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ABSTRACT. This study examines the effects of nation-

ality (U.S. vs. China) and personal values on managers’

responses to the Perceived Role of Ethics and Social

Responsibility (PRESOR) scale. Evidence that China’s

transition to a socialist market economy has led to wide-

spread business corruption, led us to hypothesize that

People’s Republic of China (PRC) managers would

believe less strongly in the importance of ethical and so-

cially responsible business conduct. We also hypothesized

that after controlling for national differences, managers’

personal values (more specifically, self-transcendence

values) would have a significant impact on PRESOR

responses. The hypotheses were tested using a sample of

practicing managers enrolled in part-time MBA programs

in the two countries. The results indicate that nationality

did not have a consistent impact on PRESOR responses.

After controlling for national differences, self-transcen-

dence values had a significant positive impact on two of

the three PRESOR dimensions. Conservation values such

as conformity and tradition also had a significant associa-

tion with certain dimensions of the PRESOR scale.

KEY WORDS: cross-cultural ethics, personal values,

Perceived Role of Ethics and Social Responsibility

(PRESOR) scale

Introduction

It is often suggested that differences in ethical deci-

sion-making will exist across cultures or nations, and

much recent empirical research has documented the

presence of such differences (e.g., Ahmed et al.,

2003; Batten et al., 1999; Blodgett et al., 2001).

One cross-cultural comparison that has received

increasing attention in recent years is that of tradi-

tional Western cultures vis-à-vis the People’s

Republic of China (PRC) (e.g., Brand and Slater,

2003; Whitcomb et al., 1998; Erdener, 1998). The

level of interest in business practices in the PRC is

certainly understandable in light of the increasing

prominence of China in the world economy, as well

as the distinctive nature of traditional Chinese cul-

ture in relation to the West.

The current paper seeks to contribute to research

on cultural differences between China and the West

by comparing U.S. and Chinese managers enrolled in

part-time MBA programs on a measure that seems to

have particular importance in the current global

economy: the perceived importance of ethics and
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social responsibility to the success of business orga-

nizations. Uncertainty regarding differences in the

perceived importance of ethical and socially respon-

sible business conduct is exacerbated by ongoing

shifts in the social, political, and economic environ-

ment of the PRC resulting from the transition from a

state-controlled to a socialist market economy. Many

observers have suggested that widespread corruption

followed in the wake of this transition, and that such

corruption has become systemic in Chinese society

(e.g., Wang, 2003). Others, while acknowledging

the presence of corruption and unethical business

practices, attribute it to the transitional state of Chi-

na’s economy, and suggest that market reforms will

eventually remedy the situation (Hanafin, 2002).

Due to the uncertainty and conflicting views

regarding the state of business ethics and social

responsibility in the PRC, ongoing research on the

attitudes of Chinese businesspeople seems warranted.

In addition to comparing current attitudes toward

ethics and social responsibility in the U.S. and China,

the current paper contributes to previous research on

the perceived importance of ethics and social respon-

sibility by examining the effects of personal values on

such perceptions.

The paper proceeds as follows. We first review

the literature on differences in business ethics be-

tween China and Western cultures, and then

examine the issues of business managers’ perceptions

of the importance of ethics and social responsibility,

and the potential effects of personal values on such

perceptions. The research methodology and findings

are then presented, followed by a discussion of the

findings and recommendations for further research.

Business ethics: China vs. the West

In light of China’s transition to a socialist market

economy and its growing prominence in the global

economic order, a great deal has been written

regarding potential differences in business ethics be-

tween mainland China and Western nations. While

much of this literature has been theoretical or con-

ceptual in nature (e.g., Enderle, 2001; Hanafin, 2002;

Koehn, 2001; Lu, 1997; Tam, 2002), empirical

studies have addressed a variety of issues relating to

potential cultural differences, including perceptions of

the role of guanxi or personal relationships in business

decision-making (e.g., Chan et al., 2002; Su et al.,

2003), the propensity for employee ‘‘whistle-blow-

ing’’ or external reporting of questionable behavior

(Chiu, 2003), and the experiences of Western com-

panies and expatriates doing business in China (Brand

and Slater, 2003; Millington et al., 2005). Most

comparative studies of ethical decision-making in

Chinese and Western societies have focused primarily

on two potential sources of divergence: (1) traditional

cultural differences; and (2) the effects of China’s

recent and ongoing transition to a market economy,

and related changes in the contemporary social,

political, and economic environment.

Differences in traditional cultures

Cultural differences in ethical decision-making are

most often discussed within the framework of

Hofstede’s (1991, 2001) typology, which includes

(1) individualism/collectivism, (2) uncertainty

avoidance, (3) power distance, (4) masculinity/

femininity, and (5) Confucian dynamism. Individu-

alism/collectivism refers to the extent to which a

culture values individual versus collective achieve-

ment or well-being. In individualist cultures,

employees primarily value personal achievement,

whereas collectivist cultures tend to place more

emphasis on the well-being of their ‘‘in-group’’ or

organization. Uncertainty avoidance refers to employ-

ees’ desire to avoid ambiguous or uncertain out-

comes. Power distance reflects the extent to which

employees are willing to accept unequal distribution

of power between superiors and subordinates. Cul-

tures in which large inequalities in power are ac-

cepted are referred to as ‘‘high-power-distance’’

cultures. The masculinity–femininity dimension mea-

sures the extent to which employees value masculine

(aggressive) or feminine (nurturing) goals. Hofstede

found that both male and female employees in

masculine cultures place a greater value on the

attainment of goals such as money, power, and rank

in their organization.

The last cultural dimension, Confucian dynamism,

deserves special consideration in this context, as it is

closely associated with traditional Chinese culture

(Hofstede and Bond, 1988). The term Confucian

dynamism is sometimes referred to as ‘‘long term

orientation’’, and it is often associated with the ex-
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tent to which a culture has a short-term or long-

term outlook. However, several distinct values are

associated with Confucian dynamism, including

persistence (perseverance), personal steadiness (reli-

ability), ordering relationships, thrift, a sense of

shame, respect for tradition, protecting your face,

and reciprocation (Hofstede and Bond, 1988).

Table I presents a comparison of the rankings of

the U.S., Taiwan, and Hong Kong1 on Hofstede’s

cultural dimensions. Two differences in these rank-

ings stand out. First, the U.S. is ranked number 1 on

individualism, whereas Hong Kong and Taiwan

were ranked 37 and 44, respectively. These differ-

ences reflect the common assertion that advanced

Western societies are very individualistic, while

Asian cultures have a much more collectivist ori-

entation. Indeed, the collectivist orientation of

Chinese societies is often attributed to the influence

of Confucianism, with its emphasis on respect for

brotherhood, social harmony, and protection of

the interests of one’s in-group (e.g., Su et al.,

2003; Whitcomb et al., 1998). The second striking

difference is also a reflection of influence of tradi-

tional Confucian values – the Confucian dynamism

dimension. Hong Kong and Taiwan ranked 2, and

3, respectively, on long-term orientation. The U.S.,

in contrast, ranked 27.

The potential implications of these differences be-

tween Chinese and Western cultures on Hofstede’s

dimensions have often been noted by business ethics

researchers, although these implications do not appear

to be generalizable across a broad range of ethical is-

sues. For instance, Vitell et al. (1993) proposed that

business practitioners from collectivist cultures are

more likely to be influenced by informal professional,

industry, and organizational norms than their coun-

terparts from more individualist cultures. If such

‘‘informal norms’’ support questionable or unethical

behavior, it may thus be argued that business practi-

tioners from collectivist cultures will have lower eth-

ical standards. An example of one such informal

business norm is the widely discussed practice of gu-

anxi, or the cultivation of personal relationships

through such activities as gift-giving, which is indeed

often attributed to the collectivist nature of traditional

Chinese society (Hwang, 1987; Su and Littlefield,

2001; Su et al., 2003). As discussed in a subsequent

section, support for guanxi has been found to be

negatively correlated with belief in the importance of

ethical and socially responsible business behavior (Ang

and Leong, 2000). Woodbine (2004), noting the

association between collectivism and certain tradi-

tional Chinese practices such as guanxi, also argued that

a collectivist orientation would foster unethical busi-

ness behavior. On the other hand, Vitell et al. (1993),

Lu et al. (1999) and Blodgett et al. (2001) argue that

collectivist cultural norms will increase the likelihood

that business practitioners will adhere to deontological

ethical principles, and will place organizational or

group interests before their own self-interest. This

argument implies that for some types of ethical issues

(e.g., stealing from or cheating one’s employer),

employees from collectivist cultures may have higher

ethical standards than their counterparts from more

individualist societies.

Similar inconsistencies exist regarding the potential

impact of Confucian dynamism on ethical decision-

making. Lu et al. (1999) suggest that, because it is

associated with thrift, persistence, and a sense of

shame, high levels of Confucian dynamism will lead

individuals to be very conscious of what constitutes

improper behavior and to avoid such behavior. They

argue that such individuals will be likely to obey rules,

fulfill societal expectations, and place the interests of

others before themselves. On the other hand, it has

been argued that other aspects of Confucian dyna-

TABLE I

Comparison of selected countries on Hofstede’s

cultural dimensions

Country ranking

U.S. Taiwan Hong Kong

Individualism/

Collectivisma,b
1 44 37

Confucian Dynamismc 27 3 2

Power Distance 38 29–30 15–16

Uncertainty Avoidance 43 26 49–50

Masculinity/Femininity 15 32–33 18–19

Source: Hofstede (2001), Exhibit A5.1.
a1 = highest rank.
bA high (low) rank on this dimension represents an

individual (collective) orientation.
cThe People’s Republic of China was not included in

Hofstede’s tabular comparison, but it was separately

reported that PRC participants ranked number 1 on

Confucian Dynamism.
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mism, such as protecting face (mianzi) and reciproca-

tion, will have a negative impact on ethical decision

making in a business context. Woodbine (2004) sug-

gests that reciprocity (also associated with guanxi) and

personal steadiness or reliability (associated with loy-

alty), may foster unethical work practices. Citing re-

search by McDonald and Kan (1997), which

documented correlations between mianzi and prac-

tices such as concealing personal errors, protecting

dishonest co-workers, and avoiding internal whistle-

blowing, Woodbine (2004) argues that Confucian

dynamism will have a negative impact on business

ethics.2 Ang and Leong (2000) also found that mianzi

had a negative effect on belief in the importance of

ethical and socially responsible business behavior.

The foregoing discussion illustrates that it is often

difficult to make predictions regarding the effects of

traditional cultural differences on ethical decision-

making. This difficulty has been exacerbated by

the recent and ongoing transition of the PRC to a

socialist market economy, as discussed in the next

section.

Contemporary developments in China

Although traditional cultural values are relatively

stable and persistent (Hofstede, 1991), changes in

such values may occur over time, and may be

precipitated by changes in social, political, and

economic environments. Indeed, business ethics

researchers have often recognized the potential im-

pact of changes in social, political, and economic

environments on ethical decision-making, and sug-

gested that such contemporary developments should

be considered along with traditional cultural differ-

ences. For instance, Axinn et al. (2004, p. 106) argue

that the attitudes of Ukrainians ‘‘...may reflect the

complex currents of transitional economies. The

shift from Soviet socialism to Ukrainian nationhood

and a market-focused economy in recent times may

lead respondents there to quite mixed beliefs and

personal values.’’ Vynoslavska et al. (2005) report

that Ukrainian business professionals have less strin-

gent ethical attitudes than their U.S. counterparts,

and attribute this difference to the Ukrainian tran-

sition from a socialist to a market-based economy.

A similar transition has been ongoing in the PRC

since the initiation of market reforms in 1978

(Harvey, 1999; Redfern, 2005; Redfern and Craw-

ford, 2004a; Wang, 2003). Several recent studies

have concluded that the ethical decisions of mainland

Chinese now reflect a mixed influence of traditional

Confucian values and an emerging ‘‘market ethic’’

(e.g., Redfern and Crawford, 2004a; Whitcomb

et al., 1998; Erdener, 1998),3 and there is ample

reason to believe that the transition to a market-based

economy has been characterized by behavior that is

less than ethical and socially responsible. It has been

argued that the very process of privatization of state-

owned enterprises has been rife with corruption,

with most of the benefits being realized by govern-

ment officials and the wealthy elite. Wang (2003,

p. 120) summarized the situation as follows:

As markets expanded, polarization between wealth and

poverty, capital flight, social inequity, the environ-

mental crisis, unemployment, corruption, and similar

phenomena rapidly spread and the social need for the

protection of basic fairness (that is, social benefits and

insurance) became more acute by the day. This finally

reached the point that neoliberalism was obliged to

employ the theory of ‘‘transition’’ to maintain its

myths of free markets and globalization.

Wang (2003, p. 186) goes on to argue that systemic

corruption in the PRC has ‘‘...seeped into every

aspect of the political, economic, and moral spheres,

giving rise to serious social inequities at every level.’’

Young (2002, p. 37) notes that

Chinese enterprises are increasingly liberated from

welfare functions and allowed to get down to the

simple business of showing a profit. Some of the most

economically dynamic sectors of the economy...have

thrived in an almost completely unregulated environ-

ment...China has no remotely comprehensive or

effective enforcement mechanisms. Many of these

frontier industries have been highly polluting and have

offered rock-bottom wages and minimal health and

safety standards to non-unionized rural migrants, of

whom there is nonetheless a steady supply.

This is certainly not a picture of a business environ-

ment that can be characterized as ethically or socially

responsible, and such a portrayal raises doubts about

whether managers embedded in such an environ-

ment will believe that success may be attained

through ethical and socially responsible behavior.
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Evidence of unethical and irresponsible business

practices in the wake of China’s transition to a market

economy has also been widely reported in the aca-

demic literature on management and business ethics.

Based on discussions with Chinese officials, Harvey

(1999) concluded that the development of business

ethics and professional morality had not kept pace

with market reforms in the PRC, and that traditional

Confucian notions of commercial ethics, which were

long-established in ‘‘old China’’, had seriously

deteriorated as a result of market reforms.4 He

summarized the view of one Chinese official as fol-

lows: ‘‘...under the socialist market economy, pro-

fessional morality has been weakened, the sense of

social responsibility...dimmed and the phenomenon

of money-worship has grown’’ (Harvey, 1999, p.

85). Another official lamented that ‘‘...the traditional

culture has not been discarded thoroughly [but] it is

unavoidable that some foreign, decadent and philis-

tine market culture disseminates in China during the

process of reform and opening to the outside world’’

(Harvey, 1999, p. 86). Tam (2002, p. 304) charac-

terizes the contemporary business environment in the

PRC as rife with ‘‘[c]orruption, stock market

manipulation, tax cheating, fraudulent dealings, all

manners of plundering of state assets and the lack of

shareholders’ rights.’’ Wright et al. (2003, p. 180)

note that ‘‘[d]espite long standing, widespread and

highly publicized efforts by government to isolate

and to root out corruption, illegal business practice

remains a problem’’ in the PRC. Millington et al.

(2005, p. 255) report that UK companies operating in

China experience significant problems with ‘‘gift-

giving’’ that is associated with ‘‘illicit payments,

corruption and the pursuit of self-interest.’’ In rec-

ognition of the unethical and sometimes inhumane

treatment of employees in the PRC, Fox et al.

(2005) suggest that businesses considering foreign

direct investment in China should consider the per-

sonal costs of association with such practices.

Chan et al. (2002) found that less-ethical Chinese

business executives tend to be younger, and that a

greater number of their less-ethical and guanxi-

oriented subjects were employed by privately owned

firms and joint ventures, rather than state-owned

enterprises. Based on these findings, they argue that

market pressure for profits and growth in private

enterprises has led to a recent deterioration in busi-

ness ethics. Chiu et al. (1998) report that, compared

with older generations, young adults in Guangzhou

place a much higher value on salary and a much

lower value on social contribution when evaluating

the social standing of an occupation, a finding that

does not seem to bode well for the future state of

social responsibility. Wright et al. (2003) found that

a sizeable minority of their survey respondents (40%)

downplayed the harmful effects of corruption and

bribery on China’s international image, a finding

that led them to suggest that corruption may be

becoming more systemic. They also found much

disagreement among their respondents regarding

whether corruption in the PRC has been increasing

or decreasing in recent years, with approximately

half of participants arguing that corruption is still on

the rise. Based on a review of the recent business

ethics literature, Redfern and Crawford (2004b)

conclude that Chinese subjects are less idealistic, less

concerned with humanitarianism, and more con-

cerned with self-interest and economic consider-

ations such as profit than their Western counterparts.

The argument that the transition to a market

economy has led to deterioration in the morality of

Chinese citizens has certainly not gone unchal-

lenged. Hanafin (2002, p. 2) points out that there has

been a great deal of debate among Chinese intel-

lectuals regarding the relationship between market

reforms and morality, and distinguishes between two

basic positions on the issue: (1) the ‘‘slippery slope

thesis’’, which holds that market reforms lead to

moral regression; and (2) the ‘‘climbing the slope

thesis’’, which holds that market reforms will lead to

moral progress. Proponents of the slippery slope

thesis base their arguments on evidence of negative

social and business phenomena such as the rampant

spread of unethical business practices and corruption

of power during the period of market reforms.

Proponents of the climbing the slope thesis, on the

other hand, base their position primarily on theo-

retical arguments of economists such as Adam Smith

and J. S. Mill regarding the positive effects of capi-

talism on a society’s morals (Hanafin, 2002, p. 5).

Supporters of this position usually dismiss the

apparent negative effects of market reforms as the

short-term consequences of disorder and chaos that

arise during the transitional phase of market reforms,

or similarly, the result of structural inadequacies in

China’s social system that left it unprepared for

market reforms.5
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The argument that the negative impact of market

reforms in the PRC may be attributed to structural

inadequacies has also been echoed in the business ethics

literature. Snell and Tseng (2002, p. 449) suggest that

the contemporary business environment in China

is plagued by ‘‘[a] weak legal system, weak civic

accountability, market distortions, public cynicism, and

workforces lacking moral self-efficacy’’, and that these

conditions hinder the development of positive moral

atmosphere in business organizations. Tam (2002)

similarly argues that rampant corruption in the Chinese

business community may be attributed to a lack of the

social, political, legal and economic infrastructures

necessary for the effective functioning of capitalist

markets during the recent economic transition.

Regarding the current state of business ethics and

social responsibility in China, it should be noted

that even the ‘‘climbing the slope thesis’’ may be

interpreted as evidence of a current state of moral

depravity. The phrase ‘‘climbing the slope’’ acknowl-

edges that there is currently an uphill battle to be fought

in promoting ethical and socially responsible business

practices, and also suggests that standards of ethics and

morality in the Chinese business community may be

expected to improve in the future. The wide

acknowledgement of unethical business practices in the

wake of market reforms, coupled with suggestions that

this is a temporary or ‘‘transitional’’ phase implies the

need for ongoing empirical research on business ethics

in the PRC. In the next section, we will examine more

closely a particular aspect of business ethics that has

received recent attention, the perceived importance of

ethics and social responsibility, and develop hypotheses

regarding the effects of both cross-national differences

and managers’ personal values on this construct.

The perceived importance of ethics

and social responsibility

One factor that seems likely to have a significant

impact on the propensity of business managers to

engage in ethical or socially responsible behavior is

the extent to which they believe such behavior is

critical for the success and survival of the business.

Singhapakdi et al. (1996, p. 1132) argue that the

perceived importance of ethics and social responsi-

bility to organizational effectiveness ‘‘...is likely to be a

key determinant of whether or not an ethical problem

is even perceived in a given situation as well as a

determinant of variables such as deontological norms

and importance of stakeholders, among others.’’

Singhapakdi et al. (2001, p. 134) acknowledge that,

‘‘This is a pragmatic view based on an argument that

managers must first perceive ethics and social

responsibility to be vital to organizational effectiveness

before their behaviors will become more ethical and

reflect greater social responsibility.’’ Thus, from a

practical perspective, the perceived importance of

ethics and social responsibility to organizational suc-

cess is likely to be an important determinant of actual

business behavior, and thus this appears to be a topic

worth further study in business ethics literature.

Singhapakdi et al. (1995, 1996) developed a scale

for the measurement of the Perceived Role of Ethics

and Social Responsibility (PRESOR) in organiza-

tional success. The starting point for scale develop-

ment was the Organizational Effectiveness Menu,

which was developed by Kraft and Jauch (1992) and

used in several studies (e.g., Kraft, 1991; Kraft and

Singhapakdi, 1991, 1995). The items included in the

PRESOR scale are illustrated in Appendix A,

grouped into the two broad categories identified by

Axinn et al. (2004): the stockholder view and the

stakeholder view.6 As the name suggests, the items

included under the ‘‘stockholder view’’ heading

reflect a rather limited and narrow view of corporate

obligations that emphasizes the importance of prof-

itability and obligations only to stockholders, i.e.,

this is a view that appears consistent with Friedman’s

(1962) argument that the only responsibility of

business is to make a profit. Since all the items in-

cluded in this dimension are reverse-scored, higher

scores indicate agreement with the proposition that

organizational success depends on more than prof-

itability and stockholder satisfaction. The items

included under the ‘‘stakeholder view’’ heading

recognize the importance of ethics and social

responsibility to organizational survival and success,

the compatibility of ethics and social responsibility

with profitability, and the general obligations of

businesses beyond mere profitability.

Effects of cross-national differences

Singhapakdi et al. (2001) suggest that cross-national

differences in culture, economic development, and
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the legal/political environment will all contribute to

differences in the perceived importance of ethics and

social responsibility. As previously discussed, it is

difficult to make cross-national directional predic-

tions on the basis of Hofstede’s cultural dimensions.

This difficulty is evidenced by the fact that the few

studies that have tested for international differences

in PRESOR responses have provided seemingly

inconsistent arguments for the directionality of national

differences, and have stopped short of hypothesizing

specific directional differences based on culture or

nationality.

For instance, Axinn et al. (2004, p. 106) first

suggest that, due to their more collectivist orienta-

tion, Malaysian MBA students may strongly endorse

stakeholder views, but then concede that it could

also be argued that they will more strongly support a

stockholder view due to the similarity of the

Malaysian environment and Hong Kong.7 Their

findings indicate that Malaysian students scored

much higher on the stockholder view than students

from either the U.S. or Ukraine, but there were no

significant differences between the three countries

on either of the stakeholder views. In contrast to

Axinn et al.’s (2004) suggestion that a collectivist

orientation would lead to endorsement of a stake-

holder view, Singhapakdi et al. (2001) argued that

collectivism would lead to a greater concern for

protecting the interests of one’s organization vis-à-

vis external stakeholders, and thus less concern for

ethics and social responsibility.8

Based on their higher rankings on collectivism

and power distance and lower rankings on uncer-

tainty avoidance, Singhapakdi et al. (2001) proposed

that Malaysian marketers would attach less impor-

tance to the role of ethics and social responsibility

than marketers from Australia, South Africa, and the

U.S. On the other hand, a lower ranking on mas-

culinity led to the suggestion that Malaysians would

attach more importance to ethics and social

responsibility, and the effects of Asian cultures’

higher ranking on Confucian dynamism were

judged to be indeterminate. The empirical results

indicated that Malaysians attached less importance to

each of the seven PRESOR items tested than their

Western counterparts, and the differences were sta-

tistically significant for five of the seven items. These

examples once again demonstrate the presence of

inconsistencies and inconclusiveness among

researchers regarding the directional impact of

Hofstede’s traditional cultural dimensions, as well as

the fact that national differences in these dimensions

are not likely to all point in a single direction.

Obviously, a priori predictions of directional differ-

ences based on these cultural dimensions are difficult

to make.

Singhapakdi et al. (2001) also propose that dif-

ferences in the economic and legal/political envi-

ronments will affect the perceived importance of

ethics and social responsibility. Here we find a more

firm basis for making directional predictions. More

developed economies such as the U.S. tend to have

higher societal expectations for ethics and social

responsibility, and legal environments designed to

discourage unethical or irresponsible behavior and

ensure accountability. As previously noted, the

contemporary Chinese business environment has

been characterized as having a poorly developed

legal system and weak accountability mechanisms

(e.g., Snell and Tseng, 2002). In addition, research

previously reviewed suggests that China’s transition

to a market economy has led to a decline in standards

of business ethics and social responsibility in the

PRC. These observations clearly imply that business

practitioners from China are not likely to feel that

ethics and social responsibility are especially impor-

tant for organizational survival.9

Recent empirical findings also suggest that Chi-

nese societies may place a relatively low value on the

importance of ethics and social responsibility to

business success. Ang and Leong (2000) found that

support for traditional Chinese business values,

including guanxi and mianzi (face), were negatively

correlated with scores on the PRESOR scale among

undergraduate business students in Hong Kong and

Singapore. Burton et al. (2000) compared under-

graduate business students from the U.S. and Hong

Kong on the Aupperle corporate social responsibility

orientation scale (Aupperle, 1984), concluding

that Hong Kong students place more weight on

economic responsibilities and less weight on non-

economic responsibilities (including the legal, ethi-

cal, and discretionary components of CSR) than

U.S. students. In a study of undergraduate students

from six countries (China, Egypt, Finland, Korea,

Russia, and the U.S.), Ahmed et al. (2003) found

that students from the PRC scored particularly low

on certain dimensions of the PRESOR scale. Al-
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though these findings should not be generalized to

practicing managers, they clearly suggest that man-

agers from the U.S. will believe more strongly in the

importance of ethics and social responsibility than

their Chinese counterparts. This discussion leads to

the following hypothesis:

Hypothesis 1: Business managers from the United States

will believe more strongly in the importance of

ethics and social responsibility to organizational

success than those from the People’s Republic of

China.

Effects of Personal Values

Personal values have been a frequent topic of re-

search in the social sciences for many years. In his

influential book, Rokeach (1973, p. 5) defined a

value as ‘‘an enduring belief that a specific mode of

conduct or end-state of existence is personally or

socially preferable to an opposite or converse mode

of conduct or end-state of existence.’’ Values can be

distinguished from similar concepts such as attitudes

because the former are relatively enduring beliefs

that transcend specific objects or situations, whereas

the latter are focused on a specified object or situa-

tion (Rokeach, 1973). Since they occupy a central

position within one’s cognitive makeup, values may

be viewed as determinants of specific attitudes and

behavior. Rokeach (1973) assumed that values play a

pervasive role in defining human behavior, stating

that,‘‘the consequences of human values will be

manifested in virtually all phenomena that social

scientists might consider worth investigating and

understanding.’’

Research in the social sciences has found that

values do affect a wide variety of attitudes (e.g.,

attitudes toward civil rights, international affairs,

religion) and behaviors (e.g., church attendance,

political activism, classroom cheating, choice of

academic major) (Mayton et al., 1994). The poten-

tial influence of personal values on decision-making

in business and organizational contexts has also been

recognized for many years (e.g., Learned et al.,

1959; England, 1967). More recently, the influence

of personal values on ethical judgments has been

formally recognized in models of ethical decision-

making in organizations. For example, Hunt and

Vitell (1991) included values in their model as one of

several personal characteristics that potentially

influence all phases of the ethical decision process.

The role of personal values in ethical decision-

making was also explicitly recognized in the Ferrell

and Gresham (1985) model.

Building on the early work of Rokeach on the

structure and content of human values, Schwartz

(1992, 1994) attempted to identify universal values

that are present in all cultures. The Schwartz value

instrument includes 56 items that can be grouped

into 10 value types, as illustrated in Appendix B. In a

large-scale study involving over 25,000 participants

from 44 nations, Schwartz (1994) found that these

10 value types are present and related to each other

in consistent ways across cultures. Schwartz also

found that his ten value types can be further col-

lapsed into four value categories or orientations: (1)

self-transcendence, (2) self-enhancement, (3) open-

ness, and (4) conservation. Self-transcendence includes

the altruistic value types of universalism and

benevolence. Self-enhancement, in contrast, includes

the more egoistic values relating to personal power

and achievement. Openness is comprised of three

values types: self-direction, stimulation, and hedo-

nism. The fourth value orientation, conservation, in-

cludes tradition, conformity, and security.

Hemingway and Maclagan (2004) recently argued

that managers’ personal values will have a significant

impact on their attitudes and behavior regarding

corporate social responsibility (CSR). Citing previ-

ous research, which demonstrates that the impetus

for pro-social corporate behavior often comes from a

select group of managers, they suggest that the role

of personal (vis-à-vis corporate) character or values

in promoting CSR is an understudied issue. Hem-

ingway (2005) similarly argues that personal values

may motivate corporate social entrepreneurship.

However, these authors do not discuss in detail the

potential influence of specific personal values such as

those measured by the Schwartz values instrument

on attitudes toward corporate ethics and social

responsibility.

In general, it may be argued that a propensity for

self-transcendence should be positively associated

with support for corporate ethics and social

responsibility. Universalism values, such as social

justice, equality, a world of beauty, protecting the

environment, and unity with nature have clear rel-

evance for corporate ethics and social responsibility.
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Many social responsibility initiatives, such as work-

ers’ safety and human rights, are closely related to

issues such as social justice and equality. Values such

as a world of beauty and protecting the environment

are also closely associated with social responsibility

issues such as corporate environmental impacts. The

other self-transcendence value category, benevo-

lence, should also be associated with support for

ethical and socially responsible behavior. Heming-

way and Maclagan (2004) argue that benevolence in

the form of philanthropy should be positively associated

with social responsibility initiatives. More generally,

the Schwartz benevolence values, including items

such as honest, helpful, loyal, responsible, forgiving,

meaning in life, and a spiritual life, reflect an ori-

entation toward ethical and altruistic behavior.

Individuals who place a high priority on ethical and

altruistic behavior should more strongly support

ethics and social responsibility in a business or cor-

porate context.

In previous sections, it was argued that it is difficult

to make directional predictions based on national

culture that can be generalized across a broad range of

ethical issues. This difficulty is due to the fact that

nationality or country is a rather rough measure that

may reflect the effects of many variables, including

differences in traditional cultures, as well as various

social, political, and economic factors. If personal

values are relatively invariant across cultures and if

they do indeed affect attitudes toward ethics and

social responsibility, then we would expect to find

this effect after controlling for national differences.

Accordingly, we propose the following hypothesis:

Hypothesis 2: After controlling for national differences,

self-transcendence values (universalism and

benevolence) will be positively associated with

support for corporate ethics and social responsi-

bility, as measured by the PRESOR scale.

The relationship between the other Schwartz value

types and PRESOR responses appears to be less

apparent. It could be argued that values such as self-

enhancement should be negatively correlated with

PRESOR responses, based on the logic that a more

‘‘selfish’’ personality, one that craves power and

achievement, is inconsistent with ethical and socially

responsible behavior. However, the relationship here

seems to be less direct than in the case of self-tran-

scendence values. A desire for achievement and power

on a personal level does not necessarily conflict with

support for ethical and socially responsible corporate

behavior, which involves endorsement of pro-social

behavior from a broader, societal perspective. A sim-

ilar argument applies to openness values such as

hedonism, stimulation, and self-direction. Values such

as pleasure, enjoying life, exciting life, creativity,

independent, and choosing own goals again may

suggest a somewhat selfish personality orientation, but

do not necessarily conflict with support for corporate

ethics and social responsibility.

A review of the conservation values raises a

number of questions regarding their relationship

with attitudes toward corporate ethics and social

responsibility. Security values such as national

security, family security, a sense of belonging, clean,

and healthy would not appear to be closely related

with attitudes toward pro-social corporate behavior.

The conformity category includes the values obe-

dient, honor parents, politeness, and self-discipline.

Such values suggest a capacity for self-transcen-

dence10 in the sense of respect for others and self-

restraint, but are not as closely related to ethical or

altruistic behavior as the universalism or benevo-

lence values. Similar logic applies to tradition values

such as humble, moderate, accepting portion in life,

and respect for tradition. Due to the lack of a clear

association between the self-enhancement, open-

ness, and conservation values and attitudes toward

corporate ethics and social responsibility, we raise

the following research question:

RQ 1: Is there an association between self-enhance-

ment, openness, and conservation values and

support for corporate ethics and social responsi-

bility, as measured by the PRESOR scale?

Method

Participants completed native language versions of the

PRESOR scale and the Schwartz (1992) values

instrument, along with a demographic questionnaire.

The instrument was translated from English to Man-

darin Chinese, and independently back-translated

with the resolution of all discrepancies. The items

included in the PRESOR scale are illustrated in

Values and the Perceived Importance of Ethics and Social Responsibility: The U.S. versus China 273



Appendix A. The PRESOR scale has been used in

numerous studies (e.g., Singhapakdi et al., 1995,

1996, 2001; Vitell et al., 2003), and has been found to

have acceptable reliability and validity. For example,

the internal reliability of the PRESOR subscales has

generally ranged from 0.6 to 0.7 (Singhapakdi et al.,

1995, 1996). Responses were provided on a nine-

point scale anchored on ‘‘strongly disagree’’ and

‘‘strongly agree.’’ As indicated in Appendix A, five of

the PRESOR items were reverse scored, so that

higher values for responses to this scale always indicate

endorsement of the importance of ethics and social

responsibility to organizational success. Responses to

the Schwartz values instrument (Appendix B) are

provided on a 9-point scale ranging from ) 1 (for

values that are opposed to a participant’s values) to

7 (for values of extreme importance).

Participants were practicing managers enrolled in

selective part-time, general MBA programs in the

U.S. and the PRC. Both samples were comprised of

working adults. Although the MBA programs in the

two countries appear to be comparable, it should be

acknowledged that our sample potentially confounds

the effects of national differences and MBA program

differences. In addition, as students in selective MBA

programs, our participants cannot be assumed to be

representative of the broader populations of business

managers in the respective countries.

The research instrument was completed as an in-

class exercise, and participation was voluntary. A

summary of demographic data for the sample is

provided in Table II. The sample was approximately

40% female in total and by country. The average age

for the pooled sample and by country was slightly

over 30 years. The U.S. participants had an average

of approximately 9 years of professional/managerial

experience, compared with 6.4 years for the Chi-

nese participants; however, as will be discussed later,

experience levels did not have a significant impact

on the dependent variables of interest.

Results

PRESOR responses

A summary of responses to the PRESOR scale is

provided in Table III. As indicated in the table,

statistically significant differences in the level of

support for 9 of the 13 items were found across

nationalities. However, contrary to Hypothesis 1,

U.S. participants did not consistently rate the

importance of ethics and social responsibility higher

than the Chinese. Interestingly, the results appear to

be markedly different for the stockholder view vs.

the stakeholder view items. The mean differences for

four of the five stockholder view items were statis-

tically significant, and for three of these four differ-

ences the responses of Chinese participants were

significantly lower (at the 0.01 level) than those of

U.S. participants. Since all of the stockholder view

items are reverse scored, this pattern of responses

indicates that Chinese managers tend to adhere more

closely to a traditional stockholder view, more

strongly endorsing statements such as ‘‘If the survival

of the business enterprise is as stake, then you must

forget about ethics and social responsibility’’ and ‘‘If

the stockholders are unhappy, nothing else matters.’’

The mean differences for five of the eight stake-

holder view items were also statistically significant. For

four of these five items, Chinese participants scored

higher than those from the U.S., strongly supporting

statements such as ‘‘The ethics and social responsibility

of a firm is essential to its long-term survival’’,

‘‘Business ethics and social responsibility are critical to

the survival of a business enterprise’’, and ‘‘Business

has a social responsibility beyond making a profit.’’

The only stakeholder view item endorsed more

strongly by U.S. managers than by the Chinese was

the statement ‘‘Social responsibility and profitability

can be compatible.’’ Thus, contrary to Hypothesis 1,

the overall pattern of results for the stakeholder view

TABLE II

Summary of demographic data

U.S. China Pooled

Number of

participants

96 215 311

Gender

Male 42 86 128

Female 54 129 183

Agea 32 (6.6) 30 (4.2) 31 (5.2)

Experiencea 9.2 (5.9) 6.4 (3.5) 7.2 (4.6)

aReported numbers are mean responses; numbers in

parentheses are standard deviations.
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items seems to indicate that Chinese managers view

ethics and social responsibility as more critical to

business success than their U.S. counterparts.

PRESOR factor analysis

A principal components factor analysis with varimax

rotation and Kaiser normalization was used to test

the dimensionality of the PRESOR scale. A sum-

mary of the factor loadings is provided in Table IV.

Three factors with eigenvalues in excess of 1

emerged. As indicated in Table IV, the reliability of

these factors (based on Cronbach alpha values)

ranged from 0.59 to 0.75, and the factors collectively

explained approximately 50% of the variance.

The five stockholder view items all loaded on a

single dimension (referred to herein as ‘‘Stock-

holder View’’) that explained approximately 22% of

the variance. The stakeholder view items loaded on

two separate factors. The first stakeholder view

factor, which we will refer to simply as ‘‘Impor-

tance’’, explained approximately 18% of the vari-

ance. This factor includes statements that

acknowledge social responsibility obligations

(‘‘Business has a social responsibility beyond making

a profit’’ and ‘‘A firm’s first priority should be

employee morale’’), recognize the importance of

ethics and social responsibility to long-term busi-

ness survival and success (‘‘The ethics and social

responsibility of a firm is essential to its long-term

profitability’’ and ‘‘Business ethics and social

responsibility are critical to the survival of a busi-

ness enterprise’’), and equate ethics and social

responsibility with success (‘‘Being ethical and so-

cially responsible is the most important thing a firm

TABLE III

PRESOR responses

U.S. China Pooled

Stockholder view (all items reverse scored):

The most important concern for a firm is making

a profit, even if it means bending or breaking the rules.

6.76 (2.03) 6.93 (2.46) 6.88 (2.33)

To remain competitive in a global environment, business

firms will have to disregard ethics and social responsibility.

7.27 (1.73) 7.84 (2.06) 7.67* (1.98)

If survival of a business enterprise is at stake, then you must

forget about ethics and social responsibility.

7.41 (1.69) 6.51 (2.43) 6.78** (2.27)

Efficiency is much more important to a firm than whether or not

the firm is seen as ethical or socially responsible.

6.20 (2.06) 5.01 (2.40) 5.38** (2.37)

If the stockholders are unhappy, nothing else matters. 6.60 (1.91) 5.13 (2.44) 5.59** (2.38)

Stakeholder view:

Being ethical and socially responsible is the most important

thing a firm can do.

7.23 (1.63) 7.53 (1.75) 7.44 (1.72)

The ethics and social responsibility of a firm is essential to its

long-term profitability.

7.55 (1.68) 8.13 (1.41) 7.95** (1.52)

The overall effectiveness of a business can be determined

to a great extent by the degree to which it is ethical

and socially responsible.

5.92 (2.00) 6.37 (2.17) 6.23 (2.12)

Business ethics and social responsibility are critical to the

survival of a business enterprise.

7.16 (1.60) 7.77 (1.70) 7.58** (1.69)

A firm’s first priority should be employee morale. 6.23 (1.78) 6.69 (1.81) 6.55* (1.80)

Business has a social responsibility beyond making a profit. 7.70 (1.25) 8.35 (1.05) 8.15** (1.15)

Social responsibility and profitability can be compatible. 7.86 (1.35) 7.29 (1.86) 7.47** (1.74)

Good ethics is often good business. 7.57 (1.78) 7.42 (1.73) 7.47 (1.75)

Reported numbers are mean responses; numbers in parentheses are standard deviations.

For responses marked * (**), mean differences are significant at the 0.05 (0.01) level.
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can do’’ and ‘‘The overall effectiveness of a business

can be determined to a great extent by the degree

to which it is ethical and socially responsible’’). The

second stakeholder view factor, which we will refer

to as ‘‘Compatibility’’, is comprised of two items

that address the compatibility of ethics and social

responsibility with business success (‘‘Social

responsibility and profitability can be compatible’’

and ‘‘Good ethics is often good business’’). It

should be noted that the pattern of factor loadings,

factor reliabilities, and the overall percentage of

variation explained by the three factors in the

current study are all roughly comparable with those

reported by Axinn et al. (2004).11

Effects of Values on PRESOR Responses

To test the relationship between values and

PRESOR responses (Hypothesis 2 and Research

Question 1), scales were constructed by computing

the mean values for the 10 Schwartz value

dimensions and the three PRESOR factors for each

participant. Univariate Analysis of Covariance

(ANCOVA) models were then used to test the

relationships of interest. In addition to the ten value

dimensions, participants’ experience level was in-

cluded as a covariate in each of the models to

control for possible experience effects. The models

included between-subjects factors for country (U.S.

TABLE IV

PRESOR factors

Factor loadings

1 2 3

Factor 1 – Stockholder view:

The most important concern for a firm is making a

profit, even if it means bending or breaking the rules.

0.765

To remain competitive in a global environment,

business firms will have to disregard ethics and

social responsibility.

0.705

If survival of a business enterprise is at stake, then you

must forget about ethics and social responsibility.

0.804

Efficiency is much more important to a firm than whether

or not the firm is seen as ethical or socially responsible.

0.667

If the stockholders are unhappy, nothing else matters. 0.435

Factor 2 – Importance:

Being ethical and socially responsible is the most important

thing a firm can do.

0.556

The ethics and social responsibility of a firm is essential to

its long-term profitability.

0.649

The overall effectiveness of a business can be determined to

a great extent by the degree to which it is ethical and

socially responsible.

0.587

Business ethics and social responsibility are critical to

the survival of a business enterprise.

0.636

A firm’s first priority should be employee morale. 0.602

Business has a social responsibility beyond making a profit. 0.537

Factor 3 – Compatibility

Social responsibility and profitability can be compatible. 0.696

Good ethics is often good business. 0.548

Percentage of variance explained 22.2% 18.4% 8.8%

Cronbach alpha 0.755 0.691 0.590
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TABLE V

ANCOVA models

Mean square F-value Significance

Panel A: Dependent variable – Stockholder view

Intercept 103.3 65.7 0.000

Covariates

Power 1.9 1.2 0.264

Achievement 0.9 0.6 0.428

Hedonism 5.5 3.5 0.063

Stimulation 1.5 0.9 0.323

Self-direction 1.4 0.9 0.352

Universalism 11.5 7.3 0.007

Benevolence 11.1 7.1 0.008

Tradition 14.5 9.2 0.003

Conformity 2.7 1.7 0.192

Security 0.2 0.1 0.716

Experience level 0.9 0.6 0.446

Between-subjects factors

Country 5.9 3.7 0.054

Gender 0.4 0.2 0.791

Country*Gender 2.9 1.8 0.177

Adjusted R2 0.11

Panel B: Dependent variable – Importance

Intercept 166.2 183.6 0.000

Covariates

Power 0.9 0.1 0.760

Achievement 0.1 0.1 0.973

Hedonism 0.1 0.1 0.811

Stimulation 0.1 0.1 0.889

Self-direction 1.3 1.5 0.224

Universalism 14.9 16.6 0.000

Benevolence 3.1 3.4 0.066

Tradition 1.1 1.1 0.290

Conformity 12.4 13.1 0.000

Security 1.7 1.9 0.168

Experience level 0.6 0.7 0.413

Between-subjects factors

Country 8.2 9.0 0.003

Gender 1.2 1.3 0.263

Country*Gender 0.1 0.1 0.761

Adjusted R2 0.14

Panel C: Dependent variable – Compatibility

Intercept 191.3 103.4 0.000

Covariates

Power 0.1 0.0 0.962

Achievement 1.9 1.0 0.317
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and PRC) and gender. The results of the three

models are summarized in Table V.

The reported results support the hypothesized ef-

fects of self-transcendence values on the Stockholder

View and Importance factors, but no significant

relationship was found between self-transcendence

values and the Compatibility factor. The effects of

universalism on both the Stockholder View and

Importance factors were highly significant. Benevo-

lence also had a highly significant effect on

the Stockholder View factor, and a marginally sig-

nificant effect on the Compatibility factor. The

coefficients on the universalism and benevolence

variables were positive in each of the models, sup-

porting the hypothesized positive relationship be-

tween self-transcendence and PRESOR responses.

The only other values significant at the 0.05-level in

any of the models were tradition and conformity.

Tradition had a highly significant negative association

with the Stockholder View and Compatibility factors,

while Conformity had a significant positive impact on

the Importance and Compatibility factors. Country

had a highly significant effect on the Importance

factor, reflecting the fact that Chinese participants

rated several of the items included in this scale sig-

nificantly higher than U.S. participants. The effects of

country on the Stockholder View and Compatibility

factors were marginally significant (0.07 level or

smaller). For both of these subscales, U.S. participants

tended to give higher PRESOR ratings for certain

items. Neither gender nor experience level ap-

proached significance in any of the models. The ad-

justed R2 values for the three models ranged from 0.04

to 0.14, indicating that most of the variation in

PRESOR responses remained unexplained.

Discussion

The findings of our study provide partial support for

the hypotheses, and raise a number of issues for

future research. We found several significant cross-

national differences in PRESOR responses, al-

though contrary to our hypothesis U.S. managers

did not consistently score higher than the Chinese,

and the pattern of some of the differences is seem-

ingly contradictory. For example, PRC managers

generally subscribed more strongly to a traditional

stockholder view, feeling that efficiency and business

survival take priority over ethical and socially

responsible behavior, and that the interests of

stockholders should be privileged over any other

considerations. On the other hand, they also agreed

more strongly with the assertion that businesses have

a social responsibility beyond making a profit. PRC

managers more strongly endorsed the propositions

TABLE V

Continued

Mean square F value Significance

Panel C: Dependent variable – Compatibility

Hedonism 3.1 1.7 0.196

Stimulation 4.8 2.6 0.109

Self-direction 0.4 0.2 0.661

Universalism 0.8 0.5 0.500

Benevolence 3.9 2.1 0.149

Tradition 14.6 7.9 0.005

Conformity 8.6 4.7 0.031

Security 2.2 1.2 0.275

Experience level 0.1 0.1 0.865

Between-subjects factors

Country 6.5 3.5 0.063

Gender 1.1 0.6 0.555

Country*Gender 3.6 1.9 0.164

Adjusted R2 0.04
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that ethics and social responsibility are essential to

the long-term profitability and survival of a business,

and were less likely to agree that business firms must

disregard ethics and social responsibility to remain

competitive in a global environment. However, they

were also less likely to feel that social responsibility

and profitability can be compatible. Such apparent

inconsistencies in the pattern of differences suggests

the need for further research, perhaps relying on

approaches that will permit a more in-depth exam-

ination of managers’ reasoning processes regarding

ethics and social responsibility, such as interview

techniques.

The findings also provide partial support for the

hypothesis that self-transcendence values will affect

attitudes toward ethics and social responsibility, with

positive associations between universalism and

benevolence and both the Stockholder View and

Importance dimensions of the PRESOR scale. With

the benefit of hindsight, it does not seem too sur-

prising that the self-transcendence values did not

have a significant association with the Compatibility

factor. This factor included only two items, one of

which (‘‘Good ethics is often good business’’) seems

more consistent with ‘‘enlightened self-interest’’, or

support for ethical behavior based on potential

financial benefits, than with self-transcendence.

We suggested that tradition and conformity values

seem compatible with a capacity for self-transcen-

dence, but were less closely associated with an ethical

or altruistic outlook than the self-transcendence value

categories of universalism and benevolence. Inter-

estingly, tradition and conformity values seemed

to have opposing effects on PRESOR responses.

Conformity values had a significant positive effect on

the Importance and Compatibility dimensions, while

tradition values had a highly significant negative

association with the Stockholder View and Com-

patibility factors. It is not apparent why the results for

these two value categories, which were closely situ-

ated in the two-dimensional smallest-space analysis

reported by Schwartz (1992), would be contradic-

tory.12 Nor is it apparent why these relationships

varied across the three PRESOR dimensions. This is

another issue that should be further addressed in

future studies.

Stockholder view (all items reverse scored):

1. The most important concern for a firm is making a profit, even if it means bending or breaking the rules.

2. To remain competitive in a global environment, business firms will have to disregard ethics and social responsibility.

3. If survival of a business enterprise is at stake, then you must forget about ethics and social responsibility.

4. Efficiency is much more important to a firm than whether or not the firm is seen as ethical or socially responsible.

5. If the stockholders are unhappy, nothing else matters.

Stakeholder view:

6. Being ethical and socially responsible is the most important thing a firm can do.

7. The ethics and social responsibility of a firm is essential to its long-term profitability.

8. The overall effectiveness of a business can be determined to a great extent by the degree to which it is ethical and

socially responsible.

9. Business ethics and social responsibility are critical to the survival of a business enterprise.

10. A firm’s first priority should be employee morale.

11. Business has a social responsibility beyond making a profit.

12. Social responsibility and profitability can be compatible.

13. Good ethics is often good business.

Appendix A

PRESOR scale
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Appendix B

Schwartz values scale

Notes

1 Hofstede (2001) did not report scores for the Peo-

ple’s Republic of China, with the exception of scores

on the Confucian Dynamism dimension as noted in

Table I. Taiwan and Hong Kong are used as examples

here to illustrate the often-discussed differences between

Chinese and Western cultures on Hofstede’s dimen-

sions, although it is acknowledged that the PRC is dis-

tinctive from either of these countries.
2 Contrary to his predictions, Woodbine (2004)

found that three cultural factors, as measured by the

Chinese Values Survey, were positively correlated with

Chinese managers’ propensity to inform management of

unethical business practices by co-workers: collectivism

(integration), Confucian dynamism, and human-heart-

edness (femininity). However, the results of a stepwise

multiple regression model indicated that human-heart-

edness was the only cultural factor that significantly

influenced ethical reporting behavior, which led Wood-

bine to conclude that the traditional Chinese values of

collectivism and Confucian dynamism did not have a

significant impact on ethical decision-making.
3 In his influential writings on the social, political

and economic transitions in contemporary China, Wang

(2003, p. 98) characterizes the period from 1997 to the

present as ‘‘the debate over neoliberalism’’, and suggests

that ‘‘...neoliberalism has clearly entered a period in

which it is embarking on a full-scale explanation and

propagandizing of its own ideological foundations.’’

Summarizing the hallmark characteristics of this ideology,

Wang (2003, p. 101) notes that ‘‘Neoliberalism assumed

market systems to be ‘spontaneous and self-regulating,’

took free trade as the natural law of market economics,

and took the maximization of profit as the only ethical

standard of the era of markets’’, and suggests that the

influence of neoliberal thought has contributed to the

decline in business ethics and social responsibility in

Self-transcendence Self-enhancement Openness Conservation

Universalism Power Self-direction Tradition

Protecting the environment Social power Creativity Devout

A world of beauty Authority Curious Respect for tradition

Unity with nature Wealth Freedom Humble

Broad-minded Social recognition Choosing own goals Moderate

Social justice Preserving my public image Independent Detachment

Wisdom Accepting portion in life

Equality

A world at peace Achievement Stimulation Conformity

Inner harmony Successful Daring Politeness

Capable A varied life Honoring parents and elders

Benevolence Ambitious An exciting life

Helpful Influential Obedient

Honest Intelligent Hedonism Self-discipline

Forgiving Self-respect Pleasure

Loyal Enjoying life Security

Responsible Clean

True friendship National security

A spiritual life Social order

Mature love Family security

Meaning in life Sense of belonging

Reciprocation of favors

Healthy
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China. However, there is an apparent conflict between

this argument and research results indicating that people

from Western cultures, where neoliberal ideology has

long been influential, tend to score relatively high on

support for social responsibility (e.g., Ahmed et al.,

2003), and that Chinese managers from more ‘‘modern-

ized’’ provinces where the ‘‘market ethic’’ has become

more firmly established are also more sensitive to issues

relating to ethics and social responsibility (e.g., Redfern

and Crawford, 2004a). This conflict may be attributable

to the fact that free-market ideology emerged at a time

when the legal and regulatory systems and accountabil-

ity mechanisms necessary for the prevention of corrup-

tion were largely non-existent in China, as discussed

later in this section. In a largely unregulated environ-

ment with large discrepancies in power between the

upper and lower classes, capitalism should be particu-

larly prone to corruption, but as China becomes more

‘‘modernized’’ and appropriate legal and regulatory sys-

tems become more firmly established, the level of cor-

ruption and unethical business behavior would be

expected to decline.
4 Harvey (1999, p. 87) notes that ‘‘The Book of

Rites’’, written by Confucius between 471–221 BC,

emphasized commercial ethics by forbidding cheating or

the sale of inferior products, prescribed contractual and

regulatory systems for governing commercial behavior,

required merchants to pay taxes, and established various

degrees of punishment for violating commercial regula-

tions.
5 Note that the use of such arguments may be inter-

preted as consistent with Wang’s (2003) thesis that pro-

ponents of market reforms have increasingly been

forced to rely on the myth of ‘‘transition’’ to justify the

negative consequences of such reforms.
6 The original PRESOR scale had a total of 16 items,

but for purposes of the current study we included only

the 13 items that had significant factor loadings in the

Singhapakdi et al. (1996) study. Axinn et al. (2004) in-

cluded all of the 16 original items, 14 of which

loaded onto one of 3 separate factors which they labeled

‘‘stockholder view’’, ‘‘stakeholder view I’’, and ‘‘stake-

holder view II.’’ The items also loaded onto three factors

in the Singhapakdi et al. (1996) study, which were la-

beled ‘‘short-term gains’’, ‘‘long-term gains’’, and ‘‘social

responsibility and profitability.’’ Using a sample of man-

agers from Hong Kong, Etheredge (1999) concluded that

the PRESOR items load on only two factors rather than

three. One of the two factors identified by Etheredge in-

cluded four of the five ‘‘stockholder view’’ items as listed

in the Appendix, and the other factor included five of the

eight ‘‘stakeholder view’’ items; thus, this alternative

two-factor structure also corresponds with the basic

stockholder vs. stakeholder views identified by Axinn

et al. (2004). We have adopted the stockholder vs. stake-

holder view terminology herein for purposes of discus-

sion, as we find it intuitively appealing. Thus, the items

grouped under the heading ‘‘stakeholder view’’ in the

Appendix correspond with the two stakeholder view

dimensions identified by Axinn et al. (2004).
7 In making this assertion, they were relying on the

findings of Dolecheck and Dolecheck (1987), which

indicated that Hong Kong managers are more likely to

support the view that ethics obligations do not extend

beyond the minimum requirements stipulated by law.
8 Note that it could also easily be argued that indi-

vidualism, with its emphasis on personal achievement,

would favor willingness to compromise corporate ethics

and social responsibility in the interest of personal eco-

nomic gains.
9 It should be acknowledged that some counter-

examples to the negative portrayal of business ethics and

social responsibility in China have recently been re-

ported in the business ethics literature. In his discussion

of the Weizhi Group, which is referred to as a ‘‘Chi-

nese virtuous corporation’’, Ip (2002, p. 22) argues that

Chinese people ‘‘... in general want to work for a com-

pany that is socially responsible, value-based, and ethics-

driven.’’ His survey of Weizhi employees revealed a

general belief in the importance of ethics and socially

responsible behavior: (1) more than 85% agreed that a

corporation has an obligation to contribute to society

beyond making a profit; (2) only 15% equated morality

with simply following the law; (3) more than 95%

agreed that honesty and trustworthiness are essential in

business. Of course, one would expect a significant self-

selection bias in a survey of employees who were at-

tracted to a ‘‘virtuous corporation’’; thus it should be

expected that their endorsement of ethics and social

responsibility would not generalize to all PRC managers

or corporate employees. Evidence of other Chinese

corporations that emphasize the importance of ethics

and social responsibility has also been reported. Harvey

(1999, p. 88) discusses the Capital Iron and Steel Com-

pany, self-described as ‘‘...the earliest and largest pilot

enterprise in China’s economic structural reform.’’ At a

seminar in Beijing in 1994, ‘‘...the company described

business ethics as an important component of social eth-

ics; a precondition for enterprises to survive and devel-

op; and especially important in the establishment of a

socialist market economy’’ (Harvey, 1999, p. 89, empha-

sis added). This quotation demonstrates that the impor-

tance of ethics and social responsibility to business

survival and success has been explicitly recognized by

some Chinese corporations, and the emphasis on the

particular importance of business and social ethics in a

Values and the Perceived Importance of Ethics and Social Responsibility: The U.S. versus China 281



socialist market economy suggests that the traditional

socialist ideology may have instilled in some Chinese

business leaders an appreciation of the societal obliga-

tions of corporations. As in the case of the Weizhi

Group, such reports may be encouraging but they

should not be generalized, particularly in light of the

fact that they conflict with the evidence previously ci-

ted regarding the poor state of ethics and social respon-

sibility in the PRC.
10 The relatively close association of conformity values

with self-transcendence is reflected in their proximity to

the benevolence category in Schwartz’s (1992) two-

dimensional smallest-space analysis.
11 As previously discussed, Axinn et al. (2004) included

all 16 of the original PRESSOR items in their study, and

14 of the 16 items loaded onto 1 of 3 separate factors.

Their ‘‘stockholder view’’ factor included the same five

items that loaded on our Stockholder View factor, plus

one additional item not included in the current study.

Their ‘‘stakeholder view I’’ factor included three of the

six items included in our Importance factor, plus one

item not included in our study. Their ‘‘stakeholder view

II’’ factor included the two items included in our Com-

patibility factor, one item not included in our study, and

one of the items included in our Importance factor

(‘‘Business has a social responsibility beyond making a

profit’’). The factor reliabilities for their stockholder

view, stakeholder view I, and stakeholder view II factors

were 0.85, 0.65, and 0.57, respectively, and the three fac-

tors collectively explained approximately 55% of the vari-

ance.
12 In an attempt to obtain further insight into the

negative relationships between the tradition value cate-

gory and PRESOR responses, we examined the bivari-

ate correlations between the Stockholder View and

Compatibility dimensions of the PRESOR scale and

the individual values that comprise the tradition cate-

gory. However, none of the individual tradition values

were significantly correlated with the Stockholder View

factor, and only one value (Moderate) had a significant

negative correlation with the Compatibility factor.
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