a business of any dimension, nonetheless it is more real for family SMEs than
for their nonfamily equals.

The findings of Yanez-Araque et al (2021) show that CSR has countless effects one for the
FBs - SMEs. The best practices to improve the social and economic conditions typifying a
universal scenario (Morsing and Perrini, 2009). SMEs can have dissimilar orientation
concerning CSR actions, due the existence of countless factors which may have an effect on
their conduct (Martin and Aroca, 2016), factors such as environment, human rights,
profitability, and technology transfer, as well as other elements of CSR actions (Pastrana and

Sriramesh, 2014), nonetheless, countless SMEs carry out actions considered as accountable
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owing to the fact that it is part of their axiom cultural nature, part of their identity (Colovic et
al., 2019), to pursue reputational benefits, and to pay back to the society as they must, to the
extent financial resources allow (Panwar et al., 2017).

The link between CSR in SMEs on the literature are extremely embryonic, the absence of
scholarly care is one of the aims concerning why SMEs often fail to react successfully to issues
of CSR actions. It is fundamental that we comprehend how SMEs approach CSR actions in a
global marketplace, so that we recognize the dares they confront in placement their CSR
approaches with local actions (Park and Ghauri, 2015). On the other hand, issues that need to
be spoke is connected alongside organizational size SMEs. In what anxieties the relationship
concerning CSR actions and enterprise size, scholars accomplish for an optimistic one, others
for the opposite, and still others, accomplish that CSR actions involvement are not straight
connected to enterprise size, the neglect has been connected to their size (Panwar et al., 2017;
Rissanen et al., 2020).

Knowledge gaps still concern the CSR-SMEs dealings, and researchers are still distant
from building a strengthened and commonly conventional model to inspect such dealings, as
well as delivering an accountable perspective on the management (Park and Ghauri, 2015), if
SMEs do not adapt to unaware environments in host markets, they may undergo erratic costs.
In this vein, concern a global marketplace, it is predictable that SMEs” CSR structures and
actions assumed by means of course of institutionalization play an essential character in
improving identification and trust in host markets and computing good affiliations with local
stakeholders. SMEs are dissimilar from larger companies in their structural, social, functional
qualities, and other features; the position played by top management is perchance more
meaningful for SMEs to keep good and secure stakeholder relations and communicate well-
defined and robust ethical business values with their slightly small foreign investment. These
qualities are detained to contribute considerably to competitive advantage erected on CSR
actions to be aligned with their competitors (Azmat and Samaratunge, 2009), when we reflect
SMEs sorrowing investment risks in unfamiliar foreign markets (Park and Ghauri, 2015).

For countless SMEs, CSR is seen as a significant means of manipulating the feelings,
considerations, and therefore purchase patterns of their focus consumers, ‘consumers” and
‘managers and employees” have a meaningful result on CSR conducts, both components do
not only enlarge the organizational will in ethical doings nonetheless likewise favorably
accelerate the completion of corporate citizenship behavior (Park and Ghauri, 2015). The
nature of a decent image is a valuable key component that ensures its functioning in the global

marketplace, and it is perchance even more critical for SMEs to secure operations in relatively



Andalas Management Review, Vol.7 No.1, 2023

unfamiliar markets. In these circumstances, local consumers noticeably affecting corporate
reputation play an essential overseer position in pushing SMEs to design exact ethical norms
and embark on CSR actions in host markets (Park and Ghauri, 2015). A regretful reputation
caused by local consumers can be a lethal detonator provoking investment disappointment,
and thus it could be lethal for SMEs sorrowing from the obligations of foreignness markets.
SMEs which violet the rules will noticeably decline a corporate image in the market (Park and
Ghauri, 2015), therefore, benefits as a matter of image and reputation tend to minimize a cost
from good setting actions, and of license to function owing to the fact that ventures have
influence on the community, i.e., consumers (Pastrana and Sriramesh, 2014).

Global companies need to depict an image of neighborhood businesses, that is, businesses
that belong and are confessed by the local neighborhood, to local consumers (Rahman and
Norman, 2016). Hence, it is valuable that researchers, regulators, and other stakeholders pay
more care to the operation of CSR in SMEs (Bikefe et al., 2020). To the best of the researcher
information there is limited proof of methodical reviews of the published CSR source (e.g.,
Bikefe et al., 2020; Vancheswaran and Gautam, 2011), comparatively slight, is known in
connection with CSR in SMEs (Baumann-Pauly et al., 2013). Whereas a reasonable number of
CSR studies have been managed, still exists meaningful room for more research on this
ground, mainly seeing the valuable influence of SMEs related CSR actions implementation to
the achievement of a global marketplace. Derived from the above the objectives of the current
study relate to comprehend the link between CSR in SMEs in the global marketplace aiming
to explore and fill a gap that still concern and deserve space in connection with:

1. To comprehend consumers responding to corporate social responsibility when SMEs

are involved in a global marketplace

2. To comprehend the role of norms, diffusion and practices shaping corporate social

responsibility in SMEs in a global marketplace

3. To comprehend competitive and social advantages of SMEs implementing corporate

social responsibility in a global marketplace

4. To comprehend forces that prevent SMEs from embarking in corporate social

responsibility in a global marketplace

Hence, from the research objectives the study expect to contribute conceptually providing
a managerial optic as a reference for evaluation and planning for best management, as well as

marketer in appellations of transfer of knowledge or design of strategies plan concerning
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capabilities to improve the efficacy of SMEs assuming CSR actions mainly in small emerging
markets.

The rest of this paper is organized as follows: Section 2 provides a comprehensive
literature review of CSR in SMEs. Section 3 articulates the development of propositions, and

Section 4 conclude presenting the discussion, conceptual implications, and future research.

2. LITERATURE REVIEW

CSR is continually envisioned to be more in connection with how companies lead
themselves in relation to stakeholders. As a result, CSR is becoming a more significant
constituent of business practice. CSR takes countless dissimilar shapes and is also driven by
countless dissimilar motives, a powerful tool like CSR not only enlarge the brand image of the
business nonetheless likewise leads to improvement concern sales and customer holding. The
evolution and enlargement of CSR actions in large corporations has been well recognized,
however, with the phenomenal growth of the SMEs in recent times, there has been an enlarged
consciousness of CSR in SMEs (Pastrana and Sriramesh, 2014; Gupta et al., 2012). Nowadays,
more companies are conscious of the meaning of CSR actions and have ongoing to involve in
accountable actions of dissimilar scales (Rahman and Norman, 2016), firms consider CSR
actions whereas establishing corporate strategy (Pastrana and Sriramesh, 2014). The scarcity
of knowledge of CSR actions in SMEs and comparative research on SMEs versus multinational
companies - MNCs caused in general feeling that CSR is the arena of MNCs and that MNCs
appear to be more progressive in CSR actions as compared to SMEs (Baumann-Pauly et al.,
2013; Jenkins, 2009).

The inspection of literature disclosed that organizations are progressively realizing that
CSR is no longer a collection of infrequent gestures inspired by marketing. It is rather an
inclusive set of practices and policies that should be combined into the organization’s
operations and activities (Gupta et al., 2012). Hence, a key issue concern owner-managers of
SMEs are either inert or lively winners of CSR actions, mainly in demanding new context such
as a global marketplace. Thus, exist a demand to advance centering on both drivers of CSR in
SMEs (Amaeshi et al., 2015; Pastrana and Sriramesh, 2014). Countless studies have been
managed on the concept of CSR actions, nonetheless, not enough studies has been managed
on CSR in SMEs widely (Gupta et al., 2012; Vancheswaran and Gautam, 2011). Very scarce
SMEs are consciously involved in realizing CSR actions. One of the arenas that have
conventional comparatively less care within the brood research agenda relate to the position

CSR in SMEs in small emerging markets (Jamali et al., 2017). The reason can be accredited to

5



Andalas Management Review, Vol.7 No.1, 2023

scarce of financial resources, no support from the side of government such as incentives and
schemes. SMEs carry out CSR actions in order to designate to the consumers that they consider
society’s upliftment as a part of their agenda.

Thematic focus of CSR actions concerning in connection with economic indicators, in
appellations of performance and marketplace activities. Further, good relations with
stakeholders emerge as the most significant issue underlying the consciousness of respondent
SMEs concerning the impact of executing CSR actions (Gupta et al., 2012). So, more care needs
to be accorded to comprehending their latent specificities and influences in relation to CSR
actions (Jamali et al., 2017; Panwar et al., 2017). CSR is commonly expended in the literature
as a sunshade appellation to define the complex and multifaceted dealings concerning
business and society and to account for the economic, social, and environmental influences of
business issues. Nonetheless, the over-representation of SMEs managers or owners, which is
not adequately integrated in the literature, particularly pertinent in all these deliberations is
the qualified arrangement and salience in the case of CSR in SMEs. Hereafter, the discourse
on the attachment of CSR in SMEs is occasionally sensed as a concealment or a confronted
where SMEs emerge to obey emblematically with social and environmental standards, which
are progressively a requirement for global business engagement, even when SMEs operate in
export-oriented industries that sell in a global marketplace (Jamali et al., 2017).

However, we contend that it likewise subjects a lot for the global market to what extent
SMEs settle to battle in CSR actions, more research is needed to comprehend in-depth the
states and strategies for SMEs to assume CSR actions (Morsing and Perrini, 2009). We cannot
exaggerate the position of SMEs for the development of a CSR actions that matters on a global
marketplace, comprehending of current CSR actions in SMEs have the potential of inspiring
a high impact for global wealth and society, as well as for the SMEs themselves. Whereas CSR
actions emerge as an issue for large global companies, nowadays SMEs witness that CSR
action has become a global concern that they need to speak, whether they raise it or not. In
viable markets, companies are extremely inspired to battle in CSR actions as a competitive
advantage and delineation tool (Yanez-Araque et al., 2021; Acabado et al., 2020; Pastrana and
Sriramesh, 2014).

Contempt benefits and rising interest in CSR actions incorporation into day-to-day
management of some SMEs, sizable countless of SMEs continues disbelieving concern
assuming CSR actions as their business strategy (Kechiche and Soparnot, 2012). With respects
to CSR actions of global, limited research concentrates on how CSR actions of global influence

consumers' response (Rahman and Norman, 2016). Geographical scope of influence of an
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enterprise's CSR action had meaningful result on consumers' attitudes concerning the CSR
action itself, whereas firms operating in multinational markets may delineate the local
community as the home market, consumers learn the dimension of the firm conducting CSR
actions, prove higher purchase meaning, and they are eager to disburse greater best for goods
of a socially responsible (Rahman and Norman, 2016). The reality is that SMEs today likewise
have a countless position to play in the global CSR scenery concerning to the significance

tackling who is, either can be, the winners of CSR actions in any market.

3. DEVELOPMENT OF PROPOSITIONS
3.1 CSR in SMEs related consumers

When consumers sensed a low-fit concerning the CSR cause and the firm's product line
or brand image, consumer beliefs, attitudes, and purchase purposes are negatively affected,
whereas high-fit initiatives lead to an improvement in consumer confidences, attitudes, and
purchase intentions. Limited studies that inspect the influence of CSR in SMEs sensed from
the perspective of consumers (Rahman and Norman, 2016), when large firms lead good
performances (i.e., CSR actions) consumers widespread may reflect it as somewhat
predictable or hypothetically to be complete. Geographical range of impact of CSR actions and
firm global have a meaningful interface result on consumers' willingness to pay as part of the
global culture and marketplace, consumers still comprise their local identify and sense more
belongingness to the local community (Acabado et al., 2020). That is, when CSR actions are
aimed concerning a community, it does not matter whether the firm doing it is a SMEs,
consumers’ attitude concerning CSR actions is more promising (Rahman and Norman, 2016),
responsible actions uninterruptedly likeness at least one stakeholder beneficiary mainly
individuals linked with consumers devise a definite influence on the competitive
accomplishment (Moneva-Abadia et al., 2019).

CSR actions in the marketplace interacts to issues such as consumer welfare, pricing,
promotion, production and all the other components that could be sensibly typified as
marketplace issues (Amaeshi et al., 2016). Incorporation of SMEs within global supply chains
definitely influence their inspiration to practice CSR actions even if such pressures might be
sensed as a restraint. CSR actions in SMEs are much more nuanced and happen differing
degrees in countless areas, i.e., the marketplace (Amaeshi et al., 2016; Colovic et al., 2019).

According to Valente and Crane (2010), CSR actions in the marketplace interacts with all
the components that could be sensibly typified as marketplace issues counting product safety

and quality. This, possibly, might be justified by the ineffectiveness of government regulators
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to ensure the care and excellence of goods and services (Amaeshi et al., 2016). Aside, some
SMEs tackle this pessimistic institutional limitation to discover innovative conditions of
tackling consumer needs. SMEs can use to develop a global marketplace within their
particular businesses, aiding them to react to global market demands. According to this
perspective, organizations collect market information concerning consumer needs, desires,
and demands, as well as pertinent environmental contexts, as part of global marketing in
order to apply a brainy mindset in the organization (Bhattacharyya and Jha, 2015). Consumers
in the market are flattering progressively concerned in connection with companies performing
CSR actions when incoming the market with novel products (Luo and Homburg, 2007).
Nonetheless, research so far scarce regarding linking the two notions to each other to
comprehend and meet better market circumstances and requirements (Sundstrom et al., 2020).
All the SMEs devise knowledgeable difficulties to commercializing the innovation globally,
which means that they want market-oriented knowledge to be developed and customer
interactions tailored to their particular product innovation and market circumstances,
nonetheless accordingly the memory of the CSR is considered a mechanism expended by
organizations to reveal their competence and economic, social, and environmental influence.
Therefore:
Proposition 1. CSR actions encouragingly influence SMEs derived from the knowledge acquisition of

consumers in relation to the involvement of responsible actions in a global marketplace.

3.2 Norms, diffusion, and the shape of CSR in SMEs

CSR in SMEs is a comparatively novel topic in research (Colovic et al., 2019; Amaeshi et
al., 2015; Pastrana and Sriramesh, 2014; Baumann-Pauly et al., 2013; von Weltzien and Shankar,
2011), a rising number of enterprises, including SMEs are rising their business worldwide, as
they take advantage of market liberalization, trade’s integration, and sourcing openings.
Being socially responsible is an asset, a strategic choice that needs to be extremely considered
owing to the fact that each exertion that companies compute in this direction is likely to result
in sustainable development, which is today a clear ascertain truth (Morsing and Perrini, 2009).
The large number of SMEs universally have a countless strategic value for all markets and
regions since these companies contribute to a substantial part of market development
(Moneva-Abadia et al., 2019).

The convergence of these two head issue CSR and SMEs has guided to research on the
intensities of CSR actions made by companies’ initiatives these comprise to improve their

reputation and to gain a greater market share (Wang and Bansal, 2012). Thus, companies that
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undertake CSR actions into their agenda are more disposed to innovate, which determines a
suitable tendency concerning a responsible strategy (Gallardo and Sanchez, 2013; von
Weltzien and Shankar, 2011). Hence, CSR actions serve as an evaluator for SMEs concern,
innovative business; otherwise, they may lose a meaningful marketplace opportunity. SMEs
participation in the global marketplace clearly posed as a dilemma, for example, how business
opportunities occasionally expand for SMEs in the wake of CSR actions demand (Morsing and
Perrini, 2009). This is particularly pertinent in the case of acquisition, a contract with a supplier
or even a combined venture (von Weltzien and Shankar, 2011). Nonetheless, CSR actions
confront dilemmas concerns improve business-society incorporation by stimulating public
responsibility (Amaeshi et al., 2015). For the SMEs, commonly exists four major conditions to
get access to the global market: first, as producers selling into final markets on an arms-length
basis; second, as a group of producers; third, as suppliers of global supply chains where the
global buyers coordinate the production networks; and conclusively, as part of a transnational
corporation driven a vertically integrated network (Rahim and Wisuttisak, 2013).

The market structure where the firm runs (more or less competitive) and likewise the size
of the enterprise is among the elements of CSR actions, more competitive markets deliver
greater CSR actions. When companies go global, these are no longer clear, nonetheless the
companies need to comprehend these by means of well-defined CSR polices. Thus, it is
fundamental that CSR actions, which are pertinent for the company are solely entrenched in
their strategy (von Weltzien and Shankar, 2011), the other risk that is understood with respect
to global expansion is the likelihood of limited access to global markets, as well as in the shape
of open commitment to sustainable operations. The sensed nature of the space concerning an
issue and the essential business of SMEs shapes the CSR action center and practices of SMEs
mainly in small emerging markets (Amaeshi et al., 2015). Briefly, can happen concurrently,
e.g., the alternate, the supplement, and backing functions.

In this vein, CSR is an asset in safeguarding a sustained license to operate. They enlarge
in globalization and the direct supply chain relationship is obviously touching SMEs globally.
Furthermore, the influence of globalization is likewise touching the production processes and
trade and delivering opportunities for innovation and technology development. Convectional
reasoning has led us to consider that larger companies have been the primary drivers of CSR
actions (Vancheswaran and Gautam, 2011). The implementation of CSR actions as a combined
part of business doings is considered valuable for business performance (Malesios et al., 2018)
and internationalization (Colovic and Henneron, 2018), SMEs mainly advance in assuming

CSR-related actions concerning organizational processes and acts, counting engaging
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employees (Baumann-Pauly et al., 2013). Countless larger global corporations today work
with CSR/sustainability executed as an essential part of mutually internal and external
business operations. This means that SMEs who are suppliers to larger companies confront
the dare to assume their operations to the requirements that they impose on them. The
character of SMEs in the global market is small, bearing in mind their capacity of production
and influence in the local market, countless SMEs continue as subcontractors of the larger
companies and are nevertheless fighting to enter the global market (Rahim and Wisuttisak,
2013).

In addition, demands from global buyers have direct effect on how SMEs strategically
manage dissimilar needs thus, SMEs distinguish the work with market oriented as a vigorous
tool, as it could be familiarized to both there possess needs and those of the global market
(Sundstrom et al., 2020). From a global marketplace proposition, to comprehend the intricacy
of a market’s CSR needs, companies have to collect external data, disseminate it internally in
the organization and then apply it externally to internationalization. CSR research often
relates to codification and standardization derived from national or global standards to which
SMEs have difficulty to relate, CSR integrated a global market to strengthen support exertions
for internationalization (Sundstrom et al., 2020). Therefore:

Proposition 2. As the market requires an enlarged demand for part of the commercial firms derived
from globalization, CSR actions emerge as an asset tool-based strategy development for SMIEs to operate

in a global marketplace.

3.3 Competitive and social advantages concerning CSR in SMEs

The immediate advantages of CSR actions engagement for the SMEs itself may even shock
the SMEs, for example, financial savings, environmental enhances, social enhances, and
product enhances (Morsing and Perrini, 2009). The adoption of CSR actions likewise
commands advantages to SMEs in the shape of enhance development of innovative products
and services that may tap into the new and small emerging markets, as well as a financial
advantage, such as cost lessening and enlarged incompetence (Jenkins, 2009). Furthermore,
exists comparatively less pressure from the markets on SMEs to center on short-term results,
which stipulate the owner-managers with countless flexibility to apply CSR actions concern
MNCs that are frequently pushed by shareholder prospects (von Weltzien and Shankar, 2011;
Bikefe et al., 2020).

Moreover, SMEs should easily and seamlessly assume the techniques and strategies of

large companies as they decide to engage in CSR actions (Morsing and Perrini, 2009), owing
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to the fact that both are part of the same market and social system, nonetheless, it is valuable
reflect that SMEs are inspired, confronted and engaged in CSR actions in countless very
dissimilar circumstances concern to large companies (Nejati et al., 2017; Rahim and Wisuttisak,
2013; Vancheswaran and Gautam, 2011; von Weltzien and Shankar, 2011). Moreover, go
globally implicates dissimilar uncertainties, and to prosper, SMEs must be able to counter
promptly, changing its business model to chase entrepreneurial chances or to prevent
entrepreneurial threats (Rissanen et al., 2020). Distinguishing the level of contribution being
computed for SMEs by means of CSR actions and extenuating any pessimistic influence of
SMESs processes on the society, concerning other issues remind be inspected (Bikefe et al.,
2020). Likewise, SMEs scarce the legal know-how that is so widespread in multinational
company. This could result in a confront comprehending the legal intricacies of the
market/markets when going globally therefore, it is extremally problematic for an individual
company to have a complete understanding of the dissimilar circumstances (von Weltzien
and Shankar, 2011), owing to the fact that diligence processes are complex by socio-cultural
and legal dissimilarities, and even more when they are outside their home market, without
the regular institutional / political support and as part of a large global supply chain.

SMEs distinguish that the community will prize them for their engagement in social
actions and for delivering improved reputation in the community. This is why a socially
responsible agenda is vital for SMEs, a good reputation is strategically valuable owing to the
fact that the reputation raises a fence to market entry for competitors (Nejati et al., 2017;
Pastrana and Sriramesh, 2014). This not only allocates SMEs to attain financial benefits,
nonetheless, likewise improves their promising image in the community, as well as in the
industry and in there today and latent target markets. Yet, when companies take
responsibility for all their stakeholders, this compute circumstances in which all member
benefits and enlarge the trust needed for market achievements (Moneva-Abadia et al., 2019),
the goal integrating determines the firm’s emphasis concerning responsibility.

Engagements with the local community aid to some extent in dealing with the moral
dilemma of running in an area where the resources are not consistently allocated (von
Weltzien and Shankar, 2011), enlarging the trust of the local community stretches not only a
license to operate, nonetheless likewise relieves in the care process, mainly in areas where
exist political and security anxieties. CSR actions could be an advantageous strategy for SMEs,
as a way to endow the resources with sureness that an optimistic result could be gotten, which
the market is extremely likely to reward (Moneva-Abadia et al., 2019), social responsibility is

well-matched with profitability, innovation, and business competitiveness, as well as better
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organizational culture, attracting and maintaining the best workers, status, and consumer
allegiance (Pastrana and Sriramesh, 2014). Therefore:

Proposition 3. Derived from experience, knowledge and reputation, SMEs needs to adopt a CSR action
strategy to underpin their presence comprehending just like that local community intricacies

concerning to a market when going in a global marketplace.

3.4 Forces preventing CSR in SMEs

Institutional settings (in the form of formal laws, regulations, and enforcement agencies)
may not essentially have a deterministic constraining effect on the engagement of SMEs in
CSR actions. Acts and inferences on the part of formal organizations in the wider institutional
setting aimed at disseminating CSR in SMEs may occasionally not have the envisioned result
on the social and environmental conduct of these enterprises (Morsing and Perrini, 2009). The
reason is owing to the fact that formal organizations in the wider institutional setting might
both confront internal capacity limitations and external fences in relation to disseminating
CSR in SMEs. Consequently, most of the SMEs are commonly at a shortcoming when
competing for entrance to the global marketplace. In conditions like that, SMEs are just
powerless to implement the needed of CSR actions standard (Forstater et al., 2006). Exists
plentiful reasons why SMEs would attempt to evade the demands of CSR actions, counting
the potentially high cost and complexities of reaching standard documentation (Rahim and
Wisuttisak, 2013), some of the enterprises of this sector have comprehended the essential of
ongoing a global standard and have deeply capitalized to rearrange their product process
standards. In today, eminent renovation/transformation, the susceptibilities of the SMEs in
retrieving the global marketplace need to be spoke soon, so that these susceptibilities could
be reduced.

Cross-national comparative CSR research so far have comprised comparative studies
(Freeman and Hasnaoui, 2011; Colovit et al., 2019). As particularly fruitful, owing to the fact
that the notion of SMEs embeddedness in their socio-cultural location (Fassin et al., 2015). Yet,
this does not mean that CSR is irrelevant to or not practiced by SMEs (Vancheswaran and
Gautam, 2011). Internationalization is a multifaceted process needing an emerging knowledge
of countless value-based environmental concerns. This intricacy obliges support from
business models tailored to the specific setting of the global marketplace (Rissanen et al., 2020).
Companies have no other choice, nonetheless, to change their home market, business model
to the conditions that apply globally (Sundstrom et al., 2020). In particular, the application of

marketing oriented contributed to comprehending the counterpart interactions that exists
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concerning internal and external processes to develop CSR, knowledge encounter global
market requirements. External knowledge of the market needs to be combined internally in
order to successfully meet global marketplace requirements (Sen and Cowley, 2013). Recent
internationalization studies signify that SMEs perceive CSR actions as less valuable for them
likened to larger global corporations (Colovic et al., 2019).

Continuous CSR actions derived from global marketplace development allocate SMEs to
be innovative, responsive, and competitive in the local and global ground (Sundstrom et al.,
2020), they are all very conscious that their innovations contribute to sustainability,
nonetheless none of them has executed CSR actions strategically in operations, the pursued
business customer as part of a global marketplace (Sen and Cowley, 2013; Morsing and Perrini,
2009). If the SMEs of labor-rigorous week markets desire to get access to the global
marketplace, they have to be efficient in satisfying CSR actions (Rahim and Wisuttisak, 2013),
performing social responsibility can serve as a mechanism to decrease business risk, thus,
ahead to improve performance (Nejati et al., 2017). Therefore:

Proposition 4. More competitive marketplaces, deliver robust CSR actions; in this vein SMEs which
deviate CSR actions constrain their benefit, impact performance, sustainability, and development in a

global marketplace.

4. DISCUSSION, CONCEPTUAL IMPLICATIONS, AND FUTURE RESEARCH

The aim of the current study consisted in explore a comprehensive approach to better
realize the link concerning CSR in SMEs in a global marketplace. In this sense, firms that are
conscious of the link are talented to design their own CSR actions owing to the fact that
comprises an opportunity to come in a marketplace. Thus, marketing scholars could
contribute by inspecting whether exists particular types of markets, in which the sustainability
benefits of CSR in SMEs speak challenges. Global marketing scholars commendably need to
comprise fresh perspectives, employ novel data-sources, and methods, and look outside their
insular silos owing to the fact that possibly some CSR action categories entertain more
investment in competitive markets, whereas others entertain it in less competitive ones,
nonetheless the expenditure of a single CSR measure does not allocate to imprison this truth
(Acabado et al., 2020; Jamali et al., 2017; Vancheswaran and Gautam, 2011). That is, managers
of SMEs should be concerned and lead firms to enjoy the meaningful market power, even if
they are small owing to the fact that owner-mangers play a critical part in the whole process
selecting and executing CSR actions owing to the fact that it is company. However, it is

valuable content that is much more multifaceted to recognized and investigate and
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communicate CSR actions in the SMEs. On the other hand, the impact of SMEs” CSR actions
engagement on state and civil society pending nowadays has been undervalued by
practitioners and policymakers, which is more noticeable in small emerging markets (e.g.,
Bikefe et al., 2020; Vancheswaran and Gautam, 2011; Morsing and Perrini, 2009).

Nevertheless, countless SMEs owner-mangers should discontinue retraining that CSR
actions are only pertinent for large companies who has the currency, individuals, and the
means; the foresight of a CSR actions signify a chance for the SMEs concern the adoption of
new conditions concerning part of the agenda progressing from the outdated management
view of CSR actions to really concern an effective incorporation of business and operations.
Early awareness to battle in CSR does not depend on size or resource patterns nonetheless
rather on the industry (Panwar et al., 2017), personal inspiration of SMEs owner-mangers, and
the incorporation in global supply chains (Baumann-Pauly et al., 2013), owing to the fact that
even SMEs can be pioneers for their whole industry in appellations of revelations and
transparency. SMEs involves in countless dissimilar ground, i.e., the marketplace nonetheless,
not all CSR action ground needs enabling stimulate SMEs engagement in CSR actions owing
to the fact that drivers of CSR actions can be enlarged if these actions have the potential to
attain their whole development thus, to better comprehend dissimilar strategies assumed by
SMESs concerning chances to speak a marketplace confront their CSR action exertions.

The world yesterday, today, and tomorrow is changeable, dynamic, and unpredictable,
as result novel standards and fundamental features that concern in connection with this
ground are happening. On the other hand, geographical regions, for instances, i.e., Latin
America least the number of studies concerning this ground (Bikefe et al., 2020), therefore,
CSR in SMEs is likely to incline the improvement concerning market and environmental
circumstances involving market long-standing, as well as boosting employee confidence in
relation to new talent attractions, thus, more conceptual, as well as empirical studies need to
be done delivering like that more direction, guide, and momentum for further studies
safeguarding chance creation and competitive advantage for the SMEs concern their peers,
particularly in regions such as Latin America deeper research would be demanded to access
these actions with countless generalizability, for example, a comparative studies of CSR in
SMEs involving categories of upper middle markets, low middle markets, and low markets
from the whole context of emerging markets.

Thus, the current study suggests that CSR actions are a suitable policy mechanism for the
upgrading of business’s operations owing to the fact that exists countless areas of research

with applications in dissimilar markets, as well as dissimilar variables and analysis techniques,
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thus, CSR in SMEs in a marketplace expectantly impact on competitiveness (see for example,
Yanez-Araque et al., 2021; Morsing and Perrini, 2009), nonetheless today leftovers
indeterminate and also comparatively blurry. Notwithstanding, that no market rational map
is equal thus, dissimilarities exist concerning CSR actions that sway for example, the insight
of owner-mangers in other global markets derived from a marketplace where the values are
well distinguished in the mind set of SMEs than in other. This can be elucidated by the reality
that CSR actions regard as a stylish appellation or disseminated by business associations is
dispersed by the press, as well as the market’s governmental forces pursuing to disseminate
CSR actions may likewise signify a vital position (Fassin et al., 2015). In this vein, Pastrana
and Sriramesh (2014) stress that the government is considered as a key stakeholder concerning
the implementation of CSR actions among SMEs. That is, in environments with robust
institutions exist a better demand to comply with CSR rules and regulations (Colovic et al.,
2019; Colovic and Henneron, 2018).

However, CSR actions nowadays is seen as somewhat more touching involving at a more
widespread horizon with business operations in relations with civilizations globally,
nonetheless countless difficulties remind to be overwhelmed, and even more concerning a
marketplace where SMEs still felt their CSR actions in relation to prove their conduct
responsibility thus, CSR actions as an ineludible part of SMEs comprise impact on consumers,
markets, and other members of the public. Therefore, figure 1 portray a synthesis where the
spiral of CSR actions involve dissimilar issues concerning the marketplace, which bring
countless benefits when SMEs engage in social responsibility, vital concerning to

sustainability in a marketplace that is daily much more demandant in a global setting.

4 )

+ Corporate Image *  Optimization
* Negotiation *  Synergy
* Leadership Legitimacy + Competitiveness

* Economic
Performance

+  Sustainability

* Internationalization

\ /

Figure 1. Spiral CSR in SMEs marketplace

*  Shared Values
* Management Systems
* Cooperation

Source: Created by the author based on literature review
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4.1 Limitations

It must be point out that this study is not free of limitations, since a number of sources is
scarce, i.e., journal articles, the study does not cover other sources such as book chapter and
conference proceedings are not incorporated therefore, there is still enormous room and
valuable insights from the sources that remind meaningful, the gist in connection with a global
marketplace cannot account a generalizability for SMEs all around per set owing to the fact
that this study inclines more concerning small emerging markets, thus, it not capture widely
particularities of specific markets or regions where the topic is more extent and robust for
SMESs, nonetheless, currently countless of SMEs do not embark in CSR.

Moreover, CSR actions cover countless aspects as a multidimensional issue; still remain
open for further studies to extend it covering other features by means of resulting in
comparative studies of firm markets that influence the setting in where the marketplace
operates. Then, further research is encouraged to comprehend in-depth the nuances
concerning ways that owner-managers take accounting their strategies. So, firms oriented
concerning CSR actions incline to content the needs of their stakeholders thus, seen to appear
that stakeholders pressure rather than a pro-lively CSR actions involvement is up to now one
of the most recurrent encouragements for countless SMEs to improve their social initiatives
(Morsing and Perrini, 2009). In this sense, from the perspective of stakeholder theory certainly
the current understanding serve as an inducement for them to persist performing CSR actions
in the SMEs marketplace by means of refining the firm’s relations with them ensuing in more
financial benefits than nonfinancial for the firm. Likewise, stakeholder theory is cabinets to
delivering an understanding in connection with the need to join markets dealing as a
combined part of knowledge noticeable in a substitutable internal-external malleable process
(Sundstrom et al., 2020).

In addition, this suggest the need for stimulating more the debate on the exacting
implications of CSR in SMEs due that certain stakeholders are well influential, whereas others
have slightly controlled belongings on corporate conduct (e.g.,, Park and Ghauri, 2015;
Baumann-Pauly et al., 2013). Thus, demand prudently remark the nature of the marketplace
setting confronted in the host markets trying to compute promising relationships with the
vigorous of stakeholders influence rather than mere compline and demands. To sum up, this
study posits to CSR in SMEs literature concerning positions and contextualization of the
phenomenon. In other words, CSR adoption impacts the speed of the SMEs global

marketplace. Yet CSR is fundamental to enter certain foreign markets and comprise a viable
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advantage for SMEs with robust CSR action policies (Colovic and Henneron, 2018),
nonetheless, CSR actions requirement inflicted on SMEs depend on their destination regions

and markets.
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