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Abstract 

Public and private organisations promote corporate social responsibility (CSR) practices in 

small and medium enterprises (SMEs) to achieve competitive advantages in their 

relationship with stakeholders. Different studies indicate that SMEs have found benefits in 

their CSR performance. The aim of the present study is contributing to the knowledge of 

the perception and motivation of SME managers on the performance of CSR, considering 

the stakeholder theory, through a qualitative case study in two different economic 

environments and institutional influences: Spanish and Peruvian. It is found that the values 

of the owners and managers direct the policies of CSR. In some cases, the demands of 

employees and consumers are satisfied to obtain benefits; however, in other cases, those 

demands are satisfied with a non-instrumental approach. 

 

Keywords: SME, corporate social responsibility, sustainability performance, stakeholder’s 

theory, emerging markets 
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1. Introduction 

The public and private policies that promote corporate social responsibility (CSR), under 

the relational model, have presented an outstanding development in European Union (EU) 

legislation (Steurer, 2010). The European Commission (2011) points out that, as a key issue 

for the configuration of CSR policies in small and medium-sized enterprises (SMEs), it can 

be an advantage if CSR is considered as a long-term investment and becomes a source of 

innovation if it is strategically managed by considering the expectations of stakeholders 

(Battaglia et al., 2010). 

 

It is also important to note that the social investment in emerging countries provides an 

opportunity for the creation of economic and social value that has the potential to make 

social progress (Urban and George, 2018). In this sense, the performance of CSR in SMEs 

has had an important development in recent years, which has allowed them to improve their 

competitiveness through innovation and strategic relations with their stakeholders (Ortiz 

and Kuhne, 2008; Tantalo et al., 2012; Torugsa et al., 2012; Gallardo-Vázquez and 

Sánchez-Hernández, 2013; Herrera et al., 2016a). 

 

However, it should be noted that the nature of CSR for SMEs is different and the strategy 

cannot follow the same line as large companies, so they must develop their own methods of 

integrating CSR into their objectives in an informal manner: voluntary and not as part of 

the management systems, due to the lack of economic resources or knowledge (Williamson 

et al., 2006; Kechiche and Soparnot, 2012; Wickert, 2014). 

 

Regarding strategic management, it is the owner-manager who leads and directs—with its 

values, personal and relational attributes—the CSR policies with its stakeholders (Jenkins, 

2006; Jamali et al., 2009; Herrera et al., 2013; Nejati and Amran, 2012; Del Baldo, 2015; 

Meyer et al., 2017). On the other hand, further research on the performance of CSR in 

companies from emerging countries, including Latin American and Perú, is considered 

important, due to its own relationship with its stakeholders and institutional influences, 

which are different from European countries (Luken and Stares, 2005; Jamali et al., 2009; 
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Nejati and Amran, 2012; Pastrana and Sriramesh, 2014; Hernández, 2016; Dubruc et al., 

2017; Tran and Jeppesen, 2016; Fortune et al., 2017). 

 

Another support of this study is linked to the initial development of CSR research in 

Peruvian companies. Very few studies have been aimed at investigating the practices and 

reporting of CSR (Tostes and Chero, 2010; Nakasone, 2015; Hernández, 2016; Marquina 

and Morales, 2012). Studies, such as Marquina and Morales (2012) and Farber and Charles 

(2013), consider relevant comparative research on the performance of CSR in both 

countries. It is considered that there are common cultural factors that consider the historical 

links between Spain and Latin America and an important economic activity in common. 

However, the companies of each country have different environments and developed 

economy (López and García, 2002; Marquina and Morales, 2012; Farber and Charles, 

2013). 

 

It is important to point out that sustainable development has a greater institutional influence 

in Europe than in Latin America, which turns out to be determinant in CSR performance 

(Marimon et al., 2012; Alonso-Almeida et al., 2015). Studies on the institutional influence 

on CSR performance of SMEs indicate a follow-up of policies and standards of 

international and governmental organisations (Russo and Perrini, 2010; Jamali and Neville, 

2011; Tran and Jeppesen, 2016, Jamali et al., 2017). 

 

The aim of the present investigation, of an exploratory nature, is contributing to the 

knowledge of the perception and motivation of SME managers on the performance of CSR, 

considering the approaches of the stakeholder theory—through a qualitative case study in 

the context of SMEs in two different economic and institutional environments, Spanish and 

Peruvian.  

 

This paper includes five sections, including this introduction. Section 2 addresses a review 

of the literature about the performance and reporting of CSR in SMEs. Section 3 comprises 

the methodological design of qualitative analysis. Section 4 analyses the results on the 
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perceptions and performance of CSR in the context of SMEs. Section 5 includes the 

discussions, conclusions and implications. 

2. Theoretical framework 

Businesses can have an approach for CSR performance, which allows them to improve 

getting benefits and competitive advantages; thus, the initial value in a company can be 

achieved considering the commitments with the stakeholders in the long term (Jensen, 

2001). Companies could adopt operational policies and practices that improve their 

competitiveness and, simultaneously, enhance the economic and social conditions of the 

communities in which they operate (Porter and Kramer, 2011).  

 

In the context of SMEs, managers are the ones who determine, in a personal way, the 

values, policies and daily practices in the business and the practices of CSR (Spence et al., 

2000; Murillo and Lozano, 2006; Vives, 2006; Hammann et al., 2009; Herrera et al. 2013; 

Nejati and Amran, 2012; Del Baldo, 2015). It is found that the personal values of the 

owner-managers and close relationships with the stakeholders, according to extrinsic 

motivations, allow benefits and competitive advantages, (Hammann et al., 2009; Tantalo et 

al., 2012; Herrera et al., 2016b; Martínez-Martínez et al., 2017; Dubruc et al., 2017; Meyer 

et al., 2017). 

 

The concepts of entrepreneurship and innovation also apply in the management of 

sustainability in SMEs, obtaining advantages of CSR as innovation in products and 

services; serving unserved markets and building new business models that allows them to 

be more competitive (Jenkins, 2009; Nejati and Amran, 2012; Gallardo-Vázquez and 

Sánchez-Hernández, 2013; Herrera et al., 2016a; Dubruc et al., 2017).  

 

Thus, in accordance with previous studies, we raise the first research question: Do the 

owners-managers of the SMEs perceive CSR performance and the fulfilment of the 

stakeholders’ demands as a source of competitive advantages? 
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After reviewing the research on the values of managers towards CSR, we analyse the 

studies under the framework of the stakeholder’s theory. The stakeholder’s theory studies 

groups and individuals who affect the organisations, as well as the behaviour of the 

managers, to answer their legitimate interest. The management of a company that fully 

takes into account its responsibilities towards stakeholders, contributes to solve their ethical 

problems (Freeman 1984; et al., 2010). From the SME point of view, according to the 

instrumental approach of the stakeholder’s theory, research indicates that there is an 

important performance of CSR with those stakeholders that have a greater relationship (i.e., 

customers, employees and suppliers), which influence the companies at a strategic level, for 

the creation of value in the company (Moneva and Hernández, 2008; Hamman et al., 2009; 

Nagypál, 2014; Pastrana and Sriramesh, 2014; Herrera et al., 2016a; Martínez-Martínez, et 

al., 2017).  

 

The management with employees and the customers allows a competitive performance in 

SMEs, is the case of investments in human capital are those with the highest long-term 

benefits for the company (Nagypál, 2014; Gallardo-Vázquez and Sánchez-Hernández, 

2013; Milost and Novak, 2015; Herrera et al., 2016a; Martínez-Martínez et al., 2017).  

 

Considering the normative approach of the stakeholder´s theory, each stakeholder deserves 

consideration for his own good and not only for their capacity to help in the interests of any 

other group (Freeman, 1994; Donaldson and Preston, 1995). The normative CSR approach 

is centred on a moral and judgment evaluation of managers and stakeholders with 

legitimate interest (Phillips, 2003; Scherer and Palazzo, 2007). Thus, studies on SMEs 

point to a normative approach, due to the ethical leadership of managers, who consider 

satisfying the interests of stakeholders (e.g., employees and the community): those who do 

not expect to obtain benefits but rather a moral compliance (Perrini, 2006; Weltzien and 

Melé, 2009; Kechiche and Soparnot, 2012; Del Baldo, 2015). 

 

In developing countries, we also find a normative approach to CSR with stakeholders, 

which satisfies their demands and, from a philanthropic point of view, corresponds to 

intrinsic motivations based on the values of the owner-managers and their culture (Jamali 
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and Neville, 2011; Nejati and Amran, 2012; Pastrana and Sriramesh, 2014; Tran and 

Jeppesen, 2016).  

 

Thus, in agreeance with previous research, we propose the second research question: Do 

the owners-managers of SMEs perceive CSR performance as a response to the legitimate 

interests of the stakeholders, beyond obtaining benefits? 

 

A third aspect of responsible behaviour is transparency. Most of the literature indicates that 

there are two theoretical approaches that explain the reasons for sustainability reporting: (1) 

to respond to the expectations of its stakeholders or (2) legitimise their social performance 

according to the values of society (Adams, 2002; Parker, 2005). 

 

Authors suggest a study of reporting motivations from an internal context, in order to 

understand the response to stakeholders, strategic position of management and availability 

of resources (Adams, 2002; O´Dwyer, 2003; Parker, 2005). 

 

Studies on the social and environmental disclosure in SMEs found that they are particularly 

advanced implementing CSR-related practices in organisational processes, including 

engaging with their main stakeholders, in spite of the costs and availability of resources for 

implementing them (Husillos and Alvarez-Gil, 2008; Nielsen and Thomsen, 2009; 

Gamerschlag et al., 2011; Baumann-Pauly et al., 2013). On the other hand, the literature 

justifies the CSR reporting as a way of legitimising decisions, in order to justify negative 

social and environmental impacts (Deegan, 2002; Moneva et al., 2006). In a different way, 

the sustainability reporting in SME is not a response to an institutional influence, and 

neither is it a form of legitimation with its stakeholders (Baumann-Pauly et al., 2013; 

Cantele, 2014).  

Finally, the third question arises as follows: Do the owner-managers of SMEs perceive the 

sustainability report as a response to stakeholders’ expectations? 

3. Research design 
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In order to study the managers´ perceptions, ways to answer to stakeholders and the nature 

of CSR practices, a qualitative exploratory analysis is developed. The application of this 

method included semi-structured interviews with owners and managers of four Spanish and 

three Peruvian SMEs, along with the analysis of documentation and observation of 

activities regarding the CSR, according to the qualitative research methodological 

proposals (Shaw, 1999; Yin, 2003). 

3.1 Research methodology 

In this research we developed semi-structured interviews for the managers and owners to 

obtain their perceptions about CSR performance and to understand the context of SMEs, 

according to studies with similar methodology (O´Dwyer, 2003; Spence, 2009; Baumann-

Pauly et al., 2013; Del Baldo, 2015; Meyer et al., 2017). 

 

The topics for the semi-structured interviews are divided in two parts. In the first part, 

questions were aimed at getting to know the strategic approach of CSR performance and 

management with stakeholders, where the owners and managers explained their perceptions 

of CSR, motivations for including them in their business activities, and the performance 

with stakeholders. The second part is focused on an explanation of the CSR practices and 

report from the customers, employees, society and environment that the owners and 

managers recognise. These themes were obtained from the guides of the Aragon 

Government1, the Observatory of Corporate Social Responsibility2 and GRI (2006). 

 

The interviews correspond to open and spontaneous questions without following a specific 

script on aspects of CSR; they were then recorded, transcribed and finally listened to many 

times for a better analysis that would allow us to find common patterns and interpretations 

of the data, as the methodology suggested for Yin (2003) and O´Dwyer (2003). 

3.2 Case studies 

For the Spanish SMEs, we used the SME definition—defined by the European Commission 

Recommendation of 2003—which points out the criteria to define a micro, SME. As the 
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main criteria, only the number of employees (less than 250) has been taken into 

consideration. For Peruvian enterprises, SME Law for micro and small enterprises has been 

used, which takes into account the number of employees (i.e., less than 100). 

 

SMEs with fewer than 250 employees were chosen (see Table 1), whose managers have a 

certain knowledge and performance of CSR for each country and with some 

implementation of a quality or environmental certification, which is usually pointed out as a 

factor in the performance of CSR (Murillo and Lozano, 2006).  

 

For the purpose of the exploratory analysis, we consider cases of SMEs that had a trajectory 

in CSR practices, from different sectors that have been recognised for the implementation 

of CSR management. Given our previous knowledge, we decided to analyse different 

Spanish and Peruvian SMEs to compare, if it is necessary, different environments. Owners 

and managers of the selected SMEs were invited to participate in the interviews, of whom 

seven accepted, as detailed in Table 1. 

 

Table 1. Companies’ profile 

 
Enterprise Country 

and 
location 

Number of 
employees 

Product or 
service 

Management 
certification 

 
Recognition 

Iritec S.L.  
(SME 1) 

Spain 
Zaragoza 

160 
 

IT and 
computers  

ISO27001  IDEA Award 2007 in 
technological innovation 
and Young Entrepreneur 
Award 2008 of Aragon 
government 

Millenium Maria 
Reina S.L. (SME 
2)  

Spain 
Zaragoza 

17 
 

Health and 
recreational 
spare time 

ISO 9001 
EFQM 

Award for Business 
Excellence 2008 and Young 
Entrepreneur Award 2010 
of Aragon government 

Vat Vending S.A. 
(SME 3) 

Spain 
Huesca 

48 
 

Distribution 
and services-
Vending 

ISO 9001 
ISO 14001 

Award for Business 
Excellence 2006 and  
Innovation Company Prize 
2007 of Aragon government 

Javierre S.L. 
(SME 4) 

Spain 
Huesca 

7 Excavations 
and building 

ISO 9001 
ISO 14001 

Award for the best 
sustainability report of 
AECA 2007 and 2009 and 
CSR Award of Aragon 
government 2008 

Corporación 
Educativa 
Casuarinas 
(SME 5) 

Peru 
Lima 

153 Primary 
school 
education 

ISO 9001 Member of Latin American 
Heads Conference and 
International Baccalaureate 
(IB) 
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Wannabe S.A.C. 
(SME 6) 

Peru 
Lima 

11 Education and 
recreation for 
children  

 Outstanding social work 
2010. 

Algas Marinas 
S.A.C. 
Bionaturista 
(SME 7) 

Peru 
Lima 

150 Production 
and 
commercialisa
tion of natural 
products  

SQF 2000 
 

International Quality Award 
2005 of Journalists College 

4. Analysis of results 

4.1 Perceptions about CSR and competitiveness 

Concerning knowledge of CSR, different approaches were observed. Three managers said 

it was a commitment with society, which implies including the values of the managers and 

owners in the business strategy. In other words, it is an attitude of the manager towards the 

determination of the values and policies of CSR that should be applied by the personnel of 

the company in their relationship with the stakeholders (Murillo and Lozano, 2006; Jamali 

et al., 2009; Weltzien and Melé, 2009; Herrera et al., 2013; Del Baldo, 2015). 

 

“Social responsibility is a commitment, which we think is very important when 

developing any project, it is a way to include in the plans of the company a 

fundamental value that pays back to society. In our project we address the base of 

all society, the family . . . in itself this concept is already about social responsibility, 

a way to share values through our organisation.” (SME 6) 

 

“CSR is not implanted. It is an awareness of the values that the shareholders 

transmit to the employees and customers . . . it is about making the shareholders 

really believe in respect, conciliation, reasonable schedules, that people be satisfied 

in their post, that the environment be respected, that social policies be backed up, 

that sport activities be sponsored, if the shareholders really believe it all, that flows 

into the company.” (SME 1) 

 

Besides, two managers pointed out that CSR is about a moral obligation with society and 

an ethical attitude geared towards commitment with the employees and society in the 
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performance of CSR (Spence et al., 2000; Jamali et al., 2009; Jamali and Neville, 2011; Del 

Baldo, 2015). 

 

“CSR is an obligation to return to society the benefits obtained from it . . . CSR is an 

obligation to give to society and be an example for other companies.” (SME 5) 

 

“The manager´s professional level affects CSR performance . . . but the most 

important element in a manager is the type of moral, values [and]  human vision of 

people that weighs more than professional level.” (SME 3) 

 

With regard to whether CSR improved the profitability of the company, the majority of 

managers pointed out that CSR policies did not improve results. 

 

“CSR does not improve the results of an company, it [does not] depend on them; the 

customers do not value CSR practices . . . when negotiating with customers CSR 

aspects are not taken into account, but economic ones, such as price.” (SME 4) 

 

In general, the availability of resources is observed as a limiting factor of CSR performance 

in SMEs (Wickert, 2014; Herrera et al.,2016a; Meyer et al., 2017). According to SME 2, 

‘the lack of financial resources is a limiting factor for CSR; for example, the 

implementation of environmental policies costs a lot of money; [and] the investments 

require time . . . they are done as long as we can’. Managers of SMEs, therefore, think that 

it is not necessary to invest on resources to satisfy the legitimate demands of the 

stakeholders (Jamali and Neville, 2011; Nejati and Amran, 2012; Tran and Jeppesen, 2016). 

 

“The implementation of policies of social responsibility do not require a lot of 

money. I am convinced that the policies of social responsibility can be generated, 

starting from the criterion and positive attitude towards them. If we, the owners, are 

committed with social responsibility, we must extend this commitment with all the 

groups with which we interact. It just takes wanting to do it; it is not necessary to 

have an erudite training.” (SME 6) 
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4.2 Perceptions of stakeholder’s interests 

For the case of the employees, the owner of SME 1 considers that his motivation, training 

and incentives are an important part of the business processes. The managers of SMEs give 

their employees good labour conditions (e.g., quality of life, equal opportunity policies and 

flexible schedules), which influence productivity and commitment with the company. It is 

important to point out that the manager-employee relationship is closer and becomes an 

advantage for the performance of the SME (Jenkins, 2006; Nagypál, 2014; Gallardo-

Vázquez and Sánchez-Hernández, 2013; Milost and Novak, 2015; Herrera et al., 2016a; 

Martínez-Martínez et al., 2017). 

 

“The fact of having a group of young people, with a good environment, which sees 

the company grow, gives good results, has a very good trademark image, makes 

people want to work in the organisation . . . the level of commitment is high because 

they really see that the company labour and, at the same time, the management is 

extremely committed to them.” (SME 1) 

 

“As the most important value of our company, the satisfaction of our employees is 

essential. The relationship with them are ones of mutual respect, worrying about 

their well-being. With that, we create a relationship of friendship that compromises 

us to be better every day; their productivity is valued, we give them opportunities 

for growth and we always keep constant communication.” (SME 6) 

 

We found different approaches to those indicated for two companies, whose employees 

value remuneration more than other factors. Their motivations do not depend on the 

alignment with the values and objectives of the company. According to SME 4, ‘If the 

employees cannot satisfy their economic needs, loyalty, commitment and alignment with 

the company are difficult . . . for example, training is not valued as satisfaction of needs, at 

least in the sector of the organisation’. 
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In reference to the performance with customers, it is observed that some SMEs recognise 

that stakeholders are determining the management and results of the organisation. An 

adequate service or product is important in the satisfaction of their demands, according to 

the instrumental approach (Hammann et al., 2009; Nagypál, 2014; Herrera et al., 2016a; 

Martínez-Martínez, et al., 2017). 

 

“The consumers are important because they pass on information (feedback) about 

what is being done . . . the consumers are going to tell if you are right, or they will 

keep paying their dues if you are doing things right.” (SME 2) 

 

“The quality in the service is the main responsibility, it is a question of doing good, 

the best possible, what is the rationale of the company . . . that is why we 

systematically carry out surveys with the customers . . . with good results . . . we are 

a well-valued company.” (SME 3) 

 

Not all customers value responsible performance in companies. The manager of SME 7 

states that at the decision-making moment, customers value the economic aspect—price—

over other aspects, such as quality or respect for the environment.  

 

“American and European customers are willing to pay a greater price for a product 

with better raw materials (organic) and quality certifications; Peruvian customers 

are not. We cannot include the cost of better products and processes in the price 

because they do not buy them.” (SME 7) 

 

The expectations of society, in the case of SMEs, is made according to the availability of 

resources, and the managers consider it a moral obligation, which does not seek economic 

benefits nor competitive advantages with CSR (Jamali and Neville, 2011; Nejati and 

Amran, 2012; Pastrana and Sriramesh, 2014). According to SME 2, ‘The limitations of 

benefits and the payments for financed investments affects the social activity . . . however, 

some activities are done, such as public talks on topics of health, responsibility or 

sponsorships’. 



13	

	

 

The owners and managers do not acknowledge important levels of social investment in the 

community, which does not constitute a key stakeholder in the company; the few social 

activities have a philanthropic character (Vives, 2006; Perrini et al., 2007; Jamali and 

Neville, 2011; Nejati and Amran, 2012; Pastrana and Sriramesh, 2014). 

 

“The social extension of the company includes the systematic social assistance of 

charging a minimum price for the service of dispenser machines in entities with a 

social aim (e.g., NGOs, centres for the disabled, centres for the attention of 

underprivileged people and voluntary labour centres) and the dedication of a small 

part of the budget margin for economic assistance in an NGO.” (SME 3) 

 

Regarding environmental practices, managers of both Spanish SME 3 and 4—with 

certification, more experience and institutional influence—acknowledged policies for the 

reduction of energy consumption, residue classification for selective pick up, reuse of 

materials and supplies, purchase of products and services with certifications. The other 

SMEs do not have environmental practices in a systematic way, according to the nature of 

their operations (e.g., classifying and recycling paper and office supplies, policies for 

saving energy in offices through the use of lightning and computer equipment; classifying 

residues for selective pick up, as well as policies for the use of less printed paper).  

4.3 Perceptions of reporting practices  

It is observed that CSR report practices are not a priority in the studied SMEs and less a 

way of accountability to stakeholders. The results show that only two managers of Spanish 

SMEs present sustainability reports, due to the institutional influence of public-promoter 

organisations. Peruvian SMEs did not have a greater knowledge of sustainability reports. 

 

One of the managers has more recognition in sustainability reports and thinks transparency 

is an obligation towards the stakeholders in order to satisfy a legitimate demand. Another 

one thinks that it is important but does not allow benefits. Managers do not consider the 
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CSR report as an opportunity for dialogue with stakeholders and much less as a way of 

legitimising their activities, despite the institutional influence (Husillos and Alvarez-Gil, 

2008; Baumann-Pauly et al., 2013; Cantele, 2014). 

 

“The policies of hiding information from the interested parties not only harms the 

users but [also] the managers themselves, since information avoids conflict and it is 

an aim to transmit trust to the stakeholders . . . even though such information, in 

some cases, is not valued by the stakeholders, such as customers, financial 

institutions, which value the economic aspect in the relationships.” (SME 4) 

 

Despite the appreciation of the CSR and sustainability report policy for the stakeholders, 

the managers mentioned that they have not been able to implement sustainability reports as 

a communication strategy, due to the limitation of knowledge, economic resources or time 

(Nielsen and Thomsen, 2009; Gamerschlag et al., 2011; Baumann-Pauly et al., 2013).    

 

“Transparency is good for the company, it is part of the image in front of its 

customers and consumers who value it when they buy goods or services . . . a report 

is not done for lack of time and coordination among the different areas of the 

organisation: we lack a communication strategy.” (SME 3) 

 

“Information about CSR would be very important; what would have to be valued is 

if it [is] possible to manage the time that it takes to prepare a report and manage it . . 

. [F]or an SME, it is very complicated; it would cost a lot of time and work but, of 

course, we would do it.” (SME 2) 

5. Discussion 

With regard to the first research question, the owners and managers—according to their 

values—define the CSR performance policies, but a clear and defined strategic approach 

for obtaining competitive advantages is not found in all cases. Values that the owner 

believes and transmits to the employees and other stakeholders, as a moral obligation, does 
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not have the main objective of obtaining economic benefits. These results differ from the 

studies that indicate an extrinsic motivation of the owners and managers of the CSR 

performance in order to create economic value (Hammann et al., 2009; Tantalo et al., 2012; 

Torugsa et al., 2012; Herrera et al., 2013; Herrera et al., 2016b; Meyer et al., 2017; Dubruc 

et al., 2017). 

 

The indicated results can be explained because, in most of case studies, the mangers 

commit to meeting the needs of stakeholders without adequate knowledge the concept of 

CSR, which is perceived as a moral obligation. There are no significant differences, 

however, in the perceptions of the owners and managers of both countries, with respect to 

the performance of CSR; they consider it important but, formally, it is not part of the 

strategic objectives, although the sustainability practices in European SMEs are more 

developed due to a greater institutional influence—unlike the Peruvians whose practices are 

more voluntary (Marimon et al., 2012; Jamali and Neville, 2011; Tran and Jeppesen, 2016). 

 

Considering the second research question, most managers indicated the importance of the 

response to the stakeholders’ expectations, such as employees and customers in their 

activities. Otherwise, it happens with social performance that presents a philanthropic 

approach (Tran and Jeppesen, 2016; Herrera et al., 2016b; Martínez-Martínez et al., 2017). 

Moreover, they seek to satisfy their customers with the aim of improving their income, not 

through a CSR policy but through a responsible marketing policy. In the case of responsible 

practices with customers, not all of them valued these practices, and their purchasing 

decisions were based on price only. 

 

The improvements of the basic labour conditions may allow the employees to have a better 

performance, so they may prove to be means to obtain benefits, which does not happen all 

the time. Some managers thought they did not find any growth in their employees´ 

commitment, who presented mostly extrinsic motivations in their work. Limited 

performance with the close community is exhibited as a philanthropic activity, so it is not 

an opportunity to obtain benefits (Nejati and Amran, 2012; Tran and Jeppesen, 2016) 
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In the environmental and social performance, for example, it is not common to observe 

objectives to improve the processes, increase productivity, reduce costs, manage human 

talent and develop a reputation, as means to obtain competitive advantages. It is not 

possible to verify in all cases, except for SME 4 with extensive recognition in CSR, that the 

performance with stakeholders of both countries is part of the strategic objectives. 

According to the values of the managers and owners, more corresponds to a satisfaction of 

the demands of their main stakeholders as part of their ordinary activities, without the 

cultural aspects and institutional influences being a driver of CSR performance (Jamali and 

Neville, 2011; Tran and Jeppesen, 2016; Del Baldo, 2015). 

 

Finally, on the question of transparency with stakeholders, the report of CSR practices is 

very limited due to the lack of knowledge to prepare sustainability reports; the lack of 

resources and time to develop them; the lack of interest in improving the reputation or seek 

to legitimise their activities (Nielsen and Thomsen, 2009; Gamerschlag et al., 2011; 

Baumann-Pauly et al., 2013). The owners and managers of SMEs do not perceive the CSR 

report as a response to the needs of information for the stakeholder’s decisions, given that 

they do not have a clear position about the transparency principle. 

6. Conclusions 

This study seeks to contribute to the knowledge of the CSR performance and sustainability 

reporting in SMEs. Thus, a qualitative method was applied to obtain the perceptions of 

owners and managers about the CSR performance, according the stakeholder’s theory. The 

context of the analysis is two-fold, focusing on case studies in Spanish and Peruvian SMEs. 

 

This qualitative research has sought to answer, from the perception of the owner and 

manager, the question of whether the satisfaction of the expectations of stakeholders allows 

obtaining competitive advantages and benefits. The analysis of SMEs, from two different 

economic environments (i.e., developed (Spain) and developing (Peru)), gives a 

contribution to the literature. The differences are mainly focused on experience and 
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institutional influence in CSR, which are greater in Spanish companies than in Peru. 

Nevertheless, results do not show significant differences in the CSR performance approach. 

 

The assumptions of the stakeholder theory are applied in the analysis of CSR performance 

in SMEs, considering the expectations of customers and employees with whom they have a 

higher relationship (Jenkins, 2006; Nagypál, 2014; Gallardo-Vázquez and Sánchez-

Hernández, 2013; Milost and Novak, 2015; Herrera et al., 2016a; Martínez-Martínez et al., 

2017). However, a definitive and clear manager’s attitude is not observed, in all cases, to 

obtain benefits and competitive advantages that can be achieved in CSR performance. In 

the cases that were found, the strategic approach to the stakeholders includes satisfying 

customers with quality products and services, as well as, offering their employees adequate 

working conditions and incentives for an efficient management. Nevertheless, only some 

Spanish SMEs have an environmental certification, which can support environmental 

performance.  

 

According to a normative approach, an attitude geared towards a moral commitment is 

observed in the owners and managers, with respect to the stakeholders. According to the 

values of the directors, stakeholders deserve consideration for their own sake and not for 

the benefit they may render to the company. An example of this is the practices to improve 

the conditions for the employees, the policies of equal opportunities, the collaboration with 

the community and the participation in initiatives of sustainability (Vives, 2006; Jamali et 

al., 2009; Jamali and Neville, 2011; Tran and Jeppesen, 2016; Del Baldo, 2015). 

 

Transparency is another principle that is not fully incorporated into the performance 

management and CSR. Managers value the principle of transparency as a part of 

responsible behaviour. However, the limitations of knowledge, time and resources have 

prevented their implementation; nor is it a way of legitimising their activities (Spence, 

2009; Gamerschlag et al., 2011; Baumann-Pauly et al., 2013). 

 

Therefore, it seems necessary to inquire further into the arguments of the CSR performance 

of SMEs, using alternative conceptual approaches and a larger sample of SMEs from 
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different sectors, experience and economic realities that not only studies the perceptions of 

the managers but also CSR performance. 
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Notes 

 
1 CEPYME-Aragón, in its Conectapyme portal, disseminates practices and information for the 
improvement of SME management that includes CSR and environmental performance. Retrieved 
from 
http://www.cepymearagon.es/WebCEPYME/Menu.nsf/0/051A811110703846C1257997004205C2/
$FILE/GUIA%20MEMORIA%20SOSTENIBLE.htm 
 
2 The Observatory of Corporate Social Responsibility, within its Training and Awareness Projects, 
has published the CSR Guide for SMEs among other initiatives. Retrieved from 
https://observatoriorsc.org/wp-content/uploads/2013/07/Guia_RSC_PYME.pdf 
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