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Abstract: Corporate social responsibility (CSR) activities of international joint ventures (IJVs) are
considered a way for multinational corporations (MNCs) to be embedded in local communities.
Existing literature generally assumes that MNC research applies to IJV, however, the research of
IJV’s CSR practices is often ignored. In particular, it is unclear which stakeholders become important
factors in influencing the CSR practices of IJVs in developing countries. This paper aims to examine
the structural characteristics of IJVs and propose a framework for the CSR practice of IJVs established
in Ghana. The theoretical standpoint of this research is built upon the stakeholder and institutional
theories. Using stepwise regression, a framework is developed to better understand and identify the
forces within the local market that stimulate CSR. Consumers, competitors, and local communities are
considered to be the key stakeholders driving IJV CSR actions. In addition, this paper has identified
significant differences in CSR practice related to the IJV’s ownership structure. This study contributes
to the literature on furthering knowledge of CSR and IJVs. Furthermore, it also provides practical
implications for MNCs to better integrate into the local market and the host country in order to
promote the development of stakeholders related to IJVs.
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1. Introduction

In an organization’s aspirations to internationalize, international joint ventures (IJVs)
are considered pivotal and are therefore seen as a more preferable alternative in seeking
ways to expand foreign markets [1]. Multinational corporations (MNCs) have engaged in
the usage of IJVs as a strategic alternative to successfully enter foreign markets by means
of a more cooperative strategy in order to partially deal with the liability of foreignness
faced within new markets [2,3]. The incorporation of stakeholders from the home and host
markets often requires paying close attention to the local activities of MNCs as a result of
reports on corrupt dealings, unacceptable conducts, and other factors [4]. Failure to do so
potentially results in further complex and vocal reactions to the behaviors of firms both
locally and internationally.

For similar reasons, stakeholders and researchers have adopted corporate social
responsibility (CSR) as a means of establishing the ethical practices and responsibilities
of firms that operate in foreign markets [5,6]. The research on CSR has received much
focus and has expanded over the past few years. It has progressed from a basic study of
ethical behavior in foreign environments, to an evaluation of the means to yielding positive
influences in the local environment. Eventually, this adds to the development of the local
economy by enhancing the standard of living of the labor force, community members,
and the society as a whole [7]. According to Galbreath [8], IJVs and CSR are suggested
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ways by which firms can become rooted in the local community or reduce undesirable
views towards foreign firms. As stakeholder expectations of organizations to undertake
CSR grow, foreign members of the IJVs should pay close attention to what engenders the
implementation of local CSR practices. Nonetheless, in the case of an IJV, stakeholders that
influence management decisions to adopt CSR practices are not apparent.

Existing research on CSR practices of multinational companies in host countries
focuses on large developing countries such as China and other emerging markets. There is a
general lack of focus on African countries such as Ghana [9]. The literature on joint ventures
in Ghana focuses on the formation and requirements of joint ventures and their capital
structure, ignoring the research on CSR practice of joint ventures [10,11]. In fact, Ghana
is among the fastest growing economies in Africa. Over the past decade, Ghana has
had enormous Foreign Direct Investment (FDI) flowing into the country as a result of
gaining the attention of large MNCs, especially from developed countries. This has been
achieved through the introduction of the Ghana Investment Promotion Centre which has
promoted and facilitated investment activities in the country. The favorable regulations
concerning joint relationships with local firms have seen an increase in the creation of
IJVs between foreign and local firms. As a developing country, Ghana is witnessing
active strong collaborative relationships among both foreign and local organizations in
the market. Ghana is also going through ethical management and CSR transformation
processes. Therefore, there is a research gap, and we need to pay closer attention to the
CSR practices of multinational companies in African countries (such as Ghana) that have
active economies and a growing foreign interchange.

On the other hand, the existing literature on CRS practice mainly focused on the
activities of MNCs and their subsidiaries [12,13]. The CRS practice of joint ventures has not
been considered as a potential area of study. This is due to the ostensible supposition that
studies on MNCs apply to IJVs as well. This also reveals a gap in the existing literature.
In fact, a joint venture has a unique organizational structure [4], and the CSR orientation
involved may be different from that of a wholly owned subsidiary of a multinational
company. Hence, existing research assumes that CSR practices based on MNC are also
applicable to IJV, ignoring the differences caused by its structure and operation. There-
fore, it is necessary to further examine the CSR practices of MNCs’ joint ventures in Ghana,
which are economically active in African countries, in order to determine the special issues
related to them.

To bridge the gaps identified, we seek to answer the following research question:
which stakeholders have positive impacts on an IJV’s pursuit of CSR activities in Ghana?
Investigating the influence of various stakeholders and the interaction among them helps
MNC:s to identify and understand the drivers of CSR for IJVs when venturing into new
market environments such as Ghana. This study adds to existing literature on CSR as it
gives a vivid evaluation of the impact of each stakeholder group in the IJV. Also, unlike
others, our research is unique as it focuses on Ghana, a West African country with an active
economy and a growing foreign interchange. Furthermore, this paper seeks to examine how
the ownership structure of the IJV affects its pursuit of CSR. We compare IJV against wholly
owned subsidiaries (WOSs) and attempt to determine whether there is a difference in the
pursuit of CSR between the two types of companies. Using analysis of variance (ANOVA)
techniques and regressions, we discovered that pressure from stakeholders drove CSR
engagement. Notably, we found out that consumers, competitors, and the local community
are influential stakeholders in stimulating CSR in IJVs. We also discovered that given
the various ownership types of an IJV, the IJV with foreign dominant ownership would
be a channel leading to good corporate citizenship. On the other hand, we found that
when subsidiaries finally become WQOS, they seem to focus more on acting responsibly and
ethically so as to gain legitimacy in the market and establish stronger local relationships.

To achieve the objectives of this study, the structure will consist of the following
parts: The next section presents a literature review on CSR and the stakeholder theory,
and then the study will discuss the hypotheses. This is then followed by an outline of the
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methodology, then a presentation of the findings. This study will proceed to discuss the
findings and then conclude with a summary and point out the managerial implications of
the study.

2. Theoretical Background

Organizations do not operate in a vacuum. In the course of operation, they interact
with various entities, which either impact their actions or are impacted by their activities.
These entities are termed as stakeholders. Freeman [14] (p. 46) developed the stakeholder
theory, he defined stakeholder as “any group or individual that may influence or be
affected by the realization of organizational goals.” Over the past few decades, many
researchers have conducted extensive research based on Freeman’s views. According to the
stakeholder theory, the continuity and stability of an organization is largely dependent on
its capacity to create wealth, value, or satisfaction for its stakeholders [15,16]. The entities
whose interaction with the organization are critical to and directly affect the fulfilment
of its mission are referred to as primary stakeholders. They possibly include (1) local
government, (2) investors, (3) suppliers, (4) internal managers and employees, and (5)
consumers [16,17]. On the other hand, secondary stakeholders constitute those political and
social agents who aid the organization in pursuing its mission through their endorsement
of business operations. They perhaps include (1) local community, (2) local media, (3) non-
governmental organizations (NGOs), and (4) competitors [16,18].

The underlying concept of the stakeholder theory is that organizations produce exter-
nalities which impact various stakeholder groups. According to Sarkis et al. [19], these ex-
ternalities account for the stakeholder pressures that organizations face. These pressures are
exerted to reduce the negative impacts and increase those that are positive. Likewise, multi-
national enterprises face perpetual pressures from local government, non-governmental
organizations, employees, and local community groups. This in turn necessitates the
incorporation of their concerns and demands into organizational strategies and pursuits,
allowing the MNCs’ subsidiaries, particularly IJVs, to effectively carry out their business
activities in the foreign market. Through foreign direct investment (FDI), MNCs venture
into foreign markets, and unlike local firms, their relationship with stakeholders is essential
for the subsidiary, especially the foreign parent of the IJV to surmount the institutional
dilemmas it suffers in the foreign market [20].

Institutions are surrounded by systems which influence organizational activities and
their behavior towards society [21]. There are institutional environments; firms need to
conform to in their pursuit of gaining social acceptability and legitimacy [22]. Institutional
theory suggests that there are three categories of institutional isomorphic changes [23].
These are (I) coercive isomorphism, caused by pressure applied by influential firms, (II)
mimetic isomorphism, caused by uncertainties in the environment which push firms to
emulate other successful competitors in the same industry, and (III) normative isomor-
phism, as a result of professionalization. Scott [21] further extended the three aspects into
regulatory, cognitive, and normative domains. To apply the aforementioned viewpoints to
the field of international business, multinational corporations may be required to conform
to institutional factors in order to minimize uncertainty and ambiguity in the local market.
The decision-making process of MNCs needs to pay greater attention to the institutional
variations, in terms of the regulatory, normative, and cognitive domains, between the host
and home countries. Campbell et al. [24] suggests that the larger the distance between
the host and home countries, the organization will suffer more liabilities of foreignness
(for example, unfamiliarity and discrimination risk in the foreign market), leading to an
increase in their need to obtain legitimacy in the local market. According to the authors of
Reference [25], MNCs especially encounter a number of hardships proceeding from the
implication of normative and cognitive institutions. For firms to surmount these hardships,
they will need to adopt CSR practices which have proved to be an effective means of
overcoming the institutional distance [13,26].
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Similarly, the foreign entrants’ structures and CSR practices are generally affected by
the institutional processes emanating from pressure from influential local entities. These in-
teractions include relations with other local firms in the foreign market, the expertise of
internal members and their perspective of CSR, and the value and tendency of local com-
munity members [27], all of which encompasses local stakeholders” expectations. Hence,
CSR management and direction must be distinguished according to each foreign market
and the various stakeholder demands. Local legitimacy and stakeholders” acceptance may
be obtained by foreign entrants through the adaptation of their CSR policies and structures
subject to the prevalent conditions in each environment. Local legitimacy is important
for the sustenance of a business and is gained by conforming to the belief systems and
principles of local stakeholder groups [28]. Following this line of reasoning, there is a
strong link between stakeholders” demands and institutional pressures [28,29], therefore
foreign entrants need to engage in proactive stakeholder dialogues in order to successfully
execute CSR and thus become entrenched in host economies.

According to Udayasankar [30], CSR engagement is customarily inspired by the vari-
ous demands of stakeholders. In line with the development of the stakeholder approach,
the authors of Reference [31] suggest that the restructuring of CSR from a stakeholder’s
viewpoint opens up new ways of evaluating CSR. The majority of organizations, inclu-
sive of MNCs, operate by intending to create high value for shareholders by conducting
activities that maximize profits. Nonetheless, firms who want to create corporate value
are often obliged to acknowledge the views of other interest groups on ethical matters and
pursue socially responsible activities. In this way, it will transcend legal and economic
requirements in the environment where they operate. This particularly holds true for IJVs
in that control and leadership sharing structures allow for stakeholder effects to be varied,
which transcends a WOS as regards direct engagements within the local environment.
Therefore, MNCs may incline, but for IJVs, require taking on philanthropic or ethical
obligations towards each stakeholder in host countries and expecting to be society-oriented,
undertaking voluntary activities to enhance the general welfare of the local community [32].

3. Hypotheses Development
3.1. Primary Stakeholders
3.1.1. Consumers

The most well-known and important stakeholders of any organization are the con-
sumers since they are a major reason why firms exist in the first place. Consumers have
increasingly become more than just numbers in the market. Customer satisfaction, as a
result of consumers’ access to vast data banks and instant information, has extended past
concerns of price and quality into ethical practices of firms [33]. When consumers perceive
that a company is acting unethically, they can apply pressure through either private or
public channels, causing the company to modify their strategies to incorporate their con-
cerns. According to Laczniak and Murphy [34], in an organization’s efforts to manage the
potential pressure, the organization tries to forecast and reduce the demand of consumers
for it to behave responsibly and ethically in the market.

It is important to note that consumers, aside from the pressure they exert, develop pos-
itive perceptions for the products being offered by firms that practice CSR [31]. These pos-
itive perceptions create consumer goodwill, which also lead to an increase in buying
incentives and increased profits. Therefore, modifying organizational policies and strate-
gies in order to build good consumer relations is a step in the right direction. This is
beneficial to the IJV as well as the foreign parent as it decreases the liabilities of foreignness
faced by the foreign parent. Furthermore, it promotes a good image of the firm and reposi-
tions the organization in the mind of consumers. These discussions show how relevant
consumers’ values and perceptions are to IJVs and how they respond to them through
socially responsible actions. Therefore, we posit:
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Hypothesis 1 (H1). Consumers are relevant stakeholder groups that have positive impacts on how
IJVs pursue CSR activities in a foreign market.

3.1.2. IJV Managers and Employees

Among key stakeholders that influence the CSR practices of MNCs are internal man-
agers and employees. Managers have direct participation in the decision making of organi-
zations as they determine the organizational focus, policies, and strategies. Additionally,
they set out the organization’s ethical codes as well as assist in influencing the activities
the organization chooses to undertake [31]. According to Hartman et al. [35], policies and
procedures that are ethically based can aid in attracting and retaining high-quality and
valuable employees as well sustaining company morale. This implies that the concept of
CSR is a critical reputational element which substantially impacts the attractiveness of
the organization to prospective and present employees [33]. An organization’s internal
CSR programs which are mostly towards its employees [36] and the organization’s ethical
reputation can aid in creating a positive relationship with its employees that may further
help in the retention rate of employees and performance and increase firm value [37].
Various surveys have shown that when employees perceive that the organization where
they work has carried out the requisite CSR; they develop a greater sense of identification
with and trust towards the organization, which is vital for an organization in achieving its
goals [38].

According to Greening and Gray [39], as managers represent an organization’s
decision-making body, they directly participate in the identification of problems, stake-
holder expectations, and in the adoption and application of CSR measures. In an organi-
zation’s pursuit of an agenda that is socially responsible, establishing harmony between
organizational goals and the need to behave ethically requires managers’ deliberate, sys-
tematic, and planned actions. As an IJV brings together managers from the parent firms,
the association and coordination between them is critical because they will come into the
IJV with their own aspirations and desires. Also, the orientation of managers towards CSR
could potentially influence the direction of activities that the subsidiary will undertake.
From these discussions, we, therefore, posit that:

Hypothesis 2 (H2). IV managers and employees are a relevant stakeholder group that has positive
impacts on how IJVs pursue CSR activities in a foreign market.

3.1.3. Government

Government is an important primary stakeholder as they constitute the highest au-
thority in setting requirements for CSR and economy-based legislations. As governments
react to local interests, they formulate statutes and regulations that express their citizens’
needs, paving the way for growth. As governments implement the basic standards of
operation for firms, they place themselves in the position as the primary stakeholder, which
must be recognized and followed whist doing business within the market where they have
control or power [40]. According to Detomasi [41], the established political direction and
the interrelationship between the firm and government may potentially result in improved
assistance. This then creates a higher measure of local legitimacy and enhanced relation-
ship engendering probable decrease in the liability of foreignness experienced by the firm.
As firms strive to be treated favorably by local government, as well as being recognized
by ethical organizations, they seek to meet the requirements of government and create a
positive impact on a local level [42]. Likewise, IJVs, whist having lesser power compared
to MNCs, still need to meet the local government’s political requirements in their endeavor
to gain more legitimacy. Some level of local legitimacy is being established by the local
parent company; however, the relationship established with the government would also
influence the IJV’s pursuit of CSR strategies.
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Hypothesis 3 (H3). Government is relevant stakeholder groups that have positive impacts on how
IJVs pursue CSR activities in a foreign market.

3.1.4. Suppliers

Suppliers are essential to a firm’s economic processes, and therefore it is highly rele-
vant to establishing and maintaining a good relationship with them. Chen and Ahmad [43]
highlight that CSR in the view of suppliers is linked to legal issues of local labor or en-
vironmental protection laws. They also highlight that in the case where the activities of
subsidiaries breach these laws, subsidiaries may be unable to create or sustain working
relationships with the supplier. When organizations pursue CSR, they create a desirable
presence and gain importance as the expectations for the organization continue to grow.
Furthermore, this impacts the organization’s activities as well as their business associates
within the whole supply chain. According to Faisal [44], the reputation and performance
of a unit in the economic chain can have an effect on the other units within the chain due to
the interrelationships among them.

For IJVs, mostly the foreign parents get involved with the supply network of the local
parent and need to consider the expectations and concerns of the supply-chain. As they
endeavor to establish higher standards or meet CSR initiatives which involve sourcing
guarantees or international standards, suppliers tend to be in the category of key stake-
holders in attaining these goals [45]. Studies by Zhang et al. [46] reveal that impressing
local suppliers creates good image and benefits the firm in the form of augmented cred-
itworthiness. Finally, in contrast with MNCs, which normally possess strong bargaining
powers, IJVs mostly do not possess such powers needed to pressurize suppliers, but rather
are more likely to respond to suppliers’ expectations. Therefore, we posit that:

Hypothesis 4 (H4). Suppliers are relevant stakeholder groups that have positive impacts on how
IJVs pursue CSR activities in a foreign market.

3.1.5. Investors

Investors are essential to a firm’s capital generation and expansion aspirations. Accord-
ing to Angel and Rivoli [47], investors’ influence is progressively gaining importance due to
the emergence of investors who are mindful of society and also due to their influence on an
institution’s cost of equity capital. Investors who behave ethically are not attracted to or do
not invest in organizations which are not environmentally responsible. According to Adam
and Shavit [48], investments classified as socially responsible are regarded as equivalent
to a mandatory act instead of an alternative, as they minimize the risk associated with
long-term investment because of the nature of CSR activities. O’Shaughnessy et al. [49]
suggest that the conception of socially responsible firms results in a higher sense of security
in terms of cash flow, which makes these firms more appealing to invest in.

In an attempt for IJVs to find prospective investors, how socially responsible the IJVs
are can be a point of great attraction and may project positive images about the firm. An in-
vestment’s effect cannot be underrated because it is an important factor in determining
the IJV’s financial potential and continuity of operation [34]. In the establishment of an IJV,
the current investors of one parent firm may come on board with formerly approved ar-
rangements concerning CSR, which they expect to be incorporated in the firm’s operations.
Based on these, we postulate that:

Hypothesis 5 (H5). Investors are relevant stakeholders group that have positive impacts on how
IJVs pursue CSR activities in a foreign market.
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3.2. Secondary Stakeholders
3.2.1. Competitors

Among the secondary stakeholders that influence the behavior of organizations are
competitors. Competitors can help joint ventures to achieve institutional isomorphism
through CSR practices in order to pursue social recognition and legitimacy. Thus, the
minimum organizations have to do is to meet present competitors” CSR standards. Gener-
ally speaking, organizations will try to lead by example with regards to CSR engagement
by maximizing competitive advantage whilst minimizing liability of foreignness [50]. Ac-
cording to Bondy et al. [51], considering competitors” performance to measure your own
company’s organizational performance is a conventional practice and is employed in
the assessment of CSR practices. As an organization closely monitors adjustments and
alterations in the competition, it is able to better define its own choices in the market.

IJVs must ensure they keep up with the competition within the local market in order
to avoid possible loss in market share. It is imperative for the firm to be perpetually aware
of its actions as well as those of its competitors, because competitors may leverage on
possible shortcomings of the firm [52]. Therefore, the pressure of competition will force
IJVs to improve organizational effectiveness and adaptability by strengthening corporate
social responsibility practices. In addition, since the markets in which IJV are located are
often uncertain, checking the behavior of competitors is an integral part of the normal
operating system [53]. Therefore, we posit that:

Hypothesis 6 (H6). Competitors are relevant stakeholder groups that have positive impacts on
how IJVs pursue CSR activities in a foreign market.

3.2.2. Media

Media represents an important stakeholder as it can control public opinion, particu-
larly when it pertains to events regarding an organization. When the media exposes an
organization’s unethical behavior, it mostly leads to extensive attacks on commercialism,
profiteering enterprise, as well as the company headquarters” inadequate performance of
CSR. Media provides the public a means to obtain more insights about an organization
and defines the outlook of businesses by way of uncovering inadequacies, controlling
the views of the public, and calling for organizations to take on the implementation of
local measures [54]. The media is an essential player for an organization considering its
capability to spread information about ethical issues on how quickly and far such infor-
mation reaches [55]. Since multinational corporations adopt IJVs as strategies to enter
foreign markets so as to acquire useful market information and insights [56], the media
may become an obstruction to future expansion. In the event an IJV falls into severe media
scrutiny as a result of negative reports, it may in affect impede the MNC'’s plans to enter
on a large-scale. Having transparent engagement with the local media can curb the spread
of negative information about the organization and possibly make CSR initiatives of a firm
reach a wider audience. With these discussions, we can infer that the media can greatly
affect the corporate image, brand perceptions, and others of an organization, and therefore,
we hypothesize that:

Hypothesis 7 (H7). The Media is a relevant stakeholder group that has positive impacts on how
IJV's pursue CSR activities in a foreign market.

3.2.3. Local Community

In every society, ethical values and standards are established by the local people which
every member must abide by. Aside from observing the activities of firms and ensuring
these firms adapt to local standards, the local community allows firms the entitlement to
conduct business [57]. Ignoring local community concerns may awaken intense reactions
which can supersede a manager’s or owner’s principles and interests [58]. Also, with the
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IJV, there’s a possibility that the local partner may have important associations within the
local community causing them to be ingrained in the community’s ideals and principles.
As a result, the foreign partner is expected to conform to these circumstances and try to
engage with the community in a bid to be rooted in the local community.

Promoting an IJV’s image in the society can yield dividends by enhancing ethical
practices resulting in gains as to prospective success and firm performance [31]. The basic
purpose of adopting CSR measures by foreign subsidiaries was to establish deeper con-
nections with the local community [59]. According to Waddock and Graves [60], working
closely together with the local community strengthens the relationship, leading to outcomes
such as local tax cuts, better performance of employees, and possibly lesser regulatory
requirements. Finally, trust is established through direct engagement with the community,
which potentially reduces the firm’s foreignness in the local community. We, therefore,
hypothesize that:

Hypothesis 8 (H8). The local community is a relevant stakeholder group that has positive impacts
on how IJVs pursue CSR activities in a foreign market.

3.2.4. Non-Governmental Organizations (NGOs)

Economies are becoming more and more global and there continues to be a reduction
or elimination of barriers, making room for multinational enterprises to move across na-
tions on a large scale. There is a real need to enforce international standards to check for
any possible irresponsible behavior [61]. Non-governmental organizations (NGOs), on
their own volition, take up roles to additionally scrutinize the movement of MNCs across
borders and pressurize these entities to adhere to international standards and to adapt
their strategies and policies where needed [62]. According to Imbun [63], the relevance of
NGOs and their campaigns have risen as a result of ethics and the supervision of firms
across nations which have warranted a strategic movement for ethical management and
sustainability. Though NGOs give more attention to MNCs, IJVs do not just stay away
from the affair. IJVs also must regard the pressure from NGOs exerted via open confer-
ences, studies, or reports which outlines their practices, sometimes including irresponsible
conduct. Recognizing the importance of NGOs, we put forth that:

Hypothesis 9 (H9). NGOs are relevant stakeholder groups that have positive impacts on how IJVs
pursue CSR activities in a foreign market.

3.3. Structure of Ownership

The focus of IJV literature has constantly been on the level of control, being shared
partnership or dominant partner, as a factor resulting in various outcomes [56]. The estab-
lishment of IJ Vs creates a platform for cooperation between the two partners, allowing them
to jointly pursue diverse objectives and targets while subsequently providing significant
insights into cultural conflicts and control mechanisms [64]. Additionally, these diverse
goals, objectives, and strategies become somewhat relevant in terms of dominant partner
characteristics or joint ownership, considering the IJV’s structure and interaction between
parents [65]. This relationship must be demonstrated in the IJV’s level of CSR activities
because generally speaking, it is often believed that the foreign partner is a CSR adherent
and will establish meaningful contact with the local market to curb its foreignness in the
market.

Generally, WOSs explicitly represent MNC in foreign markets and this warrants
augmented attention to CSR alternatives and to how ethically they operate. This does
not exclude IJVs as they still have local responsibilities. The foreign parent continues to
experience pressure from its home market to undertake CSR activities, to maintain positive
recognition internationally and locally, and to curtail possible adverse consequences in
a foreign market. On the contrary, the local parent may not be too bothered about the
positive image linked with CSR, and for that matter, be less likely to engage in CSR. Instead,
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they may pursue related concerns that are knowledge-driven or seek to acquire technology.
Therefore, it is expected that IJVs dominated by foreign control in comparison with the
other ownership structures will demonstrate greater levels of CSR. Also, it is expected that
the wholly owned subsidiaries will show greater levels of CSR in comparison to IJVs.

Hypothesis 10 (H10). The foreign parent majority ownership type will demonstrate greater levels
of CSR in comparison to the 50/50 shared ownership type, sequentially demonstrating greater CSR
levels than the local parent majority ownership type.

Hypothesis 11 (H11). Wholly owned subsidiaries will demonstrate higher levels of CSR as
compare to IJVs.

Based the above Hypotheses, we provide the conceptual framework (Figure 1).
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Figure 1. Conceptual framework.

4. Research Methodology
4.1. Data Sample and Collection

We conducted this study from October 2019 and collected data over four months.
The research population comprises the subsidiaries of Ghana-based MNC [66]. The Ghana
Investment Promotion Centre, an agency of the government, periodically issues reports
detailing subsidiaries that are duly registered in Ghana, and it is responsible for monitoring
all foreign investment operations in the country. Following the official government list
we obtained, we proceeded to check the institutional website of these firms in order to
confirm if their operations still exist or whether they were still in business with their local
partners. Upon completing this exercise, we had a total of 1105 organizations (excluding
those whose websites could not be found and those whose websites were not operational).
Questionnaires were delivered by email to prospective respondents and subsequent follow-
ups were made. After completing the survey, we had 260 responses in all, with a response
rate of 23.51%. Out of this number, 15 of them were unusable for the purpose of our
research, hence they were excluded. Therefore, the remainder of 245 responses was used
for our analysis. Of the 245 companies, 124 belong to WOSs, and 121 belong to IJVs.
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4.2. Variable Measurement

In this study, IJV CSR is the dependent variable and was assessed with 12 items using
the Likert-type responses. Nine independent variables, based on the stakeholder theory,
were listed as factors likely to have an impact on the CSR levels and measured using a
five-point Likert scale. The following part provides further details as to how the dependent
variables were measured. Included in Appendix A are the independent variables (with the
items used in measuring them), the origin of these variables, as well as Cronbach’s alpha.

To control the impact of other factors associated with the CSR of IJVs, we employed
five control variables for our research.

The economic status of a country may be a determining factor of how firms behave to-
wards CSR, suggesting that multinational enterprises from advanced countries presumably
know more about CSR as compared to those from developing nations [17,67]. Therefore, to
control how foreign subsidiaries’ behaviors are affected by economic development levels,
we used a dummy variable sourced from Park and Ghauri [17] to represent the expectancy
(“1” for IJVs whose foreign partner is from an advanced nation and “2” for those coming
from a developing country).

Reasonably, the institutional regulations for legitimacy should differ from one country
to another. We drew on the three domains of institutional environment proposed by the
authors of Reference [25]: The regulatory, the normative, and the cognitive. They [25] also
suggest that complexity can be seen with multinational corporations whose subsidiaries
are not only fragmented by geographical regions but also separated by functions or tasks.
Due to this, each subsidiary of the MNC faces its host institutional environment which
differs from one country to another. Based on this finding, we measured the variable
with three items using a 5-point Likert scale (i.e., we measured the perceived institutional
distance between the host and home countries in terms of the regulatory, normative, and
cognitive domains).

The ownership structure, as suggested by Li et al. [68], also affects organizational
communication that relates to CSR practices. Multinational companies from developed
countries may possess higher standards for CSR as compared to local partners, and for these
MNCs who suffer foreignness in new markets to obtain legitimacy, they are more likely to
pursue CSR. The ownership structure was ordinarily measured in prior research by evalu-
ating the IJVs ownership proportions, similar to Mata and Portugal [69]. This measurement
was employed for stage 1 of our study. For stage 2, we followed the measurements by Park
and Cave [4] by dividing it into 3 categories based on the share of equity (i.e., local parent
majority ownership, 50/50 shared ownership, and foreign parent majority ownership).

The size of the organization is assessed by considering how many employees it has.
On the other hand, the age of the subsidiary is defined by how many years the subsidiary
has been in existence after it was created. In prior studies, these two items have been
generally used as controls while exploring the CSR of MNCs [12].

This research included a questionnaire which was adopted from Luo [70] and Park
and Cave [4]. To ensure its fitness to the Ghanaian situation, the questionnaire was given
to 30 managers for review. We received feedback from 18 of the 30 managers, and to
the best of their knowledge, the questionnaire had extensive coverage of all relevant
areas. The questionnaires were then administered to respondents who were the top
managers of the IJVs to perceptually evaluate the dependent and independent variables.
Moreover, this could potentially lead to the issue of common method variance. To deal
with any possible barriers, we extensively reviewed existing literature in similar areas
to find out any items that were validated by previous studies. Additionally, we had
interviews with 8 respondents soon after completing our survey to assess the consistency
in the responses. No major variations were identified when the findings and survey results
were compared; thereby suggesting that common method variance is negligible in our
study [70]. According to the authors of Reference [71], a considerable level of common
method bias exists in two instances: either (i) a single factor emerges from the factor
analysis or (ii) one general factor will account for the majority of the covariance among
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the measures. Therefore, we performed Harman’s single-factor test to investigate the
existence of common method variance in our study. The result showed a single factor with
a total variance explained of 21.29%. Therefore, based on the aforementioned results, we
recommend ignoring the issue of common method bias in our study.

5. Results
5.1. Results of the First Stage of Analysis

This study is divided into two stages of analysis: the first stage seeks to examine
how stakeholders impact the CSR practices of IJVs in local markets and the second stage
focuses on the IJV structure in order to ascertain possible variations in CSR behavior.
Before analyzing our data, we carefully observed the correlation among variables showed
in Table 1 for any potential presence of multicollinearity. Many proposed cut-off points,
with a range from 0.7 to 0.9, have been put forth for defining multicollinearity [72,73].
Nonetheless, from the observations in Table 1, it is clear that there is no value that falls
between the suggested ranges inferring that multicollinearity is negligible in this study.
To further tackle any probable case of multicollinearity that may arise, an evaluation of the
variance inflation was carried out. Hair et al. [74] propose that the highest value of VIF
which is acceptable is 5.00. Observing the VIF values from Table 2, the highest value is
1.645, hence multicollinearity is negligible.
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Table 1. Descriptive statistics and correlations.

Mean SD. Correlation
1 2 3 4 5 6 7 8 9 10 11 12 13 14

1. Development status of

MNC origin 141 0.49 1
2. Ownership structure 1.93 0.48 —0.201 * 1
3. Institutional distance 258 0.72 —0.064 0.012 1
4. Subsidiary size 1.89 0.63 0.197 * —0.079 —0.053 1
5. Subsidiary age 2.82 0.88 0.021 0.11 —0.220* 0.176 1
6.  Consumers 4.44 0.49 0.022 —0.077 0.1 0.065 0.079 1
7. Internal managers and

employees 3.49 0.42 —0.279 ** —0.057 0.138 0.09 0.062 0.258 ** 1
8. Government 3.48 0.59 0.089 —0.033 —0.235 ** —0.098 0.011 0.215* 0.053 1
9. Suppliers 2.77 0.97 —0.011 —0.141 —0.184* 0.104 0.230 * 0.107 —0.05 0.153 1
10.  Investors 3.84 1.0 0.084 —0.121 —0.154 —0.036 0.192* 0.097 0.091 0.295 ** 0.098 1
11. Competitors 3.80 0.61 0.179 * —0.083 —0.144 0.075 0.11 0.107 0.161 0.068 —0.048 0.072 1
12.  Media 412 0.87 0.119 0.421 0.071 —0.082 0.059 —0.025 —0.124 —0.026 0.062 0 0.347 ** 1
13. Local Community 3.49 0.47 —0.132 0.072 —0.093 —0.168 0.01 —0.113 —0.018 —0.011 0.026 0.097 0.085 0.028 1
14. NGO 3.64 0.58 0.148 —0.005 —0.137 0.107 —0.046 0.117 0.131 0.178 0.123 0.145 0.087 —0.081 0.064 1
15.  CSR 3.66 0.43 —0.029 —0.138 0.028 0.049 0.042 0.276 ** 0.309 **  0.320** 0.199 * 0.241* 0301 * 0.038 0.261 ** 0.119

Notes: S.D. = standard deviation. Number = 121; * p < 0.05; ** p < 0.01.
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Table 2. Analysis results: Ordinary Least Squares (OLS) regression (stepwise).

Model 1 Model 2 Model 3 Model 4 VIF
Developmentstatusof - _1p30 0017 _o158 006l 1422
MNC origin
Ownership structure 0.062 0.140 0.083 0.078 1.142
Institutional distance —0.074* —0.105 * —0.133 * —0.180 * 1.536
Subsidiary size 0.041 0.063 0.070 0.078 1.327
Subsidiary age —0.106 —0.044 —0.075 —0.019 1.391
Consumers 0.276 *** 0.317 *** 0.202 *** 1.598
Internal managers and ) 155 0.118 0.195 * 1.916
employees
Government 0.061 0.034 0.077 1.178
Suppliers 0.012 0.073 0.091 1.329
Investors 0.071 0.054 0.066 1.132
Competitors 0.246 *** 0.185 ** 0.069 1.167
Media 0.027 0.048 1.364
Local Community 0.249 *** 0.260 *** 1.643
NGO 0.098 0.065 1.094
Internal managers and
employees X —0.206 **
Competitors
Adjusted R? 0.413 0.327 0.567 0.582
F 21.649 *** 18.526 *** 29.985 *** 35.694 ***

Notes: Coefficients standardized, * p < 0.05; ** p < 0.01; *** p < 0.001.

The regression analysis results of stage 1 are shown in Table 2. The first Model
consists of the control variables and the primary stakeholders expected to influence the
IJV’s CSR practices. Additionally, the second Model illustrates the control variables and
the secondary stakeholders proposed to influence the CSR practices of IJVs. In the third
Model, it combines the control variables with both the primary and secondary stakeholders.
Results show that each model is significant at p < 0.001, as can be seen from Table 2.

As shown in Table 3, the first stage considers the IJV and expects a strong influence of
each stakeholder on the IJV’s CSR activities. The result of the regression analysis gives sup-
port to H1 (Consumers), H6 (Competitors), and H8 (Local community) as each displayed
statistical significance. The results also suggest that, H3 (Governments), H4 (Suppliers), H5
(Investors), H7 (Media), and H9 (NGOs) were unsupported. H2 (Internal managers and
employees) was partially supported.

5.2. Results of the Second Stage of Analysis

The second part of the study centers on the IJV’s structure and seeks to find out if
there are any statistically significant variations, testing H10 (Ownership structure) and
H11 (JV against WOS). As shown in Table 4, we found some significant variations in the
level of CSR among the three IJVs ownership types. The IJV with foreign parent majority
ownership recorded the highest level of CSR, with the local majority ownership recording
the least. Hence, we find support to the hypothesis (H10).
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Table 3. The results of the empirical analyses.

Hypotheses

Results

H1:

H2:

H3:

H4:

H5:

He:

H7:

HS:

Ho:

H10:

H11:

Consumers are a relevant stakeholder group that
have positive impacts on how IJVs pursue CSR
activities in a foreign market.

IJV managers and employees are a relevant
stakeholder group that have positive impacts on
how IJVs pursue CSR activities in a foreign
market.

Government is a relevant stakeholder group that
have positive impacts on how IJVs pursue CSR
activities in a foreign market.

Suppliers are a relevant stakeholder group that
have positive impacts on how IJVs pursue CSR
activities in a foreign market.

Investors are a relevant stakeholder group that
have positive impacts on how IJVs pursue CSR
activities in a foreign market.

Competitors are a relevant stakeholder group that
have positive impacts on how IJVs pursue CSR
activities in a foreign market.

The Media is a relevant stakeholder group that has
positive impacts on how IJVs pursue CSR
activities in a foreign market.

The local community is a relevant stakeholder
group that has positive impacts on how IJVs
pursue CSR activities in a foreign market.

NGOs are a relevant stakeholder group that have
positive impacts on how IJVs pursue CSR
activities in a foreign market.

The foreign parent majority ownership type will
demonstrate greater levels of CSR in comparison
to the 50/50 ownership type, sequentially
demonstrating greater CSR levels than the local
parent majority ownership type.

Wholly Owned Subsidiaries will demonstrate
higher levels of CSR as compare to IJVs.

Support

Partially Support

Reject

Reject

Reject

Support

Reject

Support

Reject

Support

Support
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Table 4. Analysis of variance (ANOVA) of CSR by ownership.

Number Mean S.D. F-Ratio S1gn1ﬁcz}nce
Level (Sig.)
Foreign parent 103 3.731 0.390 14.719 0.000
majority ownership
Equal ownership split 10 3.375 0.480
Local parent majority 8 3.031 0.240

ownership

Testing for H11 (IJV vs WOS) involved comparing IJVs against WOSs using the twelve
items employed to evaluate CSR behavior, which is shown in Table 5. From the table,
we observed that on all twelve response items, IJVs record a lower mean, finding support
for hypothesis 11.

Table 5. T-Test: IJV vs. wholly owned subsidiaries (WOSs).

IJVs (N = 121)

WOSs (N

Significance
Level
(Cronbach’s
Alpha: 0.920)

=124)

CSR

CSR
2:

CSR

CSR
4:

CSR
5:

Our company has established a set
of transparent, comprehensive,
and stringent codes of conduct
aiming at resisting bribery,
corruption, and other illicit acts in
the host country.

Throughout the company, every
manager and employee has strictly
implemented the above codes of
conduct.

Our company has established an
ethics compliance department or
division that specifically handles
the improvement, training, and
enforcement of the above codes of
conduct.

Our company always attaches the
utmost value to, and takes actual
steps in, enhancing corporate
image and reputation.

Our company always honors our
promises regarding product
and/or service offerings and is
dedicated to adapting to the local
consumers’ needs.

3.81

3.75

3.52

3.65

3.73

3.97

3.87

3.72

3.88

391

0.007

0.075

0.003

0.000

0.000
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Table 5. T-Test: IJV vs. wholly owned subsidiaries (WOSs).

Significance
Level
(Cronbach’s
Alpha: 0.920)

IJVs (N=121) WOSs (N =124)

CSR Relying on its honesty and
6:  credibility, our company has
maintained good and stable
relationships with local suppliers, 391 4.10 0.000
distributors, and other business
partners.

CSR Each year, our company allocates
7:  some portion of retained earnings 352 3.78 0.000
to charitable organizations.

CSR Our company always recognizes
8: its social responsibility and
participates in helping the needy
and the outcasts of society and 3.71 3.81 0.051
improving a backward facility of
the local community.

CSR Each year, our company uses some
9:  portion of retained earnings to
help the local community to
consummate the public 3.47 3.66 0.008
infrastructure and environmental
protection.

CSR The resources (e.g., technology,
10:  skills, capital, or equipment) we
invested in local project(s) are
always complementary to the host 3.62 3.79 0.001
country’s economic development
needs.

CSR We always invest resources (e.g.,

11:  technology, skills, capital, or
equipment) that the local 3.60 3.81 0.000
government needs for social
development.

CSR The resources (e.g., technology,
12:  skills, capital, or equipment) we
invested in local project(s) always
contribute to industrial 357 3.88 0.000
development by enhancing
technological and managerial
knowledge in the local market.

Notes: Dependent variable measurements were adopted from Luo [70]. N=Number.

6. Discussion

This research provides a detailed examination of how various stakeholders and the
ownership structure impact the level of CSR in IJVs. Consumers are certainly key stakehold-
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ers that influence CSR behavior, comparable to prior CSR research [31]. When consumers
reckon that a firm is acting in an undesirable manner, particularly when they have easy
access to readily available and unrestricted information, they tend to exert pressure on
that firm. They also react similarly when they have access to a large number of alternative
sources to choose from. Firms can increase the loyalty of consumers, resulting in consumers
becoming ambassadors of the company when firms position themselves as responsible
members of society [75]. This study confirms that the role of consumers is principal regard-
ing a company’s direction and its choice to actively undertake CSR activities in the local
market.

Internal managers and employees were also predicted as influential stakeholders and
this hypothesis was partially supported, as per our results. The role of internal managers
and employees is significant in Model 1, but insignificant in Model 3. In Model 4, we
conducted further tests to find the reason for the insignificance of their role and we find
that this occurred due to competitors” pressure. Although an IJV is essentially two or
more companies, there might be the instance where employees may lack the desire to
implement ethical and responsible behavior. However, they might respond to corporate
social responsibility in the face of pressure from fierce competition. This may be due to the
fact that in an IJV, employees associate themselves with their parent organization rather
than the IJV itself, and act mainly in the competitive environment [4].

The next stakeholder our studies found to be influential on IJV CSR was competitors
as it displayed statistical significance. A firm would not want to give its competitors any
advantage over itself and therefore, if a competitor practices CSR, the firm (including IJVs)
would respond in a like manner. This act of emulation propels the growth of CSR, making
sure that the CSR practices of a firm cannot emerge as a distinguishing factor in the local
market, according to Laudal [50]. Likewise, Bondy et al. [51] advance that MNCs are likely
to recognize their current CSR definitions as well as practices and to analyze competitor
behavior in order to retain market share by tracking the CSR strategies of the competitor.

Another influential stakeholder on the CSR of IJVs was local community, as we found
support for its prediction in our studies. In Ghana, local communities put pressure on
organizations, which operate within the community, to act ethically and responsibly as
well as to pay attention to the needs of the community. This is consistent with studies
carried out by Amponsah-Tawiah and Dartey-Baah [76], which suggested that CSR in
some industries (for example in the mining industry) began as a reactive measure to the
complaints and demands of community members and have now evolved into a proactive
strategy of engagement. This infers that firms, including IJVs, now design strategies that
incorporate the concerns of the local community where they operate, being suggestive of
an influence of the local community on the firm’s behavior and decisions.

The Government’s role in predicting IJVs” CSR activities was not supported in our
studies. It remained insignificant in all models, which is suggestive of the government’s
choice to stimulate FDI by creating open doors for MNCs, without loading IJVs with too
much pressure regarding CSR. This is consistent with the findings by Park and Cave [4]
that put forward the argument that though regulations exist and are generally observed,
there seems to be less sternness regarding the conditions of establishment and the collabo-
ration between the foreign and local firms to participate in CSR. They also state that while
governments in developing countries may require lower levels of CSR, MNCs may decide
to pursue some level of CSR activities, thereby annulling the obligation of governments’
need to interfere and enforce mandatory ethical actions. Although there are some laws
regarding CSR in Ghana, these laws are not enforced by regulatory agencies, thereby
leading to CSR mostly being a voluntary action [77].

Suppliers remained insignificant in both models, hence unsupported in our studies.
Some research [4] suggests a negative relationship between CSR and suppliers. How-
ever, our findings suggest that suppliers have insignificant influence on the CSR activities
of IJVs. According to studies carried out by Williams et al. [78], the majority of MNCs
in Ghana established working relationships with local suppliers primarily to have easy
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access to inputs and local production techniques. An additional reason was in order to
build the capacity of firms as well as to create market opportunities for actors along the
production chain within the firms. In Ghana, it seems that most suppliers generally do not
pay attention to the CSR activities of joint ventures, nor are they inclined to put pressure
on organizations dealing with them to take responsible or ethical actions. The suppliers
tend to focus ultimately on maximizing sales and yielding maximum profits [79,80]. Fur-
thermore, with the growing competitiveness among suppliers in the Ghanaian market,
business survival and continuity are of paramount interest as opposed to monitoring and
influencing the activities of IJVs.

Investors were also unsupported in our study as it showed insignificance in all models.
This result infers that investors in IJVs are not so much interested in how ethical the IJV is or
whether it engages in CSR, but instead they are more focused on prospective earnings and
the potential to generate profit. Most of the developed countries are where philanthropic
culture is valued [17], which might not be the case in Ghana. Similar to the ideology of
investors in some developing countries, Ghanaian investors are generally more inclined to
creating wealth for their children and families only and seldom participate in philanthropy.
This may well be a direct result of the local environment where ethical and social needs,
as well as philanthropy, are viewed as trivial to investors as compared to the creation of
wealth (considering the limited lifespan of IJVs).

According to the results of our study, media as a stakeholder displayed a lack of
significance, inferring that it is not influential on the CSR activities of IJVs. The media is
often perceived as extremely important when it comes to negative reviews and its ability to
control consumers’ perception about a firm or its products and services. The insignificance
of media in our study possibly derives its reasoning from the structure of the IJV itself.
According to O’Riordan and Fairbrass [52], they point out that because the local media is
generally interested in large MNCs and corporate powerhouses, it is less likely to establish
big cases against IJVs which are mostly smaller in size. Our research further identified
that the influence of media is not significant. This is because Ghana'’s joint ventures are
inherently small and therefore can avoid media attention or censorship. Another reason
may be that the media is not professional and powerful enough, so its impact on IJVs is
limited.

Finally, to our surprise, we found that NGOs are an uninfluential stakeholder in
predicting an IJV’s CSR activities. This contradicts existing research [81] which suggests
that NGOs serve as civil society representatives who promote MNCs to meet societal
expectations for beneficial strategies which will impact their transaction costs and foreign
operational efficiency. It is imperative to note the importance of NGOs in social develop-
ment. The insignificance of NGOs in our study could be that NGOs in Ghana are generally
undeveloped and too small; or, it could be that they mostly liaise with companies for funds
to engage in their activities. Thus, in the main, they do not actively exert pressure on firms,
including IJVs, to be socially responsible but rather act as a form of conduit for firms to
fulfill their expectations from society.

The second phase of our research examined how CSR activities relate to the structure
of the IJV. In this paper, IJVs are categorized into three types: local parent majority own-
ership, equally shared ownership, and foreign parent majority ownership. Our results,
as highlighted in Table 4, are in line with our expectations that IJVs with foreign majority
ownership will pursue the highest level of CSR, followed by those with equally shared
ownership, and the local parent majority ownership recording the least. Hence, H10 was
supported in our study. Because of the level of advancement and the higher level of
standards required in the home markets where the foreign parent comes from, the foreign
parent is more accustomed to the practice of CSR, and hence its active pursuit of CSR in the
host market. Also, we see IJVs with local dominant ownership engage in CSR at a much
lower degree. From our data, we realized that the size of IJVs with local majority ownership
was relatively smaller compared to IJVs with foreign majority ownership. This could mean
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a strain on the company’s profits and therefore potentially limit its ability to actively engage
in CSR.

The second phase of this study also compared IJVs to WOSs in terms of CSR practices.
We expected WOSs, as compared to IJVs, to pursue higher levels of CSR in the local market.
From Table 5, we find support for this hypothesis as we found significant differences in
all but two items of the CSR scale. That is to say that there were differences between IJVs
and WOSs in 10 items. The first half of the items used in measuring CSR are generally
connected with code of conduct, whist the second half is linked to contributions made in
the short-term and philanthropic efforts or important long-term community development
investments. Research by Amponsah-Tawiah and Dartey-Baah [76] indicates that MINCs
pioneered CSR initiatives in Ghana have been instrumental in the country’s social develop-
ment. This means that not only do MNCs serve as a vehicle for the creation of an ethical
atmosphere, but they also actively pursue CSR activities as in the case of Ghana.

7. Conclusions

As one of the fastest-growing economies in Africa, Ghana actively promotes the
investment activities of MNCs in the country and is undergoing a process of ethical
management and CSR transformation. Existing MNC-based CSR research focuses on large
developing countries and ignores African countries such as Ghana; in addition, existing
research lacks attention to the CSR practices of IJVs. Since the institutional environment in
Ghana is different from that of developed countries, at the same time, an IJV has a unique
organizational structure different from a WOS of a MNC, which makes the CSR practices
of IJVs in emerging developing countries such as Ghana important and worthy of study.

Initially, our study began by assessing how impactful stakeholders are on the CSR
practices of IJVs in a developing market. Then, it continued to find possible structural differ-
ences in the IJV and the effects of ownership on its adoption of CSR strategies. Finally, we
compared IJVs to WOSs in terms of CSR. We found that IJVs are influenced by significantly
positive pressures exerted by consumers, competitors, and the local community. We see
that from a Ghanaian viewpoint, in that not every stakeholder has a significant influence
on the activities of the joint venture. In Ghana, the influence of the government, suppli-
ers, investors, media, and NGOs on the CSR activities of joint ventures is not significant.
We examined the reasons for these results in the discussion section. The structure analysis
result revealed that IJVs with foreign majority ownership pursue CSR at the highest rate,
followed by the equal ownership, and the local majority ownership having the least rate.
Comparing IJVs against WOSs, WOSs pursued CSR at a higher rate.

Our study makes further contributions to stakeholder theory by revealing the main
elements stimulating CSR activities in IJVs. Stakeholders in a given business environment
can apply enormous pressure on the CSR activities of a firm by exercising direct control
over an organization’s resource allocation. Stakeholders” influence could be a significant
institutional setting which IJVs operate in. Therefore, what stimulates an IJV to adopt CSR
practices can be linked to the requirements and concern of all local stakeholders involved.
To this end, it has important research value to understand the impact of stakeholders on
the CSR activities of IJV in a specific region (such as Ghana), identify which stakeholders
have a significant influence and which stakeholders have no significant influence, and
analyze the reasons leading to these results. Along these lines of thinking, our research
has provided support for the host country to promote the development of IJV-related
stakeholders. In addition, our research has contributed to the literature related to joint
ventures. Currently, IJVs have become a strategy to curb the basic problems faced by MNCs
(such as foreign responsibilities and insufficient market knowledge). Our study establishes
a potential framework for any MNCs exploring new markets and looking to set up an
IJV. This research can help multinational companies determine the appropriate organiza-
tional structure for joint ventures and improve their relationships with stakeholders by
implementing CSR strategies.
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This study is not without some limitations. First and foremost, our research was
carried out in a single geographical location, hence a possible limitation to how univer-
sally applicable the results can be. Pressure from stakeholders and environmental issues
resulting in decreasing or intensifying pressure on CSR may differ compared to other
countries and the potential difference could be considerable. Additionally, this study does
not differentiate between subsidiary age and size, which may play roles in determining
the firm’s orientation toward CSR. The subsidiary’s age and size variations may be linked
to the energy levels channeled into the pursuit of CSR as they pursue market expansion
or may entail other facets like codes of ethics. Equally, this research did not consider
industry variations while examining IJVs, which could reveal a greater understanding of
how stakeholders influence IJVs’ CSR activities in different industries.
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Appendix A

Table Al. Independent variable measurements.

Measurement (Ranging from 1 = Very Strongly Disagree to 5 = Very Strongly

Variable Agree) Cronbach’s Alpha
(I) Consumers care about environmental protection in the daily consumption.
. (IT) Consumers pay attention to some social issues involving firm’s charitable
Consumers (Aia\}{)ted ?;c;r]? Tian, Wang, donations. (III) Consumers tend to buy those products which are produced by 0.879
and Yang firms that are socially responsible rather than goods which are fine and
inexpensive.

(I) Our managers and employees perceive CSR as an important mechanism

potentially contributing to the creation of corporate value. (II) Our managers

and employees perceive that CSR enhances competitive advantage, and

eventually improves the economic value of the firm. () Our managers and 0.824
employees believe firms need to contribute to local countries, societies, and

markets. (IV) Our managers and employees believe being ethical and socially

responsible is the most important thing a firm should do.

[JV managers and employees (Adapted
from Munilla and Miles [83])

(I) The local government has stricter regulations to protect the consumers. (II)
The local government has effective regulations to encourage firms to improve

Governments (Adapted from Qu [84]) their product and services quality. (II) There are complete laws and regulations 0933
to ensure fair competition.
(I) Local suppliers tend to prefer close cooperation with firms which are socially
Suppliers (Adopted from Park and Cave responsible. (IT) Local suppliers tend to prefer the maintenance of cooperation 0981
[4]) with firms which are socially responsible. (IIT) Local suppliers have a propensity )

to apply social and environmental requirements to their business relationships.

(I) Investors tend to prefer investment into firms which are socially responsible.
Investors (Adopted from Park et al. [59]) (IT) Investors expect firms to implement various and active CSR practices in host 0.985
country. (IIT) Investors actively indicate and support firms’ CSR practices.

Competitors (Adapted from Lindgreen Due to local business environment, firms suffer from pressure on emulating

etal. [33]) competitors’ (I) social, (II) environmental, and (III) ethical policies and practices. 0.925

(I) Media plays a pivotal role in maintaining and improving public relations

between firms and consumers in the local market. (II) Mass media has a strong

power in shaping corporate image and reputation in the local market. (III) 0.939
Compared with other countries, mass media in Korea pays more attention to the

societal role of firms in the local market.

Media (Adopted from Park and Cave
[41)

Local communities expect companies to contribute to society development by (T)
Local community (Adopted from Park volunteering time and effort to local activities. (IT) Getting involved in
and Cave [4]) community events in nonfinancial ways. (IIT) Providing jobs and treating their
employees well.

0.850

(I) NGOs police and supervise effectively corporate activities in the local market.
(I) NGOs have a propensity to attempt to influence the CSR activities of
NGOs (Adopted from Park et al. [59]) corporate management by using various instruments. (II[) NGO community in 0.903
the local market has a sufficient power to exert pressure on multinational
enterprises to change their behavior and corporate strategy on CSR activities.
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