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Abstract- This paper provides a deep insight into the
Corporate Social Responsibility (CSR) image scenariof the
buying firms and Bangladesh suppliers as well as éhtifies
the challenges for building a positive supply chaifSC) CSR
image for the suppliers of Bangladesh clothing indstry. The
contribution of this paper is that it improves knowedge of
SC CSR image from the supplier's as well as the beys
perspective. This paper also makes suggestions regarding
improvement of Suppliers’ CSR image that can influace the
SC CSR image.
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1. Introduction

Previous research on Corporate Social Respongibilit
(CSR) in supply chain (SC) views the corporatioss a
taking most CSR initiatives for improving corporate
image by and having influence on stakeholders’
perception [41],[9],[68]. It is well known that a
responsible image allows the corporations to diffidate
themselves from their competitors [50], which pesity
affect the purchasing decision of customers [155RC
activities are increasingly being relied upon toaliy
corporate image achievements increasing theirtgkii
enhance reputation enforced by image-shaping &esvi
(6], [57].

Recently there is a growing demand for upholding
human rights throughout the SC of firms [1]. Tloeds
on sustainable development and CSR reveals the
importance of mastering SC as well as CSR
communications to get legitimacy on the market [35]
Issues like inspection of health and safety faesitor
reduced use of child labour at suppliers’ locatiame
examples of image building activiiegrowing in
importance [52]. Commonly, however, the suppliers a
the invisible part in the communication of SC image
building strategy.They are commonly pushed by the
corporations to initiate and organize CSR issues
supporting their activities which also improve theod
image of the corporation [1] as representing thairch
[24], [68]. By following corporate code of conduatkthe
corporations or buyers, the suppliers can attrasitipe
attitude of the buyers and get the business but faibjo
develop their own CSR image.
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From SC perspective this exclusive attention to the
corporate image is problematic as this only revelaés
CSR aspects of the buying firms [6] and makes sjipgl
companies invisible in the chain. But viewed fr&€
perspective, the involved companies are seen as a
coordinated network of organizations [11] in which
internal and external stakeholder perception of CSR
image [43] act reflexive [66] on all companies inéd in
the chain. What is good (bad) image for one comzdsy
acts reflexive on the others which in particulantcibute
to SC image and reputation in relationship to the
stakeholders. This spill-over effect is especialydent in
situations ofdisasters in which single companytad
behavior acts reflexive oather firms in the chainThis
paper argues that all involved companies need tk wo
positively with their own CSR image as that careifthe
SC as a whole to reflect a transparent image fibicalr
stakeholders to build reputation for the SC.

Although plenty of research has discussed SC [1],
CSR [36], [62], [63] and image [30] separately, few
studies have concentrated on the role of supplers
important parts of SC-CSR imagéo fill this gap, this
study investigates CSR image in SC from the buped’
suppliers’ perspective The buyers contribute by
providing their perception of suppliers' ability twild
CSR's image while the suppliers contribute by Vigirsy
the main challenges to build image in the contéx8R
in SC. The following research questions have been
addressed:

1. What CSR image do the buyers and suppliers

create in the SC?

2. What are the main challenges for the suppliers to
improve the visibility of their CSR image within
the supply chain?

This research examines the clothing industry SC in
Bangladesh where the suppliers have recently been
criticized world-wide for not acting in line with SR
requirements. After the collapse of the supplietdey at
Rana Plaza, in Savar near Dhaka, Bangladesh in th@13
SC CSR image was seriously damaged as the accident
took lives of over twelve hundred workers and iagir
around two thousand. By addressing the research
questions, this study offers a deep insight in® @ER
image scenario of the buying firms and the Banglhde
suppliers as well as identifies the challenge$folding a
positive supply chain CSR image for the suppliefs o
Bangladesh clothing industry. The contribution bfst
paper is to improve knowledge of SC CSR image ftioen
supplier's as well as the buyer’s perspective.
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The paper is organized as follows: In the nextisact
we discuss the research traditions in literatureooporate
image, CSR image and supply chain CSR image. In the
following section a theoretical frame-work for
understanding the traditional supply chain CSR imag
communication is shown. Thereafter, we present our
research method. Finally, the empirical findingse ar
analyzed in relation to the research questionkved by
conclusions drawn, limitations of the study, and
suggestions for further research.

2. Literature Review

This section provides insights regarding relatigmsh
between CSR and image for examining the factors
influencing the supply chain CSR image from supisie
as well as the buyer’s perspective.

2.1 Image Defined

Image reflects the organization and its capabdliie Ref.
[59] describes an image as a “mental constructldped

by the consumer on the basis of a few selected
impressions among the flood of total impressiorts; i
comes into being through a creative process in hwhic
these selected impressions are elaborated, enmeellis
and ordered.” Image is commonly considered to be an
immediate, more short-term, external stakeholder
perception founded on impressions and attitudesrtdw
the organization [30]. It has been recognized sitiee
1950s that brand images can be a source of revienue
the company [47] and today in the competitive world
image is biggest asset for an organization. Image c
change quickly and is often defined to provide arsh
term reflection of a company’s identity [66] andaige
always influence company competitiveness [26].

2.2 Corporate image

Corporate image is regarded as a reflection of wness’
perceptions of a brand, and can be gauged by the
associations communicated to and held in the merabry
an actor [14], [37]. Moreover, corporate image dan
described as “the totality of a stakeholder’s pptioas of

the way an organization presents itself, eitheibdehtely

or accidentally [46].” When a company presentslfitsg
communication, it also impacts the employees shgwim
image reflecting both inwards and outwards how a
company perceives itself [66]. Corporate image gt
comes to the audiences’ minds when they see or hear
about that corporation [26]. Researchers suggest th
individuals will not have the same perception of a
corporate brand [54], proving that a corporatioesioot
have a single image, but rather multiple images].[27
Today, it is commonly agreed that a strong andraistve
corporate image is the key to sustainable competiti
advantage [12] but managing a corporate image mesjui
an understanding of how a corporate image is foraret
how it is measured [3].

2.3 CSR image

Ref. [70] view CSR as an important antecedent of
consumer trust [70]. CSR activities used to address
consumers' social concerns, create a favorableocatep
image, and develop a positive relationship withstoners
and other stakeholders [74]. In a global context,
stakeholders from different cultures and various
geographical areas demand strategic consideratiam i
order to develop a socially responsible business
orientation [10]. As a result, it is contended thhe
growing integration of CSR as part of image buitdin
strategy can transform from being a minimal comreitin

or something socially added-on to becoming a drate
necessity [71]. Branding research show potentiakbits
arising from CSR branding, primarily through theklito
consumers’ and other stakeholders’ positive product
evaluations or the brand evaluations, choices, and
recommendations that derive from an associatiorh wit
specific CSR initiatives [39],[62],[63]. Furtherngr
shareholders and investors are nowadays incregsingl
considering the social and environmental perforraanic
companies alongside financial returns [49]. As sulte
companies engaged in CSR are reporting benefitseio
reputation and CSR is seen as a vital tool for qtimg

and improving the public image [48].

2.4 Corporate CSR Image Communication

Firms are increasingly turning to corporate image
advertising campaigns based on CSR initiatives Q@R
image advertising is based around positive CSRtiigen
cues that claim that the firm has a commitment to
contribute to sustainable economic developmentkingr
with employees, their families, the local commurétyd
society at large to improve their quality of lifé2]. The
benefits of establishing a perceived CSR-identaged
corporate image are argued to be many: enhancexd bra
differentiation [50]; brand equity [32]; competidv
advantage [56]; and customer loyalty and other tpesi
post-purchase outcomes [8], [45]. Consumers' p&orep

of the corporate image relative to CSR may affbeirt
corporate associations, which reflect what they know
about the corporation [68].

Corporate image advertising is just one of a varodt
communication tools that might be used to prombg t
desired corporate identity of the corporate brandhaster
brand rather than specific products or service$. [ebm
a company perspective the increased focus on sabtai
development and CSR reveals the importance of
mastering CSR as well as CSR image communications t
manage organizational legitimacy [35]. In line withis
development, firms are not only pursuing CSR sgiate
but also increasingly making an effort to compose
convincing CSR communication [5], [40], [41]. Soarc
credibility and reliability have been raised as key
components of effective, trustworthy CSR
communication, and this is most likely to occur whe
there is strong and visible commitment from senior
management [34]. On this notion it is important t88R
is fully integrated in the business model [31], ahdt
CSR initiatives and performance are consistently
communicated across channels both internally and
externally [9].There is however not a clear direction
how to effectively communicate CSR and further agsle
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has been called for to explore elements of a ssbdes
CSR communication strategy [18].

2.5 Image Communication by Code of Conduct in SC

Codes of conduct, ethical codes, or guidelines for
behavior appear to be a clearly visible sign thaksthat

an organization is aware of the need for ethichlabior

but requires a commitment to such behavior from its
workforce and following the code of conduct ensures
positive image for the company [28]. Diverse vieaxsst,
however, as to what exactly constitutes a codetlit®
[19].The work environment is one in which the
establishment of an ethical code of conduct orcathi
program is now considered an integral part of tecsess

of business corporations [55]. A corporate code of
conduct, ethics policy guideline, or handbook o$ihass
practice expands the company mission statement [25]
The ability to communicate CSR “well” appears tordna
become one part in avoiding so-called reputaticsk ri
[22], [16].

According to Ref. [33], the Global Compact (GC) sk
companies to embrace universal principles and tmea
with the United Nations. The UN GC is a voluntary
initiative  that relies on public accountability,
transparency, and enlightened self-interest of congs.
The basic idea is the voluntary involvement of camips
within the areas of human rights, labor rights,
environmental degradation, and anti-corruption [36C
is neither a binding set of regulations nor a cade
conduct for companies but rather an image buildod
as a basis for a dialog forum in which mutual léagn
among companies is to be promoted with examples of
best practice [38]. For developing country compsanike
GC is seen as seemed attractive from a networking a
learning perspective, while the transnational capons
of the industrialized countries saw the Compaca asol
for CSR image building and reputation managemesit [3

Creating value through supply chain indéign has
become a potentially valuable way of securing
competitive advantage and improving organizational
performance, since competition is no longer between
organizations, but among supply chains [44]. R28] [
found that unless sustainability is incorporatetb ithe
day to day practices of an organization through an
ongoing dialogue, through both internal and externa
communication efforts, strategic initiatives arkely to
fail. Accordingly, firms are becoming aware of theed
to develop strategies that extend their traditi@asporate
governance processes beyond the firm boundaryeio th
supply chain partners [42]. Large firms with highigible
brand names are expected to actively work to guard
against unexpected criticism of social performace
their supply chain, which in turn can harm theirRCS
image.

3. Theoretical framework
The theoretical frame work applied in this papebased

on the operational model for managing corporategena
and reputation developed by [26] and [IR model rftdg-

image-reputation model) developed by [66]. Accogdio
Ref. [26], in order to manage corporate image, cmyp
needs to communicate its image effectively witthia SC.
For image to effectively for the organization, #ds a
need for transparency in the communication of the
organizational image [66].
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Figure 1: Theoretical Framework

The corporate CSR image can create competitive
advantage for the organization. The organization ca
develop code of conduct to communicate its CSR @mag
that should be followed by its suppliers to refletst
Corporate CSR image as the CSR image of the supply
chain.

4. Method

To explore the complexity of SC CSR image, multi-
method research strategy [7] is adopted in which th
strength of case research and participation ddlaction
techniques are used. A central argument when using
multi-method approach is that various methods have
strengths that compensate for single-methods faults
limitations. So qualitative and quantitative datdlection
method were used to validate the responses anmyHten

the findings.

According to Ref. [17], qualitative research create
close contacts with the respondents and therefere i
helpful to deal with contextual sensitivity issuasd to
provide perceptual insight. In this study, quaitatdata
were gathered through face to face interviews ofetsi
as well as suppliers’ representatives and stakdehs|
focus group discussion of industry experts and Enag
observation through factory visits and printed mate.
Qualitative data was collected through a questimana
survey where questions related to supplier's CSRgen
where asked to the top management personals of the
suppliers. As we developed case studies regardieg t
CSR image scenario of the buying firms and the
supplying firms we have taken a small sample size a
according to Ref. [73], case studies are performed
small distinct and demarcated sample and the p®itd
accomplish a holistic perspective. The represesdsti
were chosen following the judgmental method in oitde
justify that the information that will be receivém the
respondents will be reliable [21]. Ref. [21] funthe
suggests that researchers can use different wagsdar
to increase the reliability of their collected deaaad
interpretations. This could be done by matching the
interview responses with factory visit observaticasd
communication materials. According to Ref. [64],
‘validity is another word for truth.” Ref. [64] alsstates
that qualitative research demands theoretical
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sophistication and the methodological rigor. Re4][
further mentions that there is a clear imperatiwerigor
to be pursued in qualitative research, so thairiggicarry
conviction and strength. To meet the requiremehtigor
in the case of validity, we have used coding for ou
research and also had detailed and accurate titiscr
of the interviews which was later been confirmedtiby
respondents.

By collecting data with the use of different
methodologies we followed the principles of triatagion
to investigate, discover and interpret the stakdgdrd
insights regarding the SC CSR image issue. Theadel
data reflect how the suppliers communicate andécef
image of themselves" in matters related to CSR.

To understand the image perception among the global
buyers, two major European buyers that buy bulkiwe
of apparels from Bangladesh were selected. In orodler
understand the dissemination of image perceptidhinvi
the supply chain of the two selected major European
buyers, two large suppliers who supply bulk volutoe
these buyers and two small & medium suppliers ek¢h
buyers were selected. The suppliers were distihgaisn
size on the basis of the number of employees. The
suppliers who have more than five hundred emplogees
specified as large suppliers and the suppliers hiaae
two hundred and less employees are specified al sma
and medium sized suppliers. The respondents were
selected on the basis of having a central rolecaggtpart
of the buying companies’ SC.

The research study was done in four phases over the
period of 1 year. The phases are described below:

Phase 1 — initial image

The two European buyers were contacted to seek
permission and support to conduct the researchy stnd
Supply chain CSR image. Upon receiving their pesiti
response key personnel in their CSR compliance
department were interviewed in their headquartérss
phase (table 1) provided initial information of C8RSC
image as well as deeper insight on their connection
Bangladeshi suppliers.

Table 1: Data collection synopsis of phase

Phase 2 — The corporates’ supplier image

Two local offices of the renowned brands were
interviewed in Bangladesh to understand SC imageiran

relation to Bangladesh suppliers. The one to one

interviews provided insights regarding the step&maby

the buyers regarding CSR issues undertaken. The
Organization| Respondent Location of Data Data
Data Collection | Collection
Collection Period Method
European CSR Stockholm, | September,| Face to
Buying Manager Sweden 2012 face
Company 1 Interview
European Manager | Gothenburg,| September,| Face to
Buying CSR & Sweden 2012 face
Company 2 Quality Interview

discussions in this phase (Table 2) also alloweth ugin

knowledge regarding the evaluation process devdltye

the buyers to ensure CSR implementation or comgdian
of the suppliers on a periodic basis to ensure aratp
CSR image among the suppliers.

Table 2: Data collection synopsis of phase 2

Phase 3 — The suppliers’ supplier image

In this phase (Table 3) top management of two large
suppliers and two small and medium suppliers, were
interviewed. All these interviews were conductedhair
factories where the researchers had the opportunity

Organization| Respondent| Location of Data Data
Data Collection | Collection
Collection Period Method
European | Sustainability Dhaka, October, Face to
Buying Manager Bangladesh 2012 face
Company 1 Interview
European Global Dhaka, October, Face to
Buying Social Bangladesh 2012 face
Company 2 | Compliance Interview
Manager
observe their work with CSR and how it was
communicated to the employees. Based on the

information, it was possible to receive insighttbe how

the suppliers work with “supplier image” based beit
own perception and factory operations. Later on a
guestionnaire survey was conducted to validate the
information collected through face to face intewje
factory observation and image reflection assumption
based on printed materials for external and interna
communication.

Table 3: Data collection synopsis of phase 3
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Firms Respondents| Location of Data Data Collection
Data Collection Method
Collection Period
Supplier | a) Director, Face to face
1 Operation Dhaka, October, | Interview,
(Large) 5 Bangladesh 2012 Factory visit,
b) General Internal and
Manager external Image
observation base
on Website and
printed materials,
Questionnaire
Survey
Supplier | @) Chief Face to face
2 Operating Dhaka, October, Interview,
(Large) Officer Bangladesh 2012 Factory visit,
b) General Internal and
Manager external Image
observation base
on Website and
printed materials,
Questionnaire
Survey
Supplier | @) Managing Face to face
3 Director Dhaka, November, | Interview,
(Small & | b) Productio | Bangladesh 2012 Factory visit,
Medium) n Internal and
Manager external Image
observation base
on Website and
printed materials,
Questionnaire
Survey
Supplier | a) Managing Face to face
4 Director Dhaka, November, | Interview,
(Small & | b) General Bangladesh 2012 Factory visit,
Medium) Manager Internal and
external Image
observation base
on Website and
printed materials,
Questionnaire
Survey

Phase 4 — The supporting organizations’ supplier
image

In this phase, a focus group discussion was arthige
Bangladesh on understanding the CSR image of
Bangladeshi suppliers in the global supply chain.
Industry experts were invited and they participatethe
focus group discussion. Interviews were also Iveilth
other stake holders like suppliers of the seledtmar
suppliers; President of Dhaka chamber of commenck a
industry (DCCI); Managing Director of a local bugin
house representing relatively small and mediumilreta
buyers of U S A and UK; and Managing Director of a
logistics support company responsible for suppgrtime
export activity of the selected four suppliers. Tioeus
group discussion and the interviews conducted iasph
four (Table 4) provided lots of insights relatedite CSR
Image of Suppliers and the interviews broadened the
knowledge of how stakeholders think about the suppl
chain CSR image of the suppliers of Bangladesh.

Table 4: Data collection synopsis of phase 4

In order to present the CSR image of the buyers
and the CSR image of the suppliers of Bangladesh

Respondents Location of Data Data Collection
Data Collection Method
Collection Period
Industry Experts Dhaka, April, Focus group
Bangladesh 2013 discussion
Managing director of Dhaka, April, Face to face
Supplying Bangladesh 2013 Interview
organization of
Supplier 1
Managing director of Dhaka, April, Face to face
Supplying Bangladesh 2013 Interview
organization of
Supplier 2
Managing director of Dhaka, April, Face to face
Supplying Bangladesh 2013 Interview
organization of
Supplier 3
General manager of Dhaka, April, Face to face
Supplying Bangladesh 2013 Interview
organization of
Supplier 4
President Dhaka Dhaka, April, Face to face
Chamber of Bangladesh 2013 Interview
Commerce & Industry
(DCCl)
Managing Director of Dhaka, April, Face to face
Buying House Bangladesh 2013 Interview
representing
International Buyers of
U S A and UK
Managing Director of Dhaka, April, Face to face
Logistics Company Bangladesh 2013 Interview
supporting Suppliers
with Export

clothing industry, case studies were developed WER
image graphs. The CSR image graphs were developed
based on the United Nation Global Compact's ten
principles in the areas of human rights, labour th
environment and anti-corruption. CSR image crteri
mentioned in the CSR image graphs were betweendl a
+2. Where positive +2 represents very good compéa

of the principle, positive +1 represents compliant¢he
principle. On the other hand, negative -2 represeon-
compliance of the principle, and negative -1 repns
weak compliance of the principle.

The analysis of our findings was done by following
the cognitive procedure as Mores (1994) specified t
cognitive procedure in qualitative analysis is #fdity to
describe and combine responses with the research
questions and theoretical framework.

One important feature of the study is the use ofimu
method approach, which requires careful attentiohaw
data from the different methods is combined. These
challenges were met by collecting data via inteveie
observations, focus group discussions, questiomnair
survey, secondary data collection through available
printed and online material to complement eachratimel
enable triangulation and the possibility of setttifferent
opinions against one another.



Int. ] Sup. Chain. Mgt

21

Vol. 5, No. 2, June 2016

5. Empirical findings
5.1 Corporate CSR Image of the buying firms

The two major buyers have emphasized that for them
CSR image is very important and they want to pgraa
positive CSR image to their customers or end ugdrsy
confirmed that actions related to the implementatid
CSR and upholding of their CSR image is a vitalésfor
them for choosing a supplier to be part of thewbgl
supply chain. The CSR image graph shown in figure 3
was developed based on the information and obsenvat
of the CSR image reflection of the two major Eurmpe
buyers in compliance to UN Global Compact's ten
principles in the areas of human rights, laboure th
environment and anti-corruption.

Factors
The UN Glohal Compact's ten
principles in the areas of human
rights, labour, the environment and
anti-corruption
1.  Supportand respect the
protection of internationally
imed human rights

Image

Positive

F3

Human rights abuses are not
allowed

A%

Effective recognition of the

areas of human rights, labour, the environment amd

corruption.

Factors

Performance

The UN Global Compact’s ten
principles in the areas of human rights,
labour, the environment and anti-
CofTuUpBon

Positive

1. Support and respect the
protection of intemnatianaily
procaimed human rights

2. Human rights abuses are not
allowed

3. Effective recognition of the nght
to collective bargaining

4. All forms of forced and
compulsony [abour i mot
allowed

—ed]

5. Effective abolition of chifld
Iabour

6. Nodiscrimenation in respect of
employment and occupation

7. SUpport 3 precautionary
approach to environmental
challenges

8 Undertake initiatives to
promote greater emvironmental
responsibility

9. Encourage the development and
diffusion of environmentzily
friendly techniogies

10. ‘work against comuption in all its
forms, including extortion and
bribery

#1

.42

right to collective bargaining

4. All forms of forced and
compulsory labouris not
allowed

5. Effective abolition of child
labour

6. Nodiscrimination in respect of

and. i

i Snpp{;rrl a precautionary
approach to environmental

8. Undertake initiatives to
promote greater

9. E the
and diffusion of
environmentally friendly

10. Work lg:instcnrmpﬁnn inall
its forms, including extortion
and bribery

+1 +2

Figure 2: CSR Image graph of the buyers

From the above figure it can be seen that the two
buyers focuses on reflecting a positive +2 CSR &nlayg
effectively complying to all the ten principles ofie
United Nation Global Compact ten in the areas ohan
rights, labour, the environment and anti-corruption

The two European buyers provide a code of conduct
for the global suppliers to follow in order to et the
CSR image of the buyers within the SC. In casehef t
challenges faced by the Bangladeshi suppliers pydxe
their CSR image, the two major buyers have provided
general view that the code of conduct of the buyees
often termed by the Bangladeshi suppliers as cemgd
activity. Moreover, the Bangladeshi suppliers do tade
initiative to build their own code of standard toild up
their own CSR image.

5.2 CSR image of the large suppliers

The large suppliers often take CSR implementatisue
very seriously and because of their size, and dgpidey
often can reflect buyer's CSR image. The CSR image
graph shown in figure 5 was developed on the hdise
observed performance of the two large suppliers in
compliance to U N Global Compact's ten principleshie

Figure 3: CSR Image graph of large suppliers

From the CSR image graph of large suppliers itlmn
noticed that the firms have taken very good itiites so
that human rights abuses are not allowed, all foohs
forced and compulsory labor is not allowed, thexend
discrimination in respect of employment and occigpat
and child labor is abolished. The large suppliéss take
some initiatives to support and respect the priatecdf
internationally proclaimed human rights, to support
precautionary approach to environmental challerages
to promote greater environmental responsibility. tBa
other hand, the large suppliers showcase the intdge
weak performance in case of encouraging the
development and diffusion of environmentally frignd
technologies. Moreover the large suppliers havkersiv
taken no initiative regarding effective recognitiohthe
right of the workers to collective bargaining, asliwas
working against corruption in all its forms, inclod
extortion and bribery. The overall CSR image of lthge
suppliers is moderate in case of CSR implementafibe
large suppliers are still attempting to reflect t8SR
image of the buyers and still now not much effae a
taken by the large suppliers to develop their owBRC
image.

5.3 CSR image of the small and medium suppliers

The observation and information gathered during the
study shows that CSR image of the small and medium
suppliers shows that the firms are very good iry are
principle and that is effective abolition of chibor.
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Factors Performance
The UN Global Compact’s ten
principles in the areas of human rights,
labour, the environment and anti-
corruption
1. Support and respect the
protection of internationally
human n

Paositive

10. Work against corruption in all its
forms, including extortion and
bribery

+1 +2
Figure 4: CSR Image of small and diem supplier

The CSR image graph also shows that the small
medium suppliers have also taken initiatives noaltow
any forms of forced and compulsory labor. But theak
& medium suppliers have been observed to have
performance in supportingnd respecting the protecti
of internationally proclaimed human rights, not sing
human rights, not discriminating in respect
employment and occupation, and promoting gre
environmental responsibility. Furthermore the sml
medium suppliers hav still now taken no initiativi
regarding effective recognition of the right of therkers
to collective bargaining, supporting precaution
approach to environmental challenges, encouradi
development and diffusion of environmentally frign
techrologies and working against corruption in all
forms, including extortion and bribery. The CSR geaf
the small & medium suppliers is not impressivelaaiad
they have problems reflecting the CSR image of
buyers let alone developing their ownEStandards an
CSR image.

6. Analysis

Firms are increasingly turning to corporate im
advertising campaigns based on corporate s
responsibility (CSR) initiatives [6] to meet conser
demand for information on business’s concern fod
impacts on society [13]. The members of the gl
clothing supply chain namely the two major Europ
buyers and the Bangladeshi suppliers understancC®R
image is important for the sustainability of thepgly
chain. Negative information regarding CSR issuesld
to weight heavier than positive whernsumers mak
choices on what products to buy [2], [62]and tlsatvhy
the buyers monitor and control CSR implementatif
the Bangladeshi suppliers by CSR audits.

Bangladeshi suppliers are still happy following ttedle
of conduct of the buyers tar than developing their ow
CSR image. Whereas, buyers think that it is timetlie
suppliers to develop their own CSR image rathen

acting as followers of code of conduct as the henef
establishing a perceived CSé&entity-based corporate
image are argued to be many: enhanced b
differentiation [51]; brand equity [32]; competié'
advantage [56]; and customer loyalty and other tjves
post-purchase outcomes [8],[45].

Except for the large suppliers who have taken s
initiatives to implement CSR, the small and medi
suppliers have a weak CSR implementation. Therefa
large suppliers reflect a moderate CSR image bei
small and medium suppliers reflect a poor CSR ireagt
as majority of the suppliers of the SC are smaldl
medium, the SC reflect a weak CSR image. Howe
most studies and literature on CSR focus on laiges!
and hence may not reflect the organizational iealiin
smaller firms very well [20], [58][11], [65].

A forward looking suggestion is that CSR o longer
a choice but rather that companies in the futurest
integrate CSR into strategy to remain successfjl[[F1].
Companies engaged in CSR are reporting benefitseio
reputation as in big companies and corporations@alby
it is seen as aital tool for promoting and improving tf
public image [48]. So if the buying firms can focos
building the responsiveness among the supplier
develop the suppliers’ CSR image, then there ineed
to control the suppliers rather the suppliers’ Gimage
can influence the CSR image of the firms as welthex
CSR image of the SC to create positive frame ofdr
among end users and influence sustainability. itida is
reflected in figure 6.

SUPPLYCHAIN

e T ;
o L :
o -
c - ;
I v
s Supply Chain
Fim's [ csr
—S
Corporate CSRImage Image

CSR Image
SUPPLYCHAIN |

Perception

Figure 5 Effective SC CSR communications
sustainableCSR imag

Without overall support from the buying firms it
not possible for the suppliers to be responsibrafiect
their own CSR image. This paradigm shift among
suppliers of becoming responsible may not haf
overnight but with proper guince, co-operation and
patience from the buying firms the suppliers akelii to
have their own CSR image that can be reflecteti@$SC
CSR image.

7. Conclusion

CSR is an umbrella term that encompasses va
overlapping areas, such as corporacitizenship,
stakeholder theory, business ethics, and corp
sustainability [23]. During the last decade, grog
numbers of companies worldwide acknowledged
importance of CSR [48].

This research study in view of the first resec
guestions, spedds the CSR image of the buyers as \
as the CSR image graph and CSR image scenarice!
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large and small & medium suppliers of Bangladedtihiwi
the global clothing SC. The overall CSR image & th
large suppliers is moderate in case of CSR
implementation. The CSR image of the small & medium
suppliers is not impressive at all. The large sigppl
attempt to reflect the CSR image of the buying §iramd
still there is not much initiative taken by themdevelop
their own CSR image. Whereas the small & medium
suppliers cannot even fulfill the criteria of refleng the
CSR image of the buying firms.

Furthermore the study also answered the second
research question by pointing that the Bangladesh
clothing suppliers understands that CSR image is an
indicator for their sustainability but there ararsmajor
challenges that are affecting their capacity toetl®y their
own CSR image that can be reflected as the CSRIysupp
chain image. The three major challenges that has be
identified as hindrance to improvement of CSR imaige
(1) only following corporate code of conduct insteaf
taking self-driving initiatives to create CSR ima@? the
internal use of code of conduct is limited to “piegpen the
wall” instead of taking CSR implementation serigushd
advocating it to employees (3) competence barr@rs
CSR implementation with weak internal/external
communication.

Moreover based on the findings, it is further
suggested that suppliers need to improve in tHeviiohg
areas for inducing changes in their own CSR image t
influence the supply chain CSR image: (1) develop a
corporate culture to prioritize building positive SR
image; (2) develop link with educational institutgfor
educating middle managers on CSR implementation and
its effect on CSR image;(4) arrange short trainifgs
new workers to make them understand the concept of
CSR and educate them on their own responsibilaies
part of the organization to implement CSR (5) dighb
platforms for sharing knowledge between suppliens f
transforming themselves into becoming sensible and
responsible to ensure positive CSR image.

The main contribution of this study is that it
focuses on the CSR image concept from both therbuye
and suppliers’ point of view and specifies the Ehades
faced by suppliers to develop their own CSR imagbiw
the SC. The implication of this study is that tkisidy
points out the challenges faced by the suppliers to
improve their own CSR image which can enhance the
knowledge of the managers working in the buying and
supplying organizations as well as researchersinvitie
field of corporate image. Furthermore the studyoals
makes suggestions regarding improvement of Supplier
CSR image as well as improvement of SC CSR image
which can be suitable for the managers workinglabaj
SC and researchers working in the field of suppligic
management.

Limiting the study to Bangladesh and also limiting
the study to only two European fashion houses anhyl @
few of their suppliers can be criticized for makiitg
difficult to generalize and compile the findinggdnone
coherent, generic picture. So in future researcidiss,
more buying firms and more suppliers from different
countries within the global SC should be included t
compare and generalize the outcome regarding supply
chain CSR image.
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