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FORMATION AND DEVELOPMENT OF THE ENTERPRISE’S 

CORPORATE CULTURE AT HAIER COMPANY 

 

Corporate culture affects all aspects of the organization's life through a perfect 

decision-making system, helps to identify the negative impact of internal and external 

environmental factors in time and avoid negative consequences in a timely manner. It 

has the ability to restore the normal state of the organization's activities in crisis 

situations. It also has the ability of corporate culture to influence the adaptation of the 

organization to the external environment and ensures its competitive advantages; 

Corporate culture affects all processes in the organization, in particular, the 

definition of the mission and strategy, the creation of appropriate models of behavior 

of employees, their interaction with each other, and relations with the external 

environment. Thus, corporate culture plays a very important role in the management 

of an enterprise and is an important and relevant object of research. 

Haier Company was established in 1984 in Qingdao city as a refrigerator 

manufacturing plant. At that time, the company had the name Qingdao Refrigerator 

General Factory [3].  

Since 1991, the range of household appliances has been expanding and 

considerable attention has been paid to improving its quality. Assortment of products 

became more deep and wide. So, the company implemented the strategy of 

diversification at that time [3]. 

In 2001, the name of the company changed to Qingdao Haier Company, and 

from that time the development of the Haier brand began. At that time the company 

was going to the international market and so it was necessary to create own brand and 

corporate style. The strategy of internationalization and then the strategy of the global 

branding were implemented in that time.  After that the management's attention was 

shifted to the creation of a network of scientific research, suppliers and distributors 

using the capabilities of the Internet. So that the company’s strategy was named 

networking strategy [3]. 

The modern name of the company appeared in 2018. 

So, today Haier Company is focusing on the company’s social and ecological 

responsibility. 

The Corporate Mission of Haier Company is To Become a Leader in the 

Ecological Economy. The Corporate Vision of Haier Company is to create a world-
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class enterprise. And the Strategic Positioning of Haier Company is A Leading 

Global Provider of Better Life and Digital Transformation Solutions [2]. 

The stages of the formation and development of Haier's corporate culture are 

consistent with the stages of the company's development over time and with the 

change in strategic vision. The main stages of formation and development of the 

company's corporate culture are divided into four generations [2]. 

Today, in addition to the People's Republic of China, the Haier Company has its 

own sales offices in 50 countries of the world, including Ukraine. In general, the 

products of the Haier Company are sold in 160 countries of the world [1]. 

The development of Haier Company and its corporate culture and 

communications brought to the formation of its corporate style. The corporate colors 

of Haier are the dark blue and white, because «Haier» means «sea» or «sea wave» in 

translation from Chinese language.  

Founded in 1984, Haier Group is a leading global provider of better life and 

digital transformation solutions. Based on the purpose of "More Creation, More 

Possibilities", we are committed to co-create infinite possibilities for a better life with 

users, and to co-create infinite possibilities for industrial development with the 

ecosystem partners [2]. 

Haier Company has the high level of corporate culture and internal and external 

communications. Haier employees have many components of support and corporate 

culture as the welfare benefits, social security, care about employees, activities after 

work, etc. 

Haier Company also has permanent communications with its stakeholders as the 

shareholders/investors, suppliers, distributors, consumers, government institutions, 

media, etc. 

Haier has successfully maintained the company's image by interacting with mass 

media and the public, as well as participating in competitions, conferences and other 

activities. They have always adhered to the consumer-centered philosophy and 

constantly innovated and improved their products and services to meet the needs and 

expectations of the public. At the same time, Haier also actively fulfills its social 

responsibilities and contributes to the sustainable development of society. These 

efforts have helped Haier establish a good image in the public's mind and laid a solid 

foundation for the company's long-term development [4]. 

Haier's position as the world's leading service provider of better life and digital 

transformation solutions is no accident. This is due to its persistent pursuit of 

technological innovation, keen insight into market trends, and deep understanding of 

user needs. 

Haier Company has the social responsibility and supports the social security and 

safety. The development and implementation of the corporate social responsibility 

strategy have to be based on the concept with clear activities and objectives. This 

concept must show how the corporate social responsibility strategy is integrated into 

the company's activities and business model, how it is connected with the 

development strategy and corporate culture [4]. 

Recommended for Haier Company measures for the growth of its social 

responsibility are divided into two spheres of the social responsibility: 
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1. Internal social responsibility – in relation to the company's employees. 

2. External social responsibility – in relation to the external environment. 

Haier tries to have the permanent positive response to society and humanity. 

Haier Company cares about every employee and with the help of the “RenDanHeYi” 

model of the payment. It enable changes the Haier's employees from the employers 

and workers into the entrepreneurs and partners. On the basis of the public welfare 

strategy, Haier supports education, training, medical and children care for its 

employees. 

Haier also supports the high level of the quality of corporate culture in working 

communications between employees. Haier Company pays great attention to 

safeguarding of the employee rights and interests. 

Haier Company also gives outstanding household solutions for all the consumers 

in the world. Haier keeps communication and close interaction with users, analyses 

the suggestions and needs of the users. It also manages global supply chain with the 

aim to provide personalized products and services for the users, and to deliver smart 

life solutions to the users. 

Haier Company also declares the direction of the increase of the environmental 

responsibility of the company. 

Recommended for Haier Company measures for the growth of the 

environmental responsibility cover the stage of production, stage of product use, and 

in perspective – post-operating stage. 

Haier's boundary-free ecology is a brand new business model, which breaks the 

boundaries and restrictions of traditional industries through cross-border cooperation 

and ecological innovation, and brings users more intelligent, convenient and 

personalized products and services. In the future, with the layout and expansion of 

Haier in more fields and industries, it is believed that its boundary-free ecology will 

be more perfect and rich, bringing users a better life experience. 

Haier Company pays great attention to the quality and culture of relationship 

with its stakeholders. It is proposed for the company to use effective communication 

channels with its different stakeholders to maintain regular communication with 

them, understand their needs, wishes and suggestions. Haier wants to have the trust 

and respect from its stakeholders and has taken practical actions to improve 

communication and to develop the communication culture. 

According to suggested model of the corporate communication culture 

development and improvement, Haier’s managers can collect and analyze opinions 

and expectations of stakeholders with the aim to use them for the improvement of 

Haier’s activity and to make decisions. The organization of the service process is 

aimed at meeting the needs of the client, which makes it one element of the system 

maintenance. Therefore, the main task of the service system is to ensure the effective 

satisfaction of the client's needs, which can be achieved through the appropriate 

organization of the service process.       

 
1. About Haier https://www.haier.com/global/about-haier/?to=intro 

2. Haier Corporate Culture https://www.haier.com/global/about-haier/culture/?spm=net.about-

haier_m.header_141693_20200720.3 

https://www.haier.com/global/about-haier/?to=intro
https://www.haier.com/global/about-haier/culture/?spm=net.about-haier_m.header_141693_20200720.3
https://www.haier.com/global/about-haier/culture/?spm=net.about-haier_m.header_141693_20200720.3
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3. Haier History https://www.haier.com/global/about-

haier/history/?spm=net.intro_m.header_141693_20200720.2 

4. We always advance with endless iteration under the wave of time. Environmental, Social and 

Governance Report. Haier Electronics Group Company, Ltd. 

https://imagegroup1.haier.com/global/csr/W020200721604461031955.pdf      
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IMPROVEMENT OF ENTERPRISE DEVELOPMENT MANAGEMENT AT 

BESTORE COMPANY 

 

The effective management of a trading enterprise consists in the formation of an 

assortment of goods, the organization of the work of operational personnel, the use of 

the material and technical base, the selection and application of appropriate forms and 

means of working with customers, the provision of trade services to buyers, and the 

attraction of new customers. All this contributes to an increase in turnover, gross 

income, profit and other indicators of financial and economic activity. 

The purpose of managing a trading enterprise and the key to its effectiveness is 

to ensure the development of a trading enterprise. 

The object of research is the process of development management at the 

BESTORE Co., Ltd. – one of the biggest producers and network retail traders of 

healthy nutrition snacks in the People’s Republic of China. 

The purpose of the BESTORE Company is to carry out trade, commercial, 

industrial, research and charitable activities in order to make a profit and meet other 

needs of the participants and consumers. 

BESTORE Co., Ltd. was established in Wuhan, China in August 2006, based in 

central China, and gradually developed into a snack food enterprise that radiates the 

whole of China, and has more than 3000 directly-operated stores by 2023, of which 

Wuhan is centered in central China, and its business scope has gradually expanded to 

northwest, southwest, south and east China. At the same time, in order to reflect the 

differentiated business strategy, BESTORE focuses on the field of high-end snacks, 

and continuously improves the standards and types of products by purchasing high-

standard origin materials from around the world and focusing on R&D and 

innovation. 

BESTORE Company characterized by the dynamic development. The current 

development stage has the following characteristic features: 

Expansion of the trade network to more than 3000 supermarkets in 180 cities of 

Northwest, Southwest, South, East and Central China; 

Expansion of the range of products to about 1800 varieties, united in 10 

categories; 

Production of snacks in its own industrial park; 

https://www.haier.com/global/about-haier/history/?spm=net.intro_m.header_141693_20200720.2
https://www.haier.com/global/about-haier/history/?spm=net.intro_m.header_141693_20200720.2
https://imagegroup1.haier.com/global/csr/W020200721604461031955.pdf
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