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Abstract: This article offers two interrelated strategies to be used facing corporate social 

responsibility challenges. As integrated strategies, they both recognize non-market and 

social forces while dealing with traditional business issues and taking into account the 

reality of the market. Avant-garde advocating for progressive social responsibility policy 

enables firms, the game-changers to actively or even proactively shape their own strategy 

by raising barriers to competitors striving to develop identity status. Systematically 

conforming to current and changing standards of social responsibility set forth by 

policymakers and supported by policy activists allows firms, the game-followers to adapt to 

the situation at their own pace. This article presents four case studies in the FMCG industry 

in Vietnam that highlight how some firms have successfully implemented these strategies 

while others have not. 
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Introduction 

Corporate Social Responsibility (CSR) is, more or less, an integrated element in 

Western firms’ structure and policy. On the contrary, CSR is quite a new but fast 

growing in important issue for developing countries, such as Vietnam, and firms 

therein. Hence, CSR is a very popular management concept worldwide and it is 

now being imported into Vietnam. Vietnamese business is beginning to respect 

CSR policy and regulations, behavioral standards and norms due to growing 

pressure from multinational corporations originating from developed countries and 

operating in the Vietnamese market. However, in the context of globalization 

process, the policy and regulations of developing countries are the subjects of 

constant changes and adaptations, spreading from previous financial model 

focusing on profit only, preferred by opponents of the CSR concept, to today’s 

societal model of CSR focusing on people, planet and profit, and preferred by 

supporters of the CSR concept (Chwistecka-Dudek, 2016; Briš et al., 2013; Tien, 

2015). Due to that, many firms, especially foreign corporations, may profit from 

adaptations to CSR policy and regulations change, building their own prior 

sustainable competitive advantage (Placier, 2013; Simanaviciene et al., 2017), 

while others are not so successful in this area. Hereafter, both of these typical cases 
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are carefully analyzed to draw out interesting and informative conclusions. Until 

now, in Vietnam, businesses have been identified as practicing social responsibility 

to an inadequate extent. According to a CSR survey conducted by Social 

Responsibility Initiatives in Vietnam, 90% of respondents misunderstood the 

concept and essence of CSR. This must be changed sooner or later. In addition, 

there are not many studies carried out on the issues of CSR in the context of 

Vietnam. This article’s goal is striving to study and identify behaviors of foreign 

corporations under constantly changing state policy, rules and regulations on CSR, 

thereby contributing significantly to further research. 

Corporate Social Responsibility Review and Research Methodology  

Social Responsibility is a field of research of both academic and business practice, 

which investigates the processes and solutions in order to guarantee a sustainable 

development that is a strategic balance between economic growth and social and 

environmental development at both macro level (international, regional, national, 

local) and micro level (level of enterprises) (Zdravkovic and Radukic, 2012; 

Placier, 2013; Rajnoha and Lesníková, 2016; Czubala, 2016). Corporate Social 

Responsibility (CSR) is a field of research aiming at defining what the essence of 

a socially responsible business is and what business has to do to become socially 

responsible. Because of many extant approaches to CSR, beside the economic, 

social and environmental aspect of CSR as main pillars there are many more that 

should be put under investigation, for example, Jankalová and Jankal (2017) have 

proposed additionally the stakeholders’ and voluntariness issues. Furthermore, 

Zdravkovic and Radukic (2012) even have expressed the need to institutionalize 

frameworks that could cover important CSR issues and insisted the necessity to 

adapt them to the changing international standards and practices as specifics of 

CSR in each business environment is conditioned by the character of relations 

between business organizations and governmental institutions (Lojpur and 

Draskovic, 2013). In reality, CSR relates with but not limits to a whole range of 

practical issues, such as corporate ethical program, corporate governance, social 

policy, fair trading practice, socially responsible investment and production, etc. 

(Nguyen Hoang Tien 2015).   

In the literature on business and management, there are multiple definitions of CSR 

(Briš et al., 2013). It can be argued that the sphere of influence of CSR is not 

confined within the enterprise itself and no one could accurately define its border 

yet (Burianová and Paulík, 2014). It has a mutual influence on many different parts 

of the society, business world, and especially the role of government in the 

economy in terms of planning policy and setting regulations (Davis, 1973; Carroll, 

1999; Matten and Moon, 2005; Formankova et al., 2017; Placier, 2013). Both large 

corporations and small organizations have obligations also to the society, which are 

above that of creating value for shareholders. The Corporation should be managed 

in the benefit of all parties who are interested in those organizations (managers, 

owners, suppliers, employees, local communities and environment) (Man and 
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Macris, 2015). Consequently, the concept of CSR is constantly changing 

depending on the spatial and temporal sphere of scientific and practical debate and 

so do the policy and regulations set by the government and local authorities. 

Today, the definition from the World Business Council for Sustainable 

Development on CSR is widely used, which is considered complete and clear: 

“Corporate Social Responsibility is the constant commitment of the business to 

business ethics and to contribute to economic growth, while improving the quality 

of life of workers and their families, as well as of the community and society” 

(WBC, 1998). Generally, CSR is a continuous commitment of the enterprise 

towards sustainability that is to contribute to the economic development while 

enhancing the quality of life of the workforce as well as of the community, the 

society and the environment (Rajnoha and Lesníková, 2016). As a result, CSR and 

corporate sustainability require sustainable entrepreneurship, management and 

leadership that pose a new challenge for many organizations (Šimanskienė and 

Župerkienė, 2014; Dytrt, 2009). Hence, CSR is a growing organizational 

phenomenon with vast and interesting implications for practitioners, scholars and 

society at large (Kot, 2014).   

In contrary to developed countries, in developing countries, whether managers with 

different attitudes and approaches are opted to operate in a responsive or 

unresponsive manner toward CSR issues, they are exposed to uncertainty caused 

by policy and regulatory change (Marcus, 1981; Milliken, 1987; Wernefelt and 

Karnani, 1987), particularly in the time of economic recession and/or in the time of 

economic upturn (Placier, 2013). Developing countries’ specificities change the 

circumstances in which companies face business and society concerns (Muthuri 

and Gilbert, 2011). The CSR topics there do not follow any specific theme or 

country pattern. The enactment of new policy and regulations always creates 

a large group of winners and losers in the marketplace. To be the winners, 

managers should know how to improve the odds, treating pending policy and 

regulatory change as an opportunity rather than as a challenge. Policy and 

regulatory change is a function of the bargaining that takes place among all 

stakeholders, which include not only activist organizations, policymakers and 

strategic planners, but also the firms concerned. Given the nature of policymaking 

process, each stakeholder is likely to get some elements of their preferred outcome, 

but not all of them. The two following proposed strategies recognize that social 

forces alter the competitive map among firms (Baron 1995). One strategy that 

advocates for progressive policy and regulations on CSR is suitable for game-

changers, allows managers to shape the future policy around their firms’ existing 

CSR strengths. A Second strategy that conforms to the current and changing 

standards of CSR enables firms, game-followers, to satisfy activists who tend to 

place pressure on policymakers to implement higher CSR standards.  

The CSR literature review reveals a lack of interest in understanding conceptual 

foundations, focusing, instead, on a description of CSR practices in developing 

countries (Ite, 2004; Chapple and Moon, 2005; Eweje, 2006; Arya and Bassi, 2009; 
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Wiig and Kolstad, 2010). This tendency to understand what companies are doing is 

related to the type of methodology that most research papers used. Case studies and 

interviews are frequently used to find the answers to “why” and “how” questions as 

well as to offset the lack of previous findings in the literature (Rubin and Rubin, 

2005; Yin, 2009). The vast preference for qualitative research methods in 

developing countries may indicate the difficulty of conducting empirical research 

on a wide scale (Husted and Allen, 2006; Jamali, 2010). Without exception, a case 

study is also a research methodology designated for the purpose of this article that 

is to study and identify behaviors of firms under changing state policy and 

regulations on CSR. 

Corporate Social Responsibility’s Policy and Regulatory Change 

How managers perceive their position in relation to policy and regulatory change in 

the field of CSR? Hereafter, in figure 1, a four-step cognitive sequence is proposed 

to deal with this challenge (CSR policy and regulatory change) in order to improve 

management skills facing the rise in the significance of this red-hot issue. 

  

 
Figure 1. Steps to Deal with Policy and Regulatory Changes  

(Fremeth and Richter, 2011) 

 

To fully understand the CSR issue and its impact on firms’ business activity and its 

vulnerability, managers should follow the above four mentioned sequential steps 

described below: 

1) Assess own current position – Firms’ business activities relating to public and 

private interest may fall into one of four zones proposed in the following Figure 2. 

The vertical axis represents the profitability of a particular business activity, the 

higher an activity is placed the more profitable it is. The horizontal axis represents 

the social responsiveness of a given business activity, the further to the right, the 

more a firm is ready to engage their resources to comply and follow CSR 

standards. 

2) Diagnose CSR policy and regulatory change – the uncertainty of policy and 

regulatory change should include expected time left until it happens (now, in 

a short time, in a long time), a direction of change (progressive, status quo, 

regressive), a scale of change (small, medium, large). Depending on the level of 

uncertainty, managers should decide when and how to respond, and which 

resources to engage in to carry out the response. Some firms are ready and 

welcome instant policy and regulatory change and large scale of change, while 

others rather prefer it to be postponed and/or to be done incrementally. Some firms 
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wish policy and regulatory change, once taken place, to be fostered, while other 

hopefully expects policy towards this issue to be slackened. 

 

 
Figure 2. Map of Public and Private Interest (Carroll, 1979; Freeman, 1984; Wood, 

1991; Griffin and Mahon, 1997; Hillman and Keim, 2001) 
Notes: White zone (2) – to be carried out; Black zone (3) – to be avoided; 

Grey zones (1 and 4) – zones of dilemmas. 

 

3) Understand the impact of CSR policy and regulatory change on firms – on one 

hand, some activities are socially unresponsive but profitable in zone 1, while 

unprofitable in zone 3, on the other hand, some activities are socially responsive 

and profitable in zone 2, while unprofitable in zone 4. Naturally, firms should 

strive to carry out their activities in zone 2 and avoid activities in zone 3. The 

dilemmas arise in zone 1 and zone 4. Zone 1 provides an attractive but socially 

risky position, as activities that are currently profitable, but socially unresponsive 

are the target for policy and regulatory change. Social activists will closely work to 

burden firms with costs to cut down their profit. The challenge for firms in this 

zone is to improve their social responsiveness without changing in profit. In zone 

4, activities do not face social pressures, but their long-run viability is questioned 

due to the lack of profitability. Managers are facing pressures from shareholders 

with profit priority. The primary challenge in this zone is to seek profit upon the 

current level of social responsiveness. 

4) Act, that is to select and implement an appropriate strategy confronting CSR 

policy and regulatory change. An Adopted strategy should make use of firms’ 

existing strong points to leverage market positions while countering activist forces 

promoting policy and regulatory change in the CSR issues. 

Proposed Strategies for Changing Policy and Regulations on Issues 

of Corporate Social Responsibility 

Advocating for Change, the Strategy of Game-changers  

In zone 4 of the illustration 2 (socially responsive and unprofitable), direction of 

policy change, a probability of change and time left to the moment of policy and 

regulations change are critical elements of uncertainty to manage and justify the 

costs of socially responsive actions. The strategy of advocating for change, that is 

advocating for more progressive policy and strict regulations to be put in place, 
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may be effective at improving the likelihood to make them happen sooner, rather 

than maintain status quo. Progressive policy and strict regulations may serve firms’ 

private interests if it is used to raise entry barriers to the industry, competitor’s 

costs or to push them into the second tier in the area related with the CSR issues. 

This strategy allows managers to maintain more stringent social responsiveness 

while becoming more profitable. This is due to some of the current competitors, 

especially smaller and weaker ones will be out of business and the general 

competition in the industry will remain less intense. Despite the potential advan-

tage of this strategy, contingencies, both internal and external to the firm, may limit 

its effectiveness. Developing expertise in lobbying for higher pressure on policy 

and regulations in this area is both costly and risky. First, it may raise overall costs 

for the firm and its competitors, if there are too many strong and large enterprises 

in the sector. Secondly, there is a little chance for the given issue proposed by an 

unknown and less influential company to be on top of the political agenda of le-

gislators.  

Conforming to Change, the Strategy of Game-followers  
In zone 1 of the illustration 2 (socially unresponsive and profitable), time left until 

policy enactment and the magnitude of its change are critical elements of 

uncertainty that need to be managed. The profitability of these firms may be 

threatened with the enactment of new policy and regulations. The systematically 

embracing and conforming to change may help to postpone the enactment of 

progressive policy and mitigate their impact and scope of change. This strategy 

helps managers to maintain profitability while becoming more socially responsive. 

This is a play for time for managers to become more socially responsive in a cost 

efficient way before stringent social responsibility policy and regulations take pla-

ce. Despite the potential benefits of this strategy, both internal and external contin-

gencies may limit its effectiveness. First, it engages the costs to prove the firm’s 

social awareness and credibility. Second, in time of a likely economic slowdown, 

the stringent policy might be delayed as far as needed or even endlessly, despite 

firm’s preemptive social and credibility measures. 

Illustrative Cases of Foreign Corporations in Vietnam 

CSR becomes increasingly environmental, social and ethical issues in Vietnam 

business panorama. Hitherto, three main legislations relative to CSR have been 

issued: Labor Law (code of conduct) (1994; 2002); Law on Environmental 

Protection (1996; 2005); Anti-corruption Law (2005) and three main public bodies 

are involved in CSR: Vietnam Chamber of Commerce and Industry (VCCI); 

Ministry of Labor, Invalids and Social Affairs (MOLISA); Vietnam General 

Confederation of Labor (VGCL). The Vietnamese government has created 

a strategy called Vietnam Agenda 21, which deals with the diverse aspects of CSR 

including, in particular, sustainable development. Strong CSR commitment is 

developed by Western corporations operating in Vietnam while low commitment is 
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still popular among Vietnamese domestic companies. The main barrier of CSR 

implementation success in Vietnam is that there is no feasible Vietnamese CSR 

model that is, on one hand, suitable to current business context and market 

condition, on another hand, adequate and conforming to international norms and 

standards. The next barriers worth of consideration is the lack of resources, the lack 

of awareness and strong support from the government. The article studies empirical 

cases related to the operations of four global corporations representing FMCG 

industry in Vietnam; their social responsibility engagement and concerns. The 

presented and analyzed attitudes and activities towards social responsibility, 

including both game-changers’ and game-followers’, are typical for foreign 

corporations penetrating and exploring emerging markets with different levels of 

economic success and social performance.   

Success of the Strategy of Game-changers – UNILEVER Vietnam 

During 15 years of operation in Vietnam, Unilever, a British and Dutch FMCG 

corporation, has created more than 7,500 jobs, contributing significantly to the 

country’s socio-economic development. Unilever’s philosophy of CSR is to deploy 

its core competencies to address key concerns of community. It is about long-term 

positive impacts and sustainable development of society who’s Unilever considers 

itself as a part. Hitherto in Vietnam, Unilever has been pursuing three approaches 

towards social responsibility. First, in strategic partnership with government, 

Unilever has engaged in many programs to boost health and hygiene standards in 

a community, to care about children education and development, gender equality 

and women empowerment. Secondly, Unilever Vietnam Foundation (UVF) has 

been established to retain annual grants for health and hygiene projects initiated 

and executed by local communities to improve general living conditions and to 

spread education among children and women in far-off provinces, especially in 

mountainous and rural areas. Thirdly, many staff members of Unilever are 

encouraged to participate in diverse charitable activities across the country. In 

terms of social performance and communal activities, through UVF, together with 

market brands, Unilever has been striving to realize the goals of growth and 

sustainable development expressed by three main highlights: improvement of 

living conditions and healthcare standards of Vietnamese people; elimination of 

negative impacts of business on environment, using 100% input production 

materials originated from sustainable sources. Those contents have been deployed 

through long-term cooperative programs carried out together with ministries and 

lower-level organs of Vietnamese, with business partners engaged in diverse 

charitable programs and activities for the community. It can be seen that Unilever 

Vietnam should have to conform to global ethical and social responsibility 

standards. In Vietnam, from a very first moment, it had been developing many 

social responsibility activities engaging all affordable resources. It often did and 

still does more for the benefits of society and community than government authori-

ties required to do thanks to long-year experiences of Unilever Global in dealing 

with social responsibility issues widespread in developed countries and more 
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demanding markets.  All those mean that Unilever Vietnam has started its activities 

from zone 4 (socially responsive and unprofitable); being socially responsive while 

business is unprofitable and has tried to move successfully to the zone 2 (socially 

responsive and profitable) in figure 3. Unilever Vietnam has treated all CSR 

activities as long-term investments, and, of course for sure, it intends to stay much 

longer or forever in the Vietnamese market.  

Limitations of the Strategy of Game-changers – KFC Vietnam 

The famous American fast food chain KFC (Kentucky Fried Chicken) opened its 

first restaurant in Vietnam in 1997. Since that time, KFC Vietnam has been coping 

with many difficulties, including the Asian economic crisis in 1997, the SARS 

epidemic in 2003, the bird flu in 2004, and global financial crisis in 2008. 

However, it still holds on and maintains its determination in the Vietnamese market 

together with CSR commitment. As of now, KFC Vietnam has set up foothold 

nationwide with over 3,000 staff members. Being currently the leader of the fast 

food industry in the local market, the company is still expanding its business and 

has reached 200 restaurants in 2015. Earlier, at the ceremony marking 100 

restaurants in Vietnam, KFC Vietnam donated to the Saigon Times Foundation 

under the Saigon Times Group to award scholarships to poor students nationwide. 

This is the most remarkable charitable activity of KFC in Vietnam, which in this 

occasion expressed commitment to social responsibility and pledged for a long-

term attachment and development in Vietnam. Social responsibility of KFC 

Vietnam also has been expressed by the implementation of all hygienic and safety 

standards both required and not yet required by authorities for the food industry in 

Vietnam. KFC Vietnam has its advantages in this area as it is a member of a global 

American fast food chain where all standards of hygiene, food safety and service 

competence are obligatorily imposed. Normally, as a global corporation, KFC 

Vietnam started its operation in zone 4 (socially responsive and unprofitable), but 

unsuccessfully moved to zone 2 (socially responsive and profitable) in figure 3. It 

rather remained in zone 4 due to several objective reasons. Asian cuisine and 

foodstuffs are quite sophisticated, not excluding Vietnam. Many Vietnamese, 

especially the older generations, are quite conservative and still prefer traditional, 

healthier foods and are reluctant to try new Western fast food styles.  Moreover, 

fast foods, including those offered by KFC, are slightly pricey, despite they are 

serviced in a convenient place. The fast food business in Vietnam, including KFC, 

still remains unprofitable. KFC Vietnam and all its competitors, in general, are 

facing such tough market condition. They all should be more patient as changing 

the culture, customs and lifestyle usually require a lengthy time. Firstly, KFC still 

has to keep up and goes further with CSR standards, which are rising in demand as 

the country develops. Secondly, KFC should target the younger generations, as 

those are the groups who are relatively prone to change their lifestyle as well as 

eating habit to switch to a Western style of consumption. 
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Success of the Strategy of Game-followers – COCA-COLA Vietnam   

American corporation Coca-Cola, which left Vietnam in the final phase of the war 

in Vietnam, returned in 1994 with an investment of over 200 million USD across 

the country. It conducts business in Vietnam with bottlers through joint venture 

Coca-Cola (Beverages) Vietnam Ltd. Coca-Cola Vietnam has several brands 

including  Coca-Cola, Sprite, Fanta, Diet Coke, Schweppes, Minute Maid Splash 

juice, Joy bottled drinking water and Samurai energy drink. Coca-Cola Vietnam is 

committed to sustainable business practices, as stated clearly in its vision 

statement. As a leading multinational company selling FMCG products in a highly 

competitive globalized environment, it develops comprehensive CSR program, 

permeating every aspect of its business, and has a range of community-based 

projects covering education, healthcare and environment. With the understanding 

that sustainable businesses require sustainable communities, its goal is to return to 

communities the amount of water that they use in beverage production. Coca-Cola 

Vietnam began the Clean Water for Communities project in 2006 to provide access 

to clean water and sanitation for communities and schools across the country. The 

project focuses on access to water and sanitation, and consists of the construction 

of wells and latrines, as well as communication events for schoolchildren and 

communities to learn about clean drinking water and sanitation. 

Social responsibility is a vast, multi-dimensional area. In developing market 

foreign corporations can be socially responsible in one area whereas irresponsible 

in other areas. Despite many socially responsible initiatives mentioned above, 

Coca-Cola Vietnam has strongly avoided the obligation of paying income tax while 

transferring profit to headquarter and business units in other countries. This 

malpractice is not illegal but unacceptable in the true spirit of CSR. According to 

the Ho Chi Minh City Tax Department, since the inception in 1992, Coca-Cola 

Vietnam has repeatedly reported losses until the end of 2012 with total 

accumulated losses surpassing its initial investment. The loss of Coca-Cola 

Vietnam is not due to weak sales growth, because the actual production of the 

company still grows over 25% annually. Thus, technically, Coca-Cola Vietnam 

should have gone bankrupt. However, instead of shutting down or narrowing the 

scale of operations, in 2014 it continues to invest 210 million USD to expand 

business in Vietnam. Vietnam Tax Authorities has investigated the transfer pricing 

of Coca-Cola. However, the evidence to prove Coca-Cola Vietnam's transfer 

pricing is very weak as Coca-Cola Vietnam did it very sophisticatedly. Finally, 

after many government’s efforts, legislation and policy change on transfer pricing, 

by 2013 Coca-Cola Vietnam started to “be profitable” and pay income tax to the 

government. Coca-Cola Vietnam is an example of firms, which was forced 

successfully to move from zone 1 (socially unresponsive and profitable) to zone 2 

(socially responsive and profitable) in figure 3. Being socially responsive means 

not only carrying out charitable activities in the local community and environment 

but also realizing obligation towards local government. Coca-Cola Vietnam did not 

do it well in terms of the latter obligation and was forced to do it when the 
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governmental pressure and social awareness on this issue are rising. Finally, it 

understood that what it had done was wrong and caused damage to the society and 

its image as a well-governed corporation in terms of CSR. Coca-Cola Vietnam 

came to the compromise with the government and agreed to pay tax related to 

profit earned in the Vietnamese market. 

Limitations of the strategy of game-followers – METRO CASH & CARRY 

Vietnam 

Metro Cash & Carry is a German wholesaler giant in FMCG industry as it serves 

registered customers only. Core customer groups are hotels, restaurants, caterers, 

traders and other business professionals. Metro Vietnam started its operation in 

Vietnam in 2002 with initial capital of 120 million USD. As of now, it has been 

developed into 19 supermarkets nationwide with 5 thousand employees. In terms of 

CSR activities, Metro Vietnam organized many training courses for farmers to 

produce a clean product and to use energy effectively for cost saving and reducing 

environmental pollution. As a wholesaler, Metro Vietnam is a role model of 

effective energy user for its business partners as it has applied natural lighting 

system and has reduced electricity costs significantly in its stores leading to 

a reduction of 220 tons of CO2 emissions into the environment each year.   

After 12 years of operation (2002 to 2013), Metro Vietnam changed its business 

license 6 times, raising total investment capital in Vietnam to 300 million USD in 

May 2013. It is worth noting that during this period, Metro Vietnam continuously 

reported losses except the year 2010. Despite losses, Metro Vietnam continues to 

open outlets nationwide. As a result, tax inspectors took action and determined that 

there was an act of transfer pricing and required Metro Vietnam to reduce its 

losses, tax deduction and retrospectively collected due taxes. Due to the huge and 

unreasonable costs, of which the most notable is the cost of franchising paid to the 

parent company in Germany, being accounted to Metro Vietnam, the company had 

reported losses for ten consecutive years. In addition, the cost of salaries, bonuses 

for directors and foreign experts paid to Metro Cash & Carry in Germany is also 

a huge figure. Finally, after many tax scandals, mismanagements and troubles in 

market competition, changes of policy and regulations on the issue of transfer 

pricing, social unrest and pressure, Metro Vietnam had been forced to close down 

and sold to Thai investment giant in 2015.  

Metro Vietnam’s business activities were in zone 1 (socially unresponsive and 

profitable) for a very long time. Unlike Coca-Cola Vietnam, when the government 

intervenes on the issue of transfer pricing and the social unrest is rising, it was 

forced to move towards zone 3 (socially unresponsive and unprofitable), which 

certainly means a bankruptcy and close-down (unprofitable in a long-term). It was 

a planned action as Metro Cash & Carry wanted to restructure its portfolio of 

business units worldwide to reduce costs and enhance profitability globally and 

Metro Vietnam is among the weakest. For Metro Cash & Carry, when the profit 

perspective in Vietnam’s market is out of its interest, the CSR-related activities, 
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including improvement of relationships with social stakeholders and government, 

especially the local tax authority, are irrelevant.  

 

 
Figure 3. Strategic Moves of Analyzed Vietnamese Enterprises 

Notes: White zone (2) – to be carried out; Black zone (3) – to be avoided; 

Grey zones (1 and 4) – zones of dilemmas 

 

Discussion 

This article seeks solutions for companies to become winners in terms of gaining 

competitive advantages facing CSR policy and regulations change. In reality, not 

all companies, both game changers and game followers, are successful in gaining 

desired advantages. Game changers are usually socially responsive in business 

despite their profitability (in short time). For them, social responsibility and 

responsiveness come first; profitability is on the second range of importance. This 

is a business orientation of most of the Western corporations operating in the home 

market with very strict standards, rules and regulations on CSR. In our cases study 

we have dealt with Unilever Vietnam and KFC Vietnam, which are socially 

responsive because they believe that the CSR standards in developing countries, 

such as Vietnam, are rising as CSR policy is changing quickly. So, it is better to be 

ahead of the game that is to take a position as game-changers. The profitability of 

those corporations is different. But sooner (case of Unilever Vietnam) or later (case 

of KFC Vietnam) their business will gain a momentum and start to bring about 

profit as social responsibility instruments become effective. Game followers are 

usually socially unresponsive and operating at profit at the very first moment. 

However, in developing countries, in a longer run, it is unsustainable due to social 

pressure, governmental intervention and policy change toward higher CSR 

standards to conform to the global market. In our cases study we have dealt with 

Metro Vietnam and Coca-Cola Vietnam. As game followers, they have two 

choices. They have to exert all their effort to become more socially responsive 
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preserving at the same time their profitability as CSR standards and requirements 

are rising in developing countries, otherwise sooner or later they will be out of 

business. This is what Coca-Cola Vietnam strived to do overtime to reach higher 

CSR standards in all of its dimensions when compared to other global corporations 

operating in the Vietnamese market, especially in the beverage industry. The 

second choice, the choice of Metro Vietnam, is less popular. That is trying to 

preserve the status quo, to get the unchanged profitability with socially 

unresponsive manner over a long time. This is a very dangerous and unsustainable 

business approach as social pressures, government intervention and policy 

adjustment are in place to force on enterprises higher CSR standards that are 

characteristic for developed countries and the global market.  

Limitation and Conclusion 

The limitation of this research is not to conduct empirical study on a wide scale, 

referring to different industries and countries of origin of corporations operating in 

Vietnamese market and other criteria segmenting the enterprises due to the fact that 

the vast preference for qualitative research methods, especially the case study, in 

developing countries may indicate the difficulty of gathering precise and detailed 

input data for quantitative researches and limited fund for researches. Further 

researches should combine both in-depth case studies with statistical analysis of 

a larger sample of enterprises. The research result of this article may serve as 

preliminary and precondition for such further researches. The result of this study 

points out to the fact that managers in developing countries, in contrary to the 

developed markets, are most effective when they leverage their extant 

competencies and capabilities, rather than stretching to build new ones, i.e. social 

capabilities. Certainly, an integrated approach in responding to policy change and 

regulatory uncertainty leads to more viable long-run positions. The limitation 

consists in that if managers start implementing strategic move when they are too 

far from the ideal or do not have enough resource or power to do so or the business 

context is not favorable then it may not work. Normally, in developing countries, 

managers’ natural instinct is to fight against regulations, not to follow or precede 

them in contrary to managers in a developed market. Truthfully, they do not have 

or do not necessarily have to have long time horizon and far-reaching vision but 

myopically focus on both profitability and sustainability on a daily basis as the 

business context they face is dramatically and unpredictably changing.  
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ZDOBYWANIE PRZEWAGI KONKURENCYJNEJ DZIĘKI POLITYCE 

SPOŁECZNEJ ODPOWIEDZIALNOŚCI BIZNESU – PRZYPADEK 

PRZEDSIĘBIORSTW ZAGRANICZNYCH W WIETNAMIE 

Streszczenie: W artykule przedstawiono dwie powiązane ze sobą strategie, które należy 

zastosować wobec wyzwań związanych z odpowiedzialnością społeczną. Jako strategie 

zintegrowane, uznają one siły nierynkowe i społeczne, jednocześnie zajmując się 

tradycyjnymi problemami biznesowymi i uwzględniając rzeczywistość rynkową. 

Awangarda opowiadająca się za postępową polityką odpowiedzialności społecznej 

umożliwia firmom, graczom, na aktywne, a nawet proaktywne kształtowanie własnej 

strategii poprzez podnoszenie barier dla konkurentów dążących do rozwoju statusu 

tożsamości. Systematyczna zgodność z obowiązującymi i zmieniającymi się standardami 
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odpowiedzialności społecznej określonymi przez polityków i wspierana przez działaczy 

politycznych pozwala firmom, graczom, dostosować się do sytuacji we własnym tempie. 

W niniejszym artykule przedstawiono cztery studia przypadków w branży FMCG 

w Wietnamie, które pokazują, w jaki sposób niektóre firmy z powodzeniem wdrożyły te 

strategie, podczas gdy innym się to nie udało. 
Słowa kluczowe: FMCG, Strategia korporacyjna, zmiana polityki, CSR 

从企业社会责任政策变化中获取竞争优势 - 外国公司在越南的案例 

摘要：本文提供了两个相互关联的策略，用于面对企业社会责任挑战。 

作为综合战略，他们在处理传统业务问题和考虑市场现实时，既承认非市场和社会力

量倡导先进的社会责任政策的前卫使得公司，改变游戏规则的人能够通过增加竞争者

努力发展身份地位的障碍来积极甚至主动地制定自己的战略系统地遵循政策制定者

提出的当前和不断变化的社会责任标准，并得到政策活动家的支持，使公司，游戏追

随者能够按照自己的节奏适应形势本文介绍了越南快速消费品行业的四个案例研究，

重点介绍了一些公司如何成功实施这些战略而其他公司没有 

关键词：快速消费品，企业战略，政策变革，企业社会责任  
 

 

 


