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Abstract The purpose of this study is to analyse the effects of personal demographic
factors on Chinese university students’ values and perceptions of Corporate Social
Responsibility (CSR) issues, and to identify the link between personal values and
perceptions of CSR. The quantitative data consisted of 980 Chinese university
students, and were collected by using a structured self-completion questionnaire.
This study found that: 1) the importance of values education should be stressed,
because we found that altruistic values associate negatively with perception of CSR,
in contrast, egoistic values associate positively; 2) a CSR education programme
should be designed accordingly to fit different student characteristics and needs such
as gender and major differences; 3) values should be used as criteria for education
and recruitment purposes, e¢.g., we found that female students represent more ethical
values than male students, and have a more negative perception of the CSR performance; 4) the
importance of environment performance should be recognised by Chinese corporations and
policy-makers, because we found that Chinese corporations perform better in economic and
social responsibilities than environmental responsibility. It provides an insight of the value
structures of Chinese university students and the forces that shape ethical perceptions. It offers a
comprehensive study of Chinese companies’ CSR performance, and the results improve the
awareness of scholars and managers in solving the current problems and developing their CSR
performances further.
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Introduction
Ethics Education in China

China’s transition to a market economy has brought significant changes to Chinese society.
China has achieved a great deal of success in its economic growth, but the transition has led
to deterioration in the traditional morality of the Chinese people (Shafer et al. 2007). For
example, the phenomenon of money-worship has grown, and unethical and irresponsible
business practices have crept in (Liu 2002; Shafer et al. 2007). Teaching university students
siness ethics and Corporate Social Responsibility (CSR) has become increasingly important for
business scholars and executives in China in recent years.

The history of ethics education in China can be traced back to Confucius (551-479 BC), the
core of Confucianism being to focus on secular ethics and morality, and educate people to
cultivate the virtues. The overall goal of Confucian ethics education is to become a superior
person and achieve harmony (Murphy and Wang 2006; Fan 2000; Wong et al. 1998).

The concept of ethics education in China has been further developed under particular
social and culture changes, such as the modernization process, which is leading the changes
in Chinese values and lifestyles (Qi and Tang 2004). The contemporary ethics education in
China is an umbrella concept that consists of various educational programmes such as
Communist ideology, politics, law, morality, and mental health (Zhu and Liu 2004). It
regards “serving the people as the keystone, collectivism as a principle, love for the nation,
people, work, science and socialism as basic requirements and social morality, professional
ethics and family virtues as strength” (ME 2001). Ethics education has been carried out at all
levels of educational institutions, from primary schools to national executive leadership
academies (Bettignies and Tan 2007).

The major weakness of ethics education in China is in the emerging issues such as
business ethics and CSR which have become central to 21st-century business. The impor-
tance of business ethics/CSR education has been recognised as it can raise students’ ethical
awareness and change their ethical attitudes (Balotsky and Steingard 2006). Unfortunately,
education in business ethics and CSR in Chinese educational institutions has lagged far
behind the present urgent demands. According to Wu, in China less than one in thirty
universities offer business ethics courses (Wu 2003). The Chinese universities are almost
devoid of specified CSR courses, the only exceptions being some MBA programmes. Zhou
et al. (2009) concludes that business ethics instruction in China is presently provided on a
limited scale, and there are constraints (such as the overall social environment, teaching
materials etc.) affect business ethics education in China.

Prior Studies on CSR and Motivations of the Study

The term CSR originates from the West and its adoption has a relatively short history
spanning less than 20 years in China. Plenty of cross-cultural/national evidence indicates that
the differences in the cultural and social backgrounds, as well as political and institutional
environments result in the views on CSR taking different forms in different parts of the world
(see, e.g., Shafer et al. 2007; Whitcomb et al. 1998). The North American concept of CSR
represents the “original” context of the phenomenon by emphasising its philanthropic aspects
(Matten and Moon 2004). Companies typically address issues of responsibility explicitly in
corporate policies, programmes and strategies. In Europe and especially in the Scandinavian
countries, however, the concept of CSR is more focused on actual company operations (Halme
and Lovio 2004), and CSR issues are more implicit in the formal or informal institutional
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business environment and join the list of state duties and the legal context (Brenn and Vrioni
2001; Matten and Moon 2004). In the emerging countries such as China, CSR is still in its
infancy, which is still about corporate operations at the basic legal level, and Chinese society is
still struggling with issues such as corruption, labour rights, distributive justice, corporate crime,
product safety and pollution (Tian 2006; Lu 2009). Previous cross-national studies found that
Chinese subjects show much greater scepticism concerning the ethics and social responsibility
in business success (Ahmed et al. 2003). Redfern and Crawford (2004) concluded that Chinese
subjects are less idealistic, less concerned with humanitarianism, and more concerned with
economic considerations such as profit than their Western counterparts.

Numerous international studies examine how business ethics and CSR issues and
behaviours are affected by personal socio-demographic factors such as gender, age, education
(for example, Fukukawa et al. 2007; Lam and Shi 2008; Ibrahim et al. 2008; Lan et al. 2008;
O’Fallon and Butterfield 2005). Most studies focus on the role of values in enacting business
ethics and CSR as values provide a broad framing structure in understanding individual choices
and motivations for actions on the emergent business ethics and CSR issues (Mills et al. 2009;
Carroll 1996). In China, however, individual-focused research on the effects of personal factors
on business ethics/CSR issues, especially the relation to personal values, has been largely
neglected. This study aims to fill in this gap between such studies in Chinese and international
research taking gender, study major, and study year level as the personal factors, focusing on the
effects of personal values on individual perceptions of CSR.

Chinese university students are the future leaders of China, whose current CSR awareness
and opinions will anticipate their future behaviour on CSR issues which leads the development
of CSR in China. We are trying to complete a study which provides information about Chinese
university students’ values and perceptions of CSR issues, and investigates the effects of value
on perceptions of CSR issues. This study contributes to the existing literature in two significant
ways. First, this study examines Chinese university students’ personal values, linking them to
the perception of CSR issues. Recent studies have found that beside being influenced by
traditional Confucian values, the contemporary Chinese younger generation display a strong
endorsement of emerging market values (Western values) (Xi et al. 2006; Lan et al. 2008).
Thus, this study aims to provide a better understanding of the value structures of Chinese
university students and the forces that shape ethical perceptions. The results can help educators
to devise business ethics/CSR education programs targeting different student groups.
The results can also help managers in employee recruitment and training. Furthermore,
the study can help scholars to identify individual level motivators which enable them
to better understand responsible behaviours and attitudes. Second, it offers a comprehensive
study of Chinese companies’ CSR performance from the student point of view. This
involves evaluation of a wide variety of CSR activities covering social, environmental,
and economic dimensions. Since the studies concerning Chinese companies’ CSR
performances have been largely neglected, the results provide important information
for scholars to study the extent to which CSR has been accepted and interpreted in China, and
improve the awareness of managers in solving the current problems and developing their CSR
performances further.

Purpose of the Study
The main purpose of this study is to analyse the effects of personal demographic factors on
Chinese university students’ values and perceptions of CSR issues, and to identify the link

between personal values and perceptions of CSR. The theoretical aim of the study is to test
the theory that values motivate individual attitudes and behaviours by studying their effects
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on individual perceptions of CSR. In particular, this article answers the following three
research questions:

Q1. What are the preferred values of Chinese university students? What are the differences
between students from different disciplines, course levels, and gender?

Q2. What are the perceptions of Chinese university students on Chinese corporate performance
of their economic, environmental and social responsibility? What are the differences
between students from different disciplines, course levels, and gender?

Q3. How do personal values affect their perceptions of CSR performance?

Q1 and Q2 include the descriptions of the empirical phenomena of Chinese university
students’ values and perceptions of CSR, and the comparisons of these descriptive phenomena
between students from different demographical backgrounds. Q3 concerns explanation of
phenomena based on hypothetical assumptions derived from theoretical constructs that values
influence individual attitudes and behaviours.

The study has five parts. The theoretical background studies and hypotheses are
discussed in the second part, emphasizing theories of values and CSR and suggesting
eight hypotheses. The theoretical foundation of this study is that we believe perceptions of CSR
are affected by values. The third part introduces the data and the quantitative research methods.
The fourth part provides the findings. The last part of this paper draws the conclusions and
offers some discussion.

Theoretical Background and Hypotheses
Value as a Driver of Perception of CSR

In sociology, values are regarded as social phenomena and factors explaining human action.
There is no universal definition of the concept of values (Lan et al. 2008). For example,
Rokeach (1973) defined value as an enduring belief that a specific mode of conduct
(instrumental values) or end-state of existence (terminal values) is personally or socially
preferable to its opposite. According to Bengtson and Lovejoy (1973), values are conceptions
of the desirable—self-sufficient ends which can be ordered and which serve as orientations to
action. Dhar et al. (2008) divided the concept of values into micro and macro levels, “at the
micro level of individual behaviour, values are motivating as internalized standards that
reconcile a person’s needs with the demands of social life. At the macro level of cultural
practices, values represent shared understandings that give meaning, order and integration to
social living” (Dhar et al. 2008, p.183).

Over the last decade, Schwartz’s value theory has been the most widely accepted view
(Siltacja 2006). Schwartz and Bardi (2001) defined values as desirable, trans-situational
goals, varying in importance, that serve as guiding principles in people's lives. Schwartz
indentified 56 value items that can be grouped into ten value types, which can be further
clustered into four value orientations: 1) self-transcendence (the altruistic value types of
universalism and benevolence), 2) self-enhancement (egoistic values focused on personal
power and achievement), 3) openness (including the value types of self-direction, hedonism
and stimulation), and 4) conservation (including the tradition, conformity and security value
types) (Schwartz 1992, 1994).

People in different cultures have various value priorities (Schwartz 1994, 1999), which
can influence their perception of reality and motivation for action (Allport 1961; Siltaoja
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2006). Confucianism has been the backbone of the values of the Chinese, but the emerging
market ethics have also changed their ethical decisions (Redfern and Crawford 2004;
Whitcomb et al. 1998). Currently, Chinese value systems can be divided into the following
three orientations: 1) Chinese traditional values, displaying high Confucian dynamism and
high long-term orientation; 2) Western values, representing individualism and materialism;
3) A combination of Chinese traditional values and imported Western values, including
communism and collectivism (Lan et al. 2009).

Since the Chinese values are so different from the westerns, we are interested in whether
the Schwartz value scale, which developed mainly on the basis of western samples, can be
applied and fitted to the value studies in China. In this study, we have adopted some of the
Schwartz value items, trying to measure and follow his value orientation typology.

A theme emerging from the literature is that personal values affect human perception and
behaviour because they contain a judgement element in which they formulate social norms
and emotions about what is right, good or desirable (Hemingway 2005; Parashar et al. 2004).
The following table exhibits some important value definitions which emphasize the function
of value as motivations for behaviour, attitude, and action (Table 1).

According to the theories displayed in the table above, there appears to be a consensus
that values have a significant impact on human attitudes and behaviour, and may be drivers
and guiding principles for human behaviour and actions.

Accordingly, an individual's evaluation of CSR actions is influenced by values which
influence the extent of an individual’s perceived CSR and is influenced by societal activities
and norms or standards (Siltaoja 2006; Hemingway and Maclagan 2004). For example,
“someone who values economic development above other social goals may be especially
likely to accept information suggesting that environmental protection will compromise
economic goals; someone who values the physical beauty of nature above other social
objects may accept information that supports a belief that any environmental change is a dire
threat to that value” (Stern and Dietz 1994, p.68).

However, much research on the relationship between personal values and business
ethics/CSR focused more on the effect of the values of individual belief, commitment,
decisions, judgements and evaluation of business ethics/CSR (e.g., Orpen 1987;
Rashid and Ibrahim 2002; Barnett et al. 1998; Jones 1991; Hemingway and Maclagan 2004;
Shafer et al. 2007; Hunt and Vitell 1991; Joyner et al. 2002). Few studies have been
conducted on the effect of values on the perception of CSR performance. Thus the
main theory to be tested in this study is the relationship between personal values and
perception of CSR.

CSR

There is no universally accepted definition of CSR, and a lack of consensus on what CSR
really is. Garriga and Melé (2004) defined four categories of CSR theories and related
approaches: 1) instrumental theories that the corporation is seen as only an instrument for
wealth creation. Friedman’s shareholder approach (Friedman 1962), the strategic CSR approach
(e.g., Baron 2001; Prahalad and Hammond 2002), and the resource-based approach (e.g.,
McWilliams and Siegel 2001; Hart 1995) belong to this category; 2) political theories, which
concern the political power of corporations in society. The corporate constitutionalism approach
to CSR (Davis 1960) and Corporate Citizenship (as in Hemphill 2004; Matten and Crane 2005)
are good examples of this group; 3) integrative theories whose emphasis is on the satisfaction of
social demands, including the community obligation approach (Selznick 1957), the social
obligation approach (Jones 1980; McGuire 1963), CSP (Sethi 1975; Wood 1991), and the
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Table 1 Definitions of “value-attitude-behaviour”

Source Concept Focus

England 1967 Values as being composed of a relatively permanent ~ Motivational continuum
perceptual framework which shapes and influences
the general nature of an individual’s behaviour.

Williams 1968, 1979 A person’s values serve as the criteria or standards Criteria to action
of preference. Values have cognitive, affective,
and directional aspects which, when fully
conceptualized, become criteria for judgement,
preference, and choice.

Rokeach 1973, p.5 “A value is an enduring belief that a specific mode Instrumental and
of conduct or end-state of existence is personally or  terminal values
socially preferable to an opposite or converse mode
of conduct or end-state of existence”.

Bengtson and Lovejoy Values are conceptions of the desirable—self-sufficient Intrinsic value
1973 ends which can be ordered and which serve as
orientations to action.

Posner and Schmidt 1987  Values have also been defined as general standards Normative approach
shaping our attitudes and beliefs and influencing
our behaviour.

Homer and Kahle 1988 The value is the basis of attitude, and attitude Value-attitude-
results in behaviour. behaviour framework
Feather 1988 Values are at the centre of an individual's cognitive Value to action

or mental structure or personality and may affect
the individual’s behaviour or characteristics such
as attitude, evaluation, judgements, decisions,
commitment, and satisfaction.

Schwartz 1992 Value as an expression of and motivation for the Motivation
fulfillment of basic human needs to sustain an
individual’s biological and social well-being
and functioning.

Schwartz 1992 Values represent concepts or beliefs about desirable Terminal values
end-states or behaviours that transcend specific
situations, guide selection, or evaluation of
behaviour and events, and are ordered by
relative importance.

Ravlin 1995, p.598 Value “as a person’s internalized belief about Normative approach
how he or she should or ought to behave”.
Posner and Schmidt 1996, Value as lying “at the core of personality, Value-behaviour
p.277 influencing the choices individuals makes,

...and the way individuals and organizations
alike invest their energy.

Gandal et al. 2005, p.1246 Values “influence individuals in their perceptions, Interrelationship
interpretations of situations, and hence direct between value-
people in their decisions, choices, behaviour

and behaviours.”

stakeholder approach (Freeman 1984; Clarkson 1995); and 4) ethical theories, based on the
ethical responsibilities of corporations to society, good examples being modern CSR paradigms
(Hancock 2005; Pettit 2005), the normative approach (Smith 2003; Epstein 1987), CSR3
(Frederick 1992), and the stewardship approach (Donaldson 1990). Based on the studies by
Carroll (1999) and McWilliams et al. (2006), the Table 2 shows the evolution of CSR concepts
and introduces some representative definitions.

@ Springer



Values and Corporate Social Responsibility Perceptions

63

Table 2 Evolution of CSR definitions

Source

Concept

Focus

Prior CSR
Sheldon 1924

Barnard 1938

Simon 1945
1950s: beginning of CSR
Bowen 1953; Heald 1957

Drucker 1954

Selznick 1957

1960s: definition expanding

Davis 1960

Friedman 1962

McGuire 1963

Walton 1967

1970s: definition proliferating

Friedman 1970

Johnson 1971

Committee for Economic

Development (CED), 1971

Sethi 1975

Frederick 1978

Barry 1979

Carroll 1979

“The cost of building the Kingdom of Heaven will not
be found in the profit and loss accounts of industry,
but in the record of every man's conscientious
service.”

Analysis of economic, legal, moral, social and physical
aspects of the business environment.

Organizations must be responsible to community values.

“Corporate responsibilities as an obligation to pursue
those policies, to make those decisions, or to follow
those lines of action which are desirable in terms
of the objectives and values of our society.”

Management must consider impact of every business
policy upon society.

Business contributes to maintenance of community
stability.

“Social responsibilities of businesses arise from the
amount of social power that they have.”
(Garriga and Melé 2004)

The social responsibility of business is to increase
its profits.

“The corporation has not only economic and legal
obligations but also certain responsibilities to society
which extend beyond these obligations.”

“Social responsibility recognizes the intimacy of the
relationships between the corporation and society
and realizes that such relationships must be kept in
mind by top managers as the corporation and the
related groups pursue their respective goals.”

CSR is indicative of self-serving behaviour on
the part of managers, and thus conflicts to
shareholder benefit.

A socially responsible entrepreneur or manager is one
who has a utility function of the second type, such
that he is interested not only in his own well-being
but also in that of the other members of the enterprise
and that of his fellow citizens.

Three concentric circles.

“Social obligation’, ‘social responsibility” and ‘social
responsiveness’.

Refers to the capacity of a corporation to respond
to social pressures. Emphasis on social
response process.

Business ethics is “the study of right and wrong,
duty and obligation, moral norms, individual
character, and responsibility — in the context
of business.”

“Encompasses the economic, legal, ethical, and
discretionary expectations that society has of
organizations at a given point in time.”

Ethical management

Multiple aspects

Community relationship

Social obligation

Social obligation

Community obligation

Corporate
constitutionalism

The shareholder
approach

The societal approach

Essential element
of CR

Agency theory

Utility maximization

Changing social contract
between business
and society

Corporate social
performance (CSP)

Corporate social
responsiveness

Business ethics

Pyramid of CSR
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Table 2 (continued)

Source

Concept

Focus

1980s: complementary themes

Jones 1980

Freeman 1984

Wartick and Cochran 1985

Moser 1986
Epstein 1987

Frederick 1987

1990s: alternative themes

Fombrun and Shanley 1990

Donaldson 1990

Wood 1991

Carroll 1991

Business for Social

Responsibility (BSR) 1992

Jennings and Zandbergen 1995

Frederick 1992

Donaldson and Preston 1995

Clarkson 1995

Jones 1995

Hart 1995
Elkington 1998

Frederick 1998

@ Springer

CSR as “the notion that corporations have an obligation
to constituent groups in society other than shareholders
and beyond that prescribed by law or union contract.”

Organizations are not only accountable to their
shareholders, but should also balance the interests
of their other stakeholders, who can influence or be
influenced by organizational activities.

They divided CSP into principles, processes and policies:
while social responsibility is a mere principle, social
responsiveness is a more action-oriented process,
and issues management is a policy.

CSR=f (Law, Intent, Salient Information, Efficiency)

CSR relates primarily to achieving outcomes from
organizational decisions concerning specific issues
or problems which (by some normative standard)
have beneficial rather than adverse effects on pertinent
corporate stakeholders. The normative correctness
of the products of corporate action has been the main
focus of corporate social responsibility.

Ethical-philosophical concept of CSR

Companies should consider CSR as an element of
corporate strategy.

There is a moral imperative for managers to “do the
right thing,” without regard financial performance.

“A business organisation's configuration of the principles

of social responsibility, the process of social responsiveness,
and policies, programs, and observable outcomes as they

relate to the firm's societal relationships.”

“The CSR firm should strive to make a profit, obey the
laws, be ethical, and be a good corporate citizen.”

“Achieving commercial success in ways that honour
ethical values and respect people, communities and
the natural environment.”

“Institutions play an important role in shaping the consensus
within a firm regarding the establishment of an ‘ecologically

sustainable’ organisation.” (Mcwilliams et al. 2006)

The action-oriented managerial concept of social
responsiveness (CSR2); a normative element based
on ethics and values (CSR3).

Organizations are socially responsible to all stakeholder
groups.

Corporate responsibility is in stakeholder groups instead
of society as a whole, transferring CSR into business
objectives is best undertaken using a stakeholder
perspective.

“Companies involved in repeated transactions with
stakeholders on the basis of trust and cooperation are
motivated to be honest, trustworthy and ethical.”

CSR can constitute a resource or capability that leads
to sustained competencies.

CSR through its social, economic, and environmental
responsibilities.

Corporate social religion

Social obligation

The stakeholder
approach

CSp

CSP

Normative approach

CSR1

Strategic CSR

Stewardship theory

Revisited CSP

Revisited pyramid
of CSR

Sustainability

Institutional theory

CSR2, CSR3,

Stakeholder approach

Stakeholder approach

Institutional theory

Natural resource based
view

The triple bottom lines

CSR4
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Table 2 (continued)

Source Concept Focus

Costin 1999 CSR as the basic expectations of the company regarding Initiative view
initiatives that take the form of protection of public health,
public safety, and the environment.

21st century: shifting from 'What' to 'How'

Hemphill 2004 Corporate citizenship involving “four faces,” connoting Corporate citizenship
the economic, legal, ethical, and discretionary components.

Matten and Crane 2005 “Corporate citizenship describes the role of the corporation Corporate citizenship
in administering citizenship rights for individuals.”

Feddersen and Gilligan 2001 Activists and NGOs can play an important role in reducing NGO activism
information asymmetry with respect to CSR on the part
of consumers.

McWilliams and Siegel 2001 "Present a supply/demand perspective on CSR, which implies Resource-based
that the ideal level of CSR may be determined through perspectives
cost benefit analysis".

Baron 2001 ”The use of CSR to attract socially responsible consumers Strategic CSR
is referred to as strategic CSR, in the sense that firms
provide a public good in conjunction with their
marketing/business strategy.” (Mcwilliams et al. 2006)

Gobbels 2002 The word “responsibility” should be replaced by CSA
“accountability”, since it causes similar problems to
“social”. This would imply a preference to use corporate
societal accountability (CSA) as the contemporary
term for CSR.

Prahalad and Hammond 2002 ~ Business strategies for the bottom of the economic pyramid. ~ Strategic CSR

Smith 2003 The normative case, seeking motivations in the desire to Normative and business
do good; and the business case, which focuses on the notion cases
of enlightened self-interest. The normative case suggests
“why”” and business case answers “how”.

Waldman et al. 2004 Certain aspects of CEO leadership can affect Strategic leadership
the propensity of firms to engage in CSR.
Companies run by intellectually stimulating
CEOs do more strategic CSR than
comparable firms.

Greenfield 2004 A corporation is a legal construct and has only the two Narrow vision of CSR
responsibilities bestowed by the law creating it: making
profits for owners and obeying relevant rules.

Halme and Lovio 2004 CSR includes economic, social, environmental and Cultural dimensions
cultural responsibilities.

Hancock 2005; Pettit 2005 “Corporations act intentionally via the intentional actions Modern CSR paradigms
of their members and hence bear the duties and obligations
of any good person or citizen, but on a corporate scale”
aiming at “meeting a wider spectrum of expectations,
as in protecting the environment, developing the
community, conserving resources, and philanthropic
giving.” (Jamali and Mirshak 2007)
Lindfelt and Térnroos 2006 At corporate level, ethics includes issues on the sustainability — Sustainability
of finances, the environment and society.
Mecehan et al. 2006 Three elements are: ethical and social commitments, 3C-SR model

connections with partners in the value network, and
consistency of behaviour over time to build trust.

Carroll 1999; McWilliams et al. 2006; Garriga and Mel¢ 2004

The modern era of CSR began in the 1950s, and Bowen, granted the appellation of the
father of CSR, initially defined it and emphasized the social obligations of modern
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enterprises (Bowen 1953). In the 1960s, there has been a considerable growth in the definition
through attempts to conceptualize CSR. Scholars such as Friedman and McGuire have been the
most important contributors in this period. For example, “The societal approach” suggested by
McGuire (1963) defines companies as responsible to society as a whole.

The 1970s witnessed an acceleration in defining CSR. The definition of CSR became
more specific and managerially involved (Carroll 1999). The most notable contributors in
this period include Sethi, and Carroll. Carroll’s “pyramid of CSR” (Carroll 1979, 1991) was
one of the most famous definitions of CSR. In the 1980s, the development of the CSR
definition was focused on alternative or complementary concepts and notions such as
stakeholder, CR, responsiveness, and business ethics (Carroll 2008). A significant
example is the "stakeholder approach", which suggests that organizations are not only
accountable to their shareholders, but should also balance the interests of their other
stakeholders (Freeman 1984).

In the 1990s, the CSR concept served as the basis for developing alternative themes such
as corporate citizenship, business ethics and sustainability. Scholars such as Wood, Carroll,
and Elkington provided significant contributions in this period. The most famous CSR
concept of this period was the “The triple bottom lines” proposed by Elkington (1998).
Finally, in the most recent decade, the emphasis of the CSR concept has been
transferred from theoretical contributions to empirical studies and practical implementation
(Carroll 2008). Clearly, the core question has shifted from “what” to “how”. Notions such as
NGO activism and strategic leadership have been extensively discussed. For example,
Baron's concept (2001) placed CSR in a strategic business context and integrated it with
marketing strategies.

In this study, our definition is based on the "Triple Bottom Lines" notion which divides
CSR into three sectors: 1) Responsibility for financial success (profit); 2) Responsibility for
the environment (the planet); and 3) Responsibility for society (people) (Elkington 1998).
This concept means that corporate performance can and should be measured not just by the
traditional economic bottom line, but also by social and environmental lines (Norman and
Macdonald 2004). Our CSR measurements followed the "Triple Bottom Lines" principle,
and we have developed measurable CSR items on three dimensions.

Clearly, CSR programmes or performances deal with various stakeholder concerns in
multiple dimensions, and corporations are all faced with the same question of how to
allocate their limited corporate resources to balance multidimensional performances. Three
kinds of relationship have been discussed in previous studies: 1) a negative relationship
between corporate social/environmental performance (CSP) and corporate financial/
economic performance (CFP), because CSP may bring competitive disadvantage
because of the additional costs it causes; 2) a neutral association; 3) a positive association
between CSP and CFP, because the actual cost of CSP is minimal, the benefits potentially great,
and high levels of CSP lead to lower explicit costs (Waddock and Graves 1997). Nevertheless,
the third view has been the most commonly accepted (Waddock and Graves 1997; and Orlitzky
etal. 2003). However, it is not clear whether or not Chinese corporations share the same view in
relation to CSR performance, as no relevant empirical study has ever been done. This
constitutes an incentive to evaluate Chinese corporations CSR in three dimensions and check
if they are performed equally.

Hypotheses Based on Previous Research

There are great number of studies examining the relationship between values, ethical
attitudes, and various personal socio-demographic factors, but the outcomes are mixed and
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no consensus has been achieved concerning the effect of these personal factors (Lam and Shi
2008). In our study, we select gender, study major, and study year level as the personal
factors, and analyse the effect of these factors on personal values, and individual perceptions
of CSR.

Previous studies suggest that altruistic values make a significant positive contribution to
ethical behaviour, and are associated with higher levels of moral awareness. In contrast,
egoistic values are more likely to be involved with unethical and irresponsible behaviour,
and are associated with lower levels of moral awareness (see VanSandt 2003; Shafer et al.
2007). According to Finnegan (1994), individuals who embraced altruistic values more were
more likely to perceive a given situation (or behaviour) as immoral. Thus, we suggest that:

H1: Chinese university students who embrace altruistic values more have a more
negative perception of CSR performance.
H2: Chinese university students who embrace egoistic values more have a more
positive perception of CSR performance.

O’Fallon and Butterfield (2005) have reviewed 174 empirical ethical decision-making
publications from 1996 to 2003, concluding that often no difference is found between males
and females, but when differences are found, females are more ethical than males. Arlow
(1991), Deshpande (1997), and Ford and Richardson (1994) identified gender as a significant
factor for ethical value and attitudes, while females were generally more ethical than males.
According to Ruegger and King (1992), Ameen et al. (1996), Borkowski and Ugras (1998),
Paul et al. (1997), Burton and Hegarty (1999), Okleshen and Hoyt (1996), Chonko and Hunt
(1985), females were more sensitive to and less tolerant of unethical subjects than males. Based
on those findings, we suggest that:

H3: Female students represent more ethical values than male students.
H4: Female students have a more negative perception of the CSR performance of
Chinese corporations.

Recent empirical findings have suggested that the students’ major study was significantly
affected by individual ethical values and attitudes (see Chonko and Hunt 1985; and
Giacomino and Akers 1998). Borkowski and Ugras (1998) have reviewed 30 studies,
identifying 6 studies which show that there is a significant difference between study major
and ethical behaviour. According to Sankaran and Bui (2003), students from non-business
majors tend to be more ethical than business majors. Hawkins and Cocanougher (1972)
found that business majors were more tolerant in evaluating the ethics of business practices.
Lindeman and Verkasalo (2005), found that students from business and technology majors
display more individualistic and hard values such as power than other students. A et al.
found that engineering and business majors view the current state of business ethics and
corporate responsibility positively, whereas students from forest ecology and environmental
science have more negative views. In another study, they found that the forest ecology and
environmental science students have the most negative views on the forest industry's
environmental and social responsibilities, while technology and business students have more
positive views on the forest industry’s social responsibility in general (Amberla et al. 2011).
Therefore, the fifth and sixth hypotheses of this study are:

H5: Ecology students represent more ethical values than business and technology
students.

H6: Ecology students have a more negative perception of the CSR performance of
Chinese corporations.
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With regard to level of education, Sankaran and Bui (2003) have concluded that the older an
individual becomes, the less ethical he or she is. The main explanation is that the older an
individual becomes, the more he is involved in working positions and social relationships, and
thus may make calculated ethical compromises to maintain relationships and business benefits.
Wimalasiri et al. (1996) have found that there were significant differences in the investigation of
individual ethicality among levels of education. With the increase in one’s life experience, there
is a change in the awareness and interpretation of the social world and one’s place in it.

Empirical research by Tse and Au (1997), Borkowski and Ugras, (1992), and Terpstra et
al. (1993) found that senior students were less ethical than junior students. One argument is
that moral character is formed early in life, but may be changed by life experience such as
education and work experience, and become more utilitarian (Tse and Au 1997). Borkowski
and Ugras (1992) provided the comparable explanation that freshmen and juniors are more
justice-oriented as a result of idealism, and experience from their employment makes seniors
more utilitarian. In particular, Elias (2004) has found that younger students were more
sensitive to CSR. Thus, we suggest that:

H7: Junior students represent more ethical values than senior students.
HS: Junior students have a more negative perception of the CSR performance of
Chinese corporations.

Data and Research Method

The measurement of CSR performance has been complex and problematic because it
concerns multidimensional measures (Waddock and Graves 1997). Waddock and Graves
(1997) have discussed several measures in their study. For example, forced-choice survey
instruments have limitations in returning rates and consistency of raters. The Fortune rating
of CSP is more a measure of overall management than of CSP. The content analysis is
subject to the comprehensiveness and purpose of the existing documents which might be
biased. Social disclosure is a unidimensional measure. Most recently, several multidimensional
measures have been applied in CSP studies, such as SOCRATES CSR screens which measure
the degree of the institutional or promotional approach companies take to their CSR programs
(Pirsch et al. 2007). The Ethical Investment Research Service (EIRIS) rating measures firm
behaviour towards salient stakeholder groups (Brammer et al. 2006). Hartman et al. (2007) have
introduced the three most often used rating systems for CSR in European corporations: the
FTSE4-Good Index Series, the Dow Jones Sustainability Index EURO STOXX, and the
Ethibel Sustainability Index.

The measurement used in this study to evaluate the perception of CSR performance was
formulated on the basis of the current literature (e.g., Triple Bottom Lines) and the
Sustainability Reporting Guideline (SRG), a globally applied framework for sustainability
reporting (GRI 2006). Because the target of this study is not the published corporate reports
but individual perceptions, the items formulated have to be easy to understand, and appropriate
to the conditions of most respondents. Hence, we selected some items more suitable for the
evaluation of common people’s perceptions, and adjusted them into a more understandable
format so that respondents could comprehend them even without any specific knowledge of
CSR. Another criterion is that these items should cover economic, social and environmental
dimensions. The research instrument used to assess personal values has been formulated based
on the Schwartz Values Questionnaire (SVQ) (Schwartz 1994), a widely-used scale for
measuring personal values.
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The study data consisted of university students at three Chinese universities, the final
sample size of the study being 980 students: 400 from Nanjing Forestry University, 300 from
Zhejiang University and 280 from Zhejiang University of Forestry and Agriculture. The
survey response rate was 65%. The data were collected by using a structured self-completion
questionnaire, while cross-sectional survey design and a stratified sampling method have
been applied in collecting the data.

The questionnaire was pre-tested and independently back-translated between Chinese and
English versions in order to ensure the accuracy and understandability of the information.
The stratified sampling method applied ensured a relatively even distribution of samples
between males and females, different majors, and course levels.

The survey was completed in May 2007, and the Chinese questionnaires were distributed
to students completing engineering and technology, business and administration, and
ecology majors. The distribution was carried out with the help of several contact persons
from the universities who are either teachers or students working in the student union. The
successful and efficient data collection has demonstrated the great benefit of utilizing
"insiders" as distributors. One of our researchers participated in all the on-site distributions,
and all of our contact people have been trained to be able to answer questions related to the
questionnaire. Background information and definitions of the term "CSR" were also given
on the questionnaire. The questionnaires were distributed to the students at the end of their
classes (the selection of classes is mainly based on major and study year, we are trying to achieve
an even distribution of samples), and our contact people collected them after 1 or 2 days, giving
time for completion. On average, the questionnaire took about 20 min to complete.

The questionnaire has three parts. The first part asked for demographic information about
gender, age, major, level, and knowledge of CSR. Student values and perceptions will be
compared with these independent variables. The second part required information for
intervening value variables which are used to enrich the understanding of student perception
of CSR. The third part contains the core information of this study, dependent variables which
consist of questions relating to the CSR performance of Chinese corporations and are used to
evaluate student perception of CSR performance. The intervening and dependent variables
contain 36 statements on a five-point Likert scale. One (1) represented a negative value,
which means "entirely disagree" or "very poorly", and five (5) indicated a positive value,
which means "entirely agree" or "excellent".

The study data has been analysed by a wide array of statistical analysis methods using the
SPSS 17.0 and AMOS 17.0 statistical software. The basic descriptions of variables were
determined by defining means and distributions. Exploratory Factor Analysis (EFA) with
varimax rotation factors were conducted in multivariable descriptions related to student
values and perception of CSR performance. In factor analysis, KMO values over 0.5,
»<0.05, and a reliability coefficient Alpha over 0.7 are acceptable. Confirmatory Factor
Analysis (CFA) was employed to test the goodness of fit of the value measurement to the study
data. Values of the GFI, CFI, NFI, TLI indices close to 1 are generally considered to indicate a
good fit, RMSEA values less than 0.1 being considered a good fit also.

One-way analysis of variance (ANOVA) was used to run comparisons between student
groups, value dimensions and their perception of the CSR implementation. The significance
level used in the analysis was 5% (p<0.05). K-means cluster analysis was conducted on
group respondents based on the factor scores of their values. Combined variables were used
to measure the perceptions of CSR performance, and cross-tabulations with x? tests were
used to examine the relationship between personal factors and perception of CSR
performance, and between respondent value groups and their perceptions of the CSR
performance (p<0.05 being considered significant).
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Results
Respondent Demographics

Table 3 shows the demographic profile of respondents. Of the 980 observations, 55.6% are
male students. The average age of respondents is 21 years, but as the age differences
between respondents are quite small, the age distribution is not shown on the table. The
distribution of the respondents between five majors and four course levels is relatively even,
except for a smaller number of students from the 4th year and above. This table also
indicates that only a minority of respondents have work experience (13.3%). Another
important finding here is that about half the respondents (47.9%) had no knowledge of
CSR before this study was conducted. The mean of this variable is less than 2 (1.6),
indicating that all the respondents have relatively poor knowledge of CSR issues.

Respondents’ Personal Values

The personal values of respondents were obtained by surveying the preferences for various
values related to their personal objectives. Factor analysis was applied in determining the
dimensions of these values. Both EFA and CFA methods have been applied in these value
studies. First, half of the student sample has been randomly selected and their values have
been analysed by EFA. A two-factor solution has been suggested, and it clearly fitted with
the “altruistic” (factor 1) and “egoistic” (factor 2) categories of the Schwartz values scale. In
the next, the other half of the samples has been analysed by CFA to confirm the two-factor
model, the result appearing in Table 4.

According to the results in the Table 4, all the values positively indicate a good fit
between the model and the observed data, which clearly supports the suggestion that
the Schwartz values scale fits with the Chinese university student data in this study.
Finally, the whole sample has been analysed by EFA, again this two-factor solution

Table 3 Demographic profile of respondents

Demographic Frequency (total 980) Percent
Gender Male 545 55.6
Female 435 44.4
Major Engineering and technology 366 37.3
Business and administration 415 423
Ecology 199 20.3
Level 1st year 245 25.0
2nd year 291 29.7
3rd year 246 25.1
4th and above 198 20.2
Knowledge of CSR Not at all 469 47.9
2 390 39.8
3 105 10.7
4 13 1.3
Very much 3 0.3

Mean=1.67 Std deviation=0.74

@ Springer



Values and Corporate Social Responsibility Perceptions 71

Table 4 Goodness-of-fit indicators of a two-factor model for values of university students

Model X’ df P GF1 CFI NFI TLI RMSEA

Two-factor model 81.82 13 0.00 0.96 0.94 0.93 0.90 0.10

having been the optimal solution, and the reliability of the factor solutions being acceptable
(0¢;=0.81 and x,=0.70).

Table 5 indicates that respondents represent higher altruistic values (the average mean of
this value set being 4.3) than egoistic values (the average mean of this value set being 3.6).
Comparisons of respondents from different backgrounds in their personal value dimensions
were conducted by using one-way ANOVA. The results are listed in Table 6.

The results indicate that female students possess more altruistic values than male students,
and male students demonstrate more egoistic values than female students, which clearly
supports H3 “Female students represent more ethical values than male students.” The result
shows that students majoring in business and technology emphasize the egoistic values more
than students from an ecology major. According to the above results, ecology students display
the least egoistic values, but the table also shows a conflicting result, indicating that ecology
students display the least altruistic value. Thus H5 “Ecology students represent more ethical
values than business and technology students.” has not been clearly confirmed. Another
important finding is that students’ altruistic values gradually decrease as their course level
increases, the first-year students displaying higher altruistic values than students from other
years. Clearly, H7 “Junior students represent more ethical values than senior students” has been
confirmed in this study.

Respondent’s Perception of CSR Performance

Respondents’ perception of CSR performance was assessed by their evaluation of thirteen
corporate responsibility statements (which can be found in Table 9), covering issues
concerning various responsibilities. An overall measure of the perception of CSR perfor-
mance can be done by combining these thirteen variables into a single variable. In order to
conduct further analysis, five categories of students were divided at four appropriate cut-off
points: 1.8, 2.6, 3.4, and 4.2, which distributes the five-point Likert scale equally. The
categories are called “entirely negative perceptions”, “slightly negative perceptions”,

Table 5 Dimensions of personal values

Variable Scale: 1=not important at all, Mean  Altruistic  Egoistic Communalities
S=very important (Factor 1)  (Factor 3)

Equality, peace and social justice 43 0.84 0.12 0.72

Honesty, willingness to help and responsibility 43 0.79 0.13 0.66
Protecting the environment 43 0.69 0.14 0.49

Freedom to choose personal goals 42 0.53 0.26 0.35

Wealth (in monetary terms) 34 0.09 0.58 0.34

Success 4.1 0.33 0.65 0.53

Authority and influence 33 0.08 0.66 0.44
Reliability coefficient Alpha (of highlighted variables) 0.81 0.70
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Table 6 Divergence of personal values between classes of respondent

Classes Altruistic Egoistic
Mean F-Prob Mean F-Prob

Male -0.07 0.00 0.08 0.00
Female 0.09 -0.09

Engineering and technology 0.08 0.02 0.01 0.05
Business and administration -0.01 0.05

Ecology -0.14 -0.12

1st year 0.16 0.00 0.04 0.39
2nd year -0.01 -0.01

3rd year -0.06 0.04

4th year -0.12 -0.08

“neutral perceptions”, “slightly positive perceptions” and “entirely positive perceptions”
(Table 7).

The mean of the single variable “perception of CSR performance” is 2.9, which indicates
that respondents have a relatively neutral opinion on the CSR performance of corporations.
According to Table 7, 27.1% of the respondents are on the negative side, while 21.9% are on
the positive side, which indicates that respondents have more negative perceptions of the
CSR performance of corporations. Cross-tabulations with X2 tests reveal the differences in
perception that exist between distinct demographic categories of students (Table 8).

According to the table, the p value smaller than 0.01 indicates that there are significant
differences in perception between distinct demographic categories of students. The results
show that male students display more positive perceptions than female students, and female
students represent more negative perceptions. These findings clearly support H4 “Female
students have a more negative perception of CSR performance of Chinese corporations.”
The results show that students majoring in forest ecology display the least positive percep-
tions. Thus H6 “Ecology students have a more negative perception of the CSR performance
of Chinese corporations.” has been confirmed. Since there is no significant result found
between students of different course levels, H8 “Junior students have a more negative percep-
tion of CSR performance of Chinese corporations” has not yet been confirmed in this study.

Further investigation of their perception of CSR performance was conducted by factor
analysis and one-way ANOVA. Factor analysis was applied in determining the dimensions

Table 7 Classification of

perception of CSR performance Level of perception of CSR performance Number of %
students
Entirely negative perceptions (1 — 1.8) 36 3.7
Slightly negative perceptions (1.81 — 2.6) 229 23.4
Neutral (2.61 —3.4) 500 51.0
Slightly positive perceptions (3.41 — 4.2) 145 14.8
Entirely positive perceptions (4.21 - 5) 70 7.1
Total 980 100.0
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Table 8 Divergence of perception of CSR performances by personal factors
Demographic categories Level of perception of CSR performance (%)
Entirely Slightly Neutral Slightly Entirely
Negative negative Positive positive
Male 4.8 20.9 494 17.2 7.7
Female 2.3 26.4 53.1 11.7 6.4
x*=13.3 df=4 p<0.01
Engineering and technology 3.8 18.6 533 16.7 7.7
Business and administration 2.2 272 48.0 14.9 7.7
Ecology 6.5 24.1 533 11.1 5.0
x°=18.9 df=8 p<0.01
1st year 4.5 24.5 48.6 15.1 7.3
2nd year 3.1 27.1 50.9 12.0 6.9
3rd year 1.6 17.5 55.7 18.7 6.5
4th year 6.1 23.7 48.5 13.6 8.1

X°=18.4 df=12 p<0.1

of perception of CSR performance (Table 9). The final solution of three factors is
considered as the most appropriate, because they corresponded almost perfectly with
the “triple bottom lines”, and the reliability of factor solutions is acceptable (o¢t;=0.92,

x,=0.79, and 3=0.52).

Three factors have been called "Environmental responsibilities" (factor 1), "Social
responsibilities" (factor 2), and "Economic responsibilities" (factor 3). The table indicates

Table 9 Dimensions of perception of CSR performances

Variable Scale: 1=Not at all
satisfied, 5=Very satisfied

Mean Environment

Responsibility (F1)

Social

Responsibility (F 2) Responsibility (F3)

Economic

Communality

Supporting charity

Taking care of employee welfare

Ethical business operations and co-
operation in corporate network

Sponsoring social activities
Investing in public welfare
Reduction of emissions
Protection of soil

‘Waste management

Energy efficiency

Sustainable use of natural resources

Recycling waste

Development of profitability,

competitiveness and efficiency

Meeting shareholders' profit
expectations

Reliability coefficient Alpha
(of highlighted variables)

Mean of factor

3.0
33
32

3.0
2.7
2.7
2.8
2.8
3.0
2.6
29
3.4

3.4

0.43
0.26
0.32

0.25
0.16
0.80
0.80
0.78
0.70
0.69
0.67
0.06

0.07

0.92

2.8

0.62
0.58
0.53

0.52
0.50
0.30
0.27
0.27
0.25
0.34
0.36
0.13

0.12

0.79

3.0

0.11
0.26
0.28

0.40
0.03
0.07
0.08
0.05
0.26
0.23
0.08
0.71

0.50

0,52

3.4

0.57
0.48
0.47

0.49
0.12
0.74
0.73
0.68
0.63
0.66
0.58
0.53

0.24

@ Springer



74 L. Wang, H. Juslin

that from the student’s point of view, Chinese corporations implement economic
responsibility (mean=3.4) and social responsibility (mean=3.0) better than environmental
responsibility (mean=2.8). Comparisons of the perceptions of respondents from different
backgrounds were conducted by using one-way ANOVA. The results are listed in
the Table 10.

Significantly, male respondents display more positive perceptions of environmental
responsibility than females, while female respondents have more positive perceptions of
economic responsibility. Respondents majoring in ecology display the most negative
perceptions on all the three CSR dimensions, which conforms perfectly to H6. In addition, the
fourth-year students display the highest negative perceptions of social responsibility, but we
found no clear results to support HS.

Relationship Between Values, and Perception of CSR Performance

K-means cluster analysis has been applied in this study to categorise the respondents
according to their personal values. Factor scores from the "altruistic values" and "egoistic
values" factors are used in the cluster analysis. A four-group clustering, called “mixed”,
“egoistic”, “altruistic”, and “unconcerned” was found to be the most appropriate according
to the F-test (Table 11).

According to the results of the factor analysis (Table 9), highlighted variables have been
selected and combined into three summated variables, which are called “environment
responsibility”, “social responsibility”, and “economic responsibility”. The same cut-off points,
1.8, 2.6, 3.4, and 4.2, have been applied to all the summated variables in order to classify
respondents’ perceptions into five groups, which are called “entirely negative perceptions”,
“slightly negative perceptions”, “neutral perceptions”, “slightly positive perceptions” and
“entirely positive perceptions” (Tables 12).

The results of classifications of perception of CSR performance (in general and in three
dimensions) and K-means clusters have been further investigated through cross-tabulations
with x? tests in order to study the relationship between the values of respondents and their

perceptions of CSR performance (Table 12).

Table 10 Divergence of perception of different CSR dimensions between classes of students

Classes Environmental Social responsibilities Economic responsibilities
responsibilities

Mean F-Prob Mean F-Prob Mean F-Prob
Male 0.08 0.00 -0.03 0.15 -0.06 0.01
Female -0.10 0.04 0.07
Engineering and technology 0.10 0.02 -0.01 0.05 0.01 0.00
Business and administration ~ -0.06 0.06 0.07
Ecology -0.06 -0.11 -0.18
1st year -0.02 0.58 0.04 0.00 -0.02 0.23
2nd year -0.05 -0.01 -0.04
3rd year 0.04 0.09 0.09
4th year 0.05 -0.16 -0.02
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Table 11 Respondent groups
based on personal values

Student group n % Mean of factor score=cluster centre
Altruistic values egoistic values
Mixed 319 326 0.67 0.64
Egoistic 245 250 -0.55 0.42
Altruistic 287 293 0.48 -0.77
Unconcerned 129 13.1 -1.67 -0.67
F-ratio 1200.84 516.66
P-value < 0.00 0.00

In general, the results suggest that respondents in the “altruistic” group display more
negative perceptions of CSR performance than those in the “egoistic” group. Correspondingly,
respondents in the “egoistic” group display more positive perceptions of CSR performance than
those in the “altruistic” group. Similar results can be found on the environment, social and
economic dimensions as well. These results clearly support H1 “Chinese university students
who embrace altruistic values more have a more negative perception of CSR performance” and
H2 “Chinese university students who embrace egoistic values more have a more positive
perception of CSR performance.”

Table 12 Divergence of perception of CSR performance different value group

CSR Value groups Level of perception of CSR performance (%)
Entirely Slightly Neutral Slightly Entirely
negative negative positive positive

CSR in general Mixed 4.1 21.6 44.2 18.5 11.6
Egoistic 33 20.0 53.5 18.4 4.9
Altruistic 3.1 28.6 50.5 10.8 7.0
Unconcerned 4.7 22.5 64.3 7.8 0.8
X>=43.9 df=12 p<0.00

Environment responsibility Mixed 14.7 30.4 24.8 15.0 15.0
Egoistic 11.0 24.5 39.6 16.7 8.2
Altruistic 16.0 33.1 33.1 8.0 9.8
Unconcerned 10.9 23.3 543 10.1 1.6
X*=61.9 df=12 p<0.00

Social responsibility Mixed 53 18.2 36.7 23.8 16.0
Egoistic 33 20.8 40.0 27.3 8.6
Altruistic 4.9 24.0 39.7 22.0 9.4
Unconcerned 8.5 31.0 45.7 12.4 2.3
xX*=41.4 df=12 p<0.00

Economic responsibility Mixed 1.3 13.8 20.4 47.6 16.9
Egoistic 0.8 12.7 30.6 44.1 11.8
Altruistic 0.3 17.4 22.6 47.7 11.8
Unconcerned 6.2 32.6 34.1 24.0 3.1

x*=83.6 df=12 p<0.00
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Conclusion

The effects of value on the perception of CSR performance has been recognised in this study.
Accordingly, the importance of value in CSR education should be understood by educators,
scholars and executives. Giacomino and Akers (1998) have suggested the following important
effects that values impose on education.

First, discussion of the effects of values on behaviour can enhance the evaluation of
ethical situations in the university. Since present-day students can be considered the leadership
of tomorrow, their personal values are likely to affect corporate values in the future, and ethical
decision-making in their professional life. Our results show that Chinese university students
display strong preferences for higher ethical values, so that a corresponding increase in the
business ethics may be expected in the future. As mentioned in the theoretical studies, emerging
market values have changed their value structure, so that the value education should emphasise
how to balance the conflict between collectivistic disciplines and individualistic freedom.

Second, developing more appreciated and consistent education programmes to meet the
expectations of students occurs when educators are aware of the values of their students. For
example, we find that the ethical values of university students decline during their education.
One explanation is that they are more involved in the outside society and professional life
during their time at university, which affects their value structures greatly. This result
supports Sonnenfeld’s finding (1981) that those who are remote from the pressures of
business display support more ethical and responsible behaviour, and their attitudes may
change over time when they face the “real world”. Thus, the CSR education programme for
senior students should emphasise the professional code of conducts, responsible leadership,
public relations and responsibility, business ethics and moral discretion. CSR education in
this period should focus on increasing the ability of students to recognize ethical issues
(moral reasoning abilities) and cultivation of responsibility.

Based on our results, we argue that a CSR education programme should be designed
accordingly to fit the characteristics of different majors. For example, our results found that
ecology students have the most negative perceptions of the CSR performances of
corporations, which may mean that they paid more attention to CSR issues and have
better knowledge. The emphasis of further CSR education for ecology students should
thus be more practical and specific, such as environmental standards, CSR assessments,
certification and practical measurements of CSR. Since the results also found that business
and technology students have the most positive perceptions of the CSR, we have to strengthen
the CSR education for them, especially business students who will be the future executives of
the companies setting the directions and policies of CSR. Thus the CSR education for them
should focus on CSR strategies, communications, corporate values and culture, and the
marketing implications of CSR performance. In summary, the results of this study are important
for educators involved in teaching ethics, not only business ethics and CSR. Educators should
apply diversified teaching methods and programmes which are based on student characteristics
and needs, such as multimedia-based ethics training module (Geva 2010), ethics role-playing
case method (Manuel 2010), or evidence-based administration (Junco and Perea 2008).

Third, values should be used as criteria for education and recruitment purposes. For
instance, since female students represent more ethical values and more critical views of the
CSR performance of contemporary Chinese corporations, recruiting and promoting women
for top management positions are likely to strength the ethical base of the company. There is
a clear implication that women are more suitable for decision-making in, and evaluation and
monitoring of CSR issues. Companies currently use many psychology tests in their recruiting
programme, but value evaluation is still weak. Thus development of value evaluation tools is
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needed. Continued staff training is a good tool to keep the commitment to ethics. Men
especially should be more encouraged into ethics education.

An important finding for executives is that environmental responsibility is the weakness
of Chinese companies’ CSR performance. We strongly recommend a theory provided by
Russo and Fouts (1997, p.534), that “environmental performance and economic performance
are positively linked and that industry growth moderates the relationship.” Chinese corporations
should recognise the importance of environmental performance, and accept it as a positive
driver for economic growth not a burden on profit-seeking. This finding also implies that the
Chinese policy-makers should change their concentration from economic development to
sustainability development in public policy decision-making. The concept of the “Construction
of'a Harmonious Society” is a good notion. However, the Chinese government should develop
legislation and facilities to mandate and encourage CSR issues. For the purpose of improving
environmentally responsible behaviour, educators should design education programmes that
cultivate biospheric values such as unity with nature, a world of beauty, and the protection of
nature.

A finding and a limitation of this study is that Chinese university students have relatively
poor knowledge of CSR, and we believe that their knowledge level has greatly affected their
perception of it. They may not understand the CSR concept well because they receive
inappropriate and incorrect information, or have limited resources and experiences in
creating the right perception. This may explain why we did not find perception differences
among majors and course levels. However, this limitation has been partly circumvented in
the questionnaire design process. In the measurement of CSR performance, we have selected
and developed those CSR items which we believe everyone can understand and should have
some experience of, even without any specific knowledge. According to the theory, there is
no universally accepted definition of CSR, and a lack of consensus on what really CSR is,
especially in China where CSR is an exotic concept with a short history. The findings of this
study may display the correct picture that Chinese university students are ignorant of the
concept of CSR because they miss proper CSR education. But this does not mean they are
not concerned with current popular societal issues such as pollution, welfare, and employee
relationships. We still can measure their CSR perceptions if the measurement equivalence
has been carefully carried out. Further studies should extend this research to a larger sample
size and measurement variables.

In addition, the seven value variables selected may not be sufficient to carry the value
evaluation. This may also be why we got conflicting results regarding students’ values
among different majors. However, the SVQ scale has passed the measurement invariance
test in the Chinese sample. This may contribute to future value studies in China. Further
studies should include more value variables, or even the whole SVQ. With developed
measurements of values and CSR items, the relationship between values, perception of
CSR, and demographic profiles may be surveyed better.
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