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Abstract 

Based on the perspective of social interaction theory, this article takes four typical social 
enterprises, such as DADDYLAB, Re-bamei, Xi-haner and Canyou Group, as research 
objects, and uses grounded theory to explore how the company interacts with 
stakeholders to obtain social legality. The study found that different types of interactions 
between social enterprises and stakeholders can help them gain legitimacy in different 
dimensions, and thus gain more resources. Specifically, emotional interaction helps 
social enterprises obtain moral legitimacy; instrumental interaction helps social 
enterprises obtain practical legitimacy; mixed interaction helps social enterprises 
obtain cognitive legitimacy; Signals play a vital role in obtaining legitimacy. The research 
conclusions enrich the theoretical framework of the research on the acquisition of 
legality of social enterprises, and provide practical significance for social enterprises to 
implement the acquisition strategy of legality. 
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1. Introduction 

Social enterprise advocates the use of commercial means to achieve social goals. It is an 
organization between traditional commercial enterprises and non-profit organizations [1]. In 
recent years, social enterprises have played an important role in solving social problems such 
as poverty, employment, education and pensions, and promoting sustainable social 
development, and have received extensive attention from all walks of life. However, the 2019 
"China's Social Enterprise and Social Investment Industry Scanning Research Report" shows 
that although my country's social enterprises have developed rapidly in recent years, the 
increase in their number has gradually slowed down. The number of social enterprises that 
have grown steadily is not satisfactory. Facing the legitimacy dilemma. As an important means 
for enterprises to gain social recognition, legality influences and even determines the growth 
and development of social enterprises. Social enterprises with legality can obtain more 
resources and support [2].  

The current research on legitimacy mainly explores the acquisition mechanism of 
organizational legitimacy from the perspective of corporate cognition [3], the establishment of 
strategic alliances between enterprises [4], and the strategy of resource patching [2]. Although 
these studies have made good progress, they mainly focus on a single perspective, that is, the 
enterprise's own perspective, ignoring the important role of stakeholders and the dynamics of 
legitimacy acquisition [5,6]. The acquisition of legitimacy is a dynamic process involving the 
interaction between enterprises and stakeholders. On the one hand, companies can use online 
media to publish advertisements, show their achievements, influence the perceptions of 
stakeholders, and gain legitimacy by changing their inherent concepts and cognitive models [7,8]. 
On the other hand, with the popularization of the Internet and the rapid development of online 
media, stakeholders are no longer the passive receivers of corporate signal transmission, but 
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gradually more actively participate in the organization and evaluation of corporate activities[11]. 
The ultimate goal of social enterprises is to create social value. Compared with commercial 
enterprises, they rely more on the recognition and evaluation of stakeholders, and the 
acquisition of their legitimacy also depends more on the interaction process between the 
enterprise and the stakeholders. Research on the impact of social enterprise legality acquisition 
is scarce. Therefore, from the perspective of social interaction, exploring the dynamic 
interaction between organizations and stakeholders is of great significance to the study of 
expanding the legality acquisition mechanism of social enterprises. 

Based on the perspective of social interaction, this paper uses multiple cases as samples to 
study the legality acquisition mechanism of social enterprises from the perspectives of 
enterprises and stakeholders, with a view to enriching the research results in the field of 
corporate legality, and at the same time for the legality of social enterprises in my country. The 
sexual acquisition strategy provides a reference for reference, and provides a new entry point 
for the practice of legal acquisition.  

2. Theoretical basis 

2.1. Legality 

Legitimacy refers to people's general perception or assumption of the appropriateness, 
appropriateness and desirability of physical activities under the framework of beliefs, norms 
and values within the social structure system [8]. Based on different theoretical perspectives, 
scholars further proposed the definition of organizational legitimacy, and expounded the 
connotation of organizational legitimacy from the perspective of resource dependence theory[9] 
and sociological perspective[8,10]. Although the connotation of legitimacy defined by different 
scholars is different, most scholars believe that the core of the legitimacy of an organization is 
the social acceptance of the organization's series of activities. Therefore, legitimacy is not the 
unique attribute of the organization itself, but the evaluation of the organization by people from 
all walks of life, especially stakeholders.  

Based on different research perspectives, the research on the classification of organizational 
legitimacy dimensions also shows diversified characteristics. In general, Singh et al. (1986)[11] 
divided organizational legitimacy into internal legitimacy and external legitimacy according to 
the different sources of legitimacy; Aldrich and Fool (1994)[12] created a new From the 
corporate perspective, the legitimacy faced by startups can be divided into cognitive legitimacy 
and sociopolitical legitimacy. Two dimensions; Scott (1995)[10] believes that organizational 
legitimacy can be divided into three dimensions: regulatory legitimacy, normative legitimacy 
and cognitive legitimacy; Suchman (1995)[8] divides corporate legitimacy into moral legitimacy, 
Three dimensions of practical legitimacy and cognitive legitimacy.  

As an organization whose primary responsibility is to solve social pain points, the sustainability 
of social enterprises depends on whether they can get the emotional recognition of 
stakeholders and support for their products. In the development of people’s recognition of 
social enterprises, analyze the legitimacy of the organization. In the research on the impact of 
sexuality on the sustainable development of enterprises, it is more suitable to use Suchman 
(1995)[8] legality theoretical framework to explain. Among them, ethical legitimacy refers to the 
emotional recognition of the company's stakeholders. It focuses on whether the company's 
behavior conforms to ethical standards and social values, and is an evaluation of the normative 
and reasonableness of organizational activities. Practical legitimacy reflects the self-interested 
calculations of stakeholders, emphasizing that the relationship between organizations and 
stakeholders is based on equivalent exchanges, that is, they are only willing to pay for the 
company if they are satisfied with the company's products, technologies, and services. 
Cognitive legitimacy means that the behavior of the organization is accepted by people, 
reflecting the public's psychological identification with the organization. These three kinds of 
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legitimacy represent the satisfaction degree of the stakeholders to the organization in terms of 
emotion, material needs, emotion and material needs, respectively.  

2.2. Social interaction and legality acquisition 

As the public’s general perception of an organization, legitimacy reflects the common 
expectations of different stakeholder groups for the organization[5]. Organizations with 
legitimacy are easier to obtain resources and support, which is conducive to their growth and 
development. With the development of the Internet media era, the environment of the 
organization has become more dynamic and diversified, with more stakeholder groups, but due 
to differences in perceptions, personal experience, etc., the expectations generated by the 
organization will also be There are differences, and organizations need to dynamically interact 
with stakeholders to meet their expectations and gain their approval. Previous studies have 
shown that organizations obtain legitimacy through two main ways: On the one hand, 
organizations can take appropriate behaviors such as changing the cognitive perspective of the 
enterprise and adopt resource patching strategies[2,3] to adapt to the external environment to 
obtain legitimacy[2,3,7]. For example, a strategy of pooling resources can enable enterprises to 
effectively compensate for the environmental disadvantages of insufficient external resources, 
and better adapt to the environment to gain legitimacy; on the other hand, organizations have 
a certain degree of subjective initiative, not only to adapt and choose the environment, but also 
Take the initiative to take actions and strategies to obtain legitimacy by changing the external 
environment[9], such as the establishment of strategic alliances between enterprises to 
influence the dynamic environment of the organization, which in turn helps to obtain 
legitimacy[13]. In addition, the different evaluation methods of stakeholders will also affect the 
acquisition of organizational legitimacy by influencing their judgment on the legitimacy of the 
enterprise[14]. Although the research on legality acquisition has made great progress in recent 
years, most of them have focused on the corporate perspective. Few studies have explored the 
acquisition mechanism of organizational legality from the perspectives of both stakeholders 
and companies, and explored the legality of social enterprises from this perspective. The 
research on sexual acquisition is even more scarce.  

Due to the lack of resources, social enterprises need to obtain various resources from the 
external environment to maintain their survival and operation. Legitimacy is the basis for 
external stakeholders to judge the efficiency, regularization, ability level and values of the 
enterprise, and determines the interest related Whether they are willing to invest resources for 
the enterprise. Compared with commercial enterprises, social enterprises face a greater 
legitimacy dilemma and need to take measures to obtain legitimacy. As an important way for 
social enterprises to communicate with stakeholders, social interaction has an important 
impact on the acquisition of organizational legitimacy and integrates the perspectives of both 
social enterprises and stakeholders[5]. It is a new consideration that social enterprises should 
consider for the acquisition of legitimacy. Practice path. For example: On the one hand, social 
enterprises can use online social platforms (WeChat official account, Weibo, Douyin, etc.) to 
engage in active and effective social interactions with stakeholders, and use the advantages of 
social media to spread quickly and widely to achieve both Good communication between them 
helps stakeholders to better understand and accept the values of the organization; on the other 
hand, social enterprises can also use popular media as publicity channels to conduct their own 
publicity, and obtain public feedback on corporate activities through the media , To make timely 
adjustments and improvements to corporate behaviors based on these opinions, so as to 
further gain the recognition of stakeholders and gain legitimacy.  

Social interaction refers to the dynamic process of interdependent influence between members 
of society through information dissemination, emphasizing that the behavior of the decision-
making subject is affected by the degree of interaction between the subject and other social 
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group members[15]. Previous studies have shown that social interaction plays an important role 
in organizational change, inter-organizational knowledge acquisition, and corporate brand 
building. Specifically, social interaction affects the dynamics of the psychological contract in the 
process of organizational change[16], and the desirability of the interaction process will weaken 
the obstacles in the process of change, which is conducive to the success of the change; the 
spread of inter-organizational trust through social interaction is conducive to knowledge 
Acquisition and sharing; social interaction between consumers will affect the brand building of 
enterprises[17], social interaction between celebrities and other public figures and consumers 
can affect consumer buying behavior and brand satisfaction[18]. In addition, the social 
interaction between evaluators will also affect their judgments on the legitimacy of the 
company. The study found that evaluators will base their legitimacy judgments on a relational 
perspective, an instrumental perspective, and a moral perspective. The relational perspective 
refers to the evaluator’s self-calculation of spiritual value when evaluating the legitimacy of the 
organization; the instrumental perspective refers to the self-calculation of the material value 
when the evaluator considers the legality of the enterprise; the moral perspective refers to the 
evaluator’s self-calculation based on the organization’s contribution to the society. The 
generated benefits are used as the basis to evaluate the legitimacy of the organization[5]. Among 
them, moral perspective, instrumental perspective and emotional interaction have similar 
meanings to tool interaction. Instrumental interaction refers to the interaction between the two 
parties to achieve the purpose of exchange. Emotional interaction refers to the interaction that 
is generated in order to satisfy the needs of emotion. Combining the meaning of instrumental 
interaction and emotional interaction, this article refers to the in-between interaction that 
combines emotional and practical needs as hybrid interaction. That is, this article believes that 
social interaction can be divided into three dimensions: emotional interaction, instrumental 
interaction, and mixed interaction, and explore the impact of the three interactions on the 
acquisition of corporate legitimacy.  

2.3. Signal Theory 

The signal theory was first proposed by Spence, an American economist, to study how to use 
various signals to reduce uncertainty in the context of information asymmetry and to improve 
decision-making science[19]. With the continuous in-depth study of signal theory by scholars, 
signal theory has gradually formed a theoretical framework that includes signal senders, 
receivers, signals, feedback, and environmental factors. In recent years, signal theory has been 
widely used in researches such as psychology, corporate marketing, corporate image 
management, and corporate legitimacy acquisition. For example, studies based on signal theory 
explore the determinants of Chinese corporate transparency, and found that corporate social 
responsibility information disclosure has a positive impact on financial performance[20]; there 
are scholars on the relationship between organizational legitimacy and corporate executives 
from the perspective of signal management After discussion, it was found that if corporate 
executives reasonably use signal management behavior, it will be more conducive to the 
organization to obtain legitimacy[21]. For social enterprises, they naturally have positive social 
significance and social value, and they need the timely dissemination of information to let the 
outside world know what they are doing. Reasonable and symmetrical information 
transmission will help social enterprises to resonate with stakeholders. Gain recognition and 
gain legitimacy.  

3. Research design 

3.1. Research methods 

This study uses grounded theory to conduct multiple case studies. The main reasons are as 
follows: This article aims to reveal how the social interaction between enterprises and 
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stakeholders affects the acquisition of corporate legitimacy from the perspective of social 
interaction, and explores the dynamic process of legitimacy acquisition. The grounded theory 
requires researchers to generalize a theoretical model based on the content of the data[22], 
which is suitable for dynamic research. Secondly, the main purpose of this research is to analyze 
how companies gain legitimacy through social interaction, and explore the question of "How", 
which is more suitable for the use of case study methods; in addition, "copy" is adopted when 
carrying out case studies. Thinking, the analysis of multiple cases can make the analysis results 
more objective and effective [23].  

3.2. Research sample 

This study considered the following three aspects in the sample selection process: First,The 
sample is representative and typical, that is, the selected sample has been successful in the field 
of social enterprises, and has high visibility and influence; Second, Coverage It should be 
extensive and involve multiple social fields; Third, the information is sufficient, and the 
information is easy to verify each other, so as to improve the credibility of the research 
conclusions. Based on the above three requirements, 10 qualified social enterprises were 
selected, the principle of random sampling was adopted and the availability and adequacy of 
data were considered, and finally Dad Evaluation, Rebamei, and Xihaner Car Wash Center were 
selected. With the 4 social enterprises of Canyou Group, the basic information of the sample is 
shown in Table 1.  

Table 1. Basic information of the sample 

Number Entrepreneur 
Enterprise 

Name 
Founded 

Time 
Service Area 

Corporate Activities 

01 Wei Wenfeng DADDYLAB 2015 Detection 
Detection of toxic and hazardous substances, 

providing people with safe products. 

02 Tan Yanlin Re-bamei 2011 
Poverty 

Alleviation 

Organize hometown people to prepare 
handicrafts, provide jobs for the disabled, and help 

hometown people get rid of poverty. 

03 Cao Jun Xi-haner 2015 
Helping the 

Disabled 
Established the Xihaner Car Wash Center to 

provide jobs for Xihaner and make them respected 

04 
Zheng 

Weining 
Canyou 
Group 

1999 
Helping the 

Disabled 
Organizing the disabled to engage in software 

development to solve their employment problems. 

 

Table 2. Source of information 
Data Source Data content 

Interview and research Dad evaluation call, WeChat interview; Rebamei research 

Official website 
Enterprise entrepreneurial history, major corporate events, information reports on corporate 

products or services, etc. 

Video 

Dad evaluation product testing videos (78); Rebamei handicraft display, interaction, and 
corporate culture promotion related videos (total length of about 15 minutes); Xihaner car 

wash media report video and training video (total length of about 120 minutes);Videos related 
to Canyou Group’s business activities (total length of about 33 minutes) 

News media coverage Dad reviews 16; Rebamei 23; Xihaner 30; Canyou Group 13 

professional book 
"China Social Entrepreneurship Case Collection", "Social Entrepreneurship", "2018 Shenzhen 
Social Organization Blue Book", "Social Entrepreneurship Theory and Practice" (Machinery 

Industry Press, 2019) 

Journal Literature 
Dad evaluated 6 literatures; 1 Rebamei Baiyou case literature; 6 Xihaner literatures; 16 Canyou 

Group literatures 

 

3.3. Data collection 

With the rapid development of network information technology, second-hand data obtained 
through various channels has become an important source of case studies[24], and is widely used 
to explore the growth of social enterprises, corporate governance, and the legality of social 
enterprises[2,25] and other aspects. This article collects and summarizes information from 
various channels such as corporate official websites, news media reports, professional books, 
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and periodicals, forming a database with sufficient information. In addition, considering the 
limitations of second-hand data, team members conducted field research on Reba Mei, 
observed and recorded the company, conducted in-depth interviews with the founding team of 
the company, and conducted 3 WeChat interviews and 3 interviews with the dad evaluation 
team. Telephone interviews to obtain first-hand data to verify the credibility of the information. 
The details are shown in Table 2.  

3.4. Data analysis 

In the data analysis, this paper strictly follows the grounded theory of "open coding-spindle 
coding-selective coding" three-stage coding technical process. In the first stage, extract and 
screen the collected case data, label key events, define the phenomenon, and further 
conceptualize and categorize the phenomenon; in the second stage, the subcategories formed 
in the first stage are further classified and summarized to form the main Category: The third 
stage is to carry out selective coding, establish the relationship between each category, and 
construct a theoretical model for research. 

3.5. Reliability and validity 

In order to ensure the reliability and validity, this article has adopted the following measures: 
when collecting data, to ensure sufficient data sources, a variety of channels are used to collect 
data, and at the same time, a cross-comparative analysis of the data between the cases is carried 
out to remove the non-triangular verification. Data; when coding data, the three authors set up 
different coding groups for data analysis based on an objective and rigorous attitude towards 
the research. When they encounter disagreements, the members of the group will discuss 
round tables and summarize the phased views. And make amendments and supplements in 
time until an agreement is reached. In addition, he also submits papers and reports at academic 
conferences, and listens to expert comments and guidance 4 case analysis. 

4. Case analysis 

4.1. Open coding 

Open coding refers to the process of analyzing the collected case data, breaking the case data 
and abstracted concepts, and then reintegrating[26], which mainly includes three steps: 
phenomenization, conceptualization, and categorization. The specific coding process is shown 
in Table 3: 

Table 3. Open coding 

Data record (labeled) 
Open coding 

Defining phenomenon 
Conceptu
aliz-ation 

Categorizat
ion 

01: I (Dad Wei) discovered that my daughter's book cover had a 
pungent odor. I spent money to detect toxic substances and 

published articles, which were madly forwarded. Within a few days, I 
read 100w+ and my fans reached 110,000. 

03: I (Jun Cao) is committed to solving the employment problem for 
children, and founded the "Xihaner Car Wash Center", which is 

supported by parents. 

Hazardous substances 
found in detection, 

cause concern; 
Start a business to 

solve children's 
employment 

Resonate 
with 

society's 
love for 
children 

empathy 

02: Entrepreneurship provides jobs for paralyzed aunts. Many 
women join in both earning money and taking care of their families 

to solve the problems of left-behind children and empty-nest elderly. 
02: Tan Yanlin resolutely recycled the unqualified product when she 
found it, and finally produced a qualified product for sale, which was 

recognized by employees and consumers. 
03: 10 parents of Xihaner "We want to develop a path for the 

children to find employment. We hope that future parents will take 
this stick and protect Xihaner from generation to generation, so that 

they can live a good life." 
04: Liu Yong "The disabled are also Chinese, and they also hope to 

Solve the problems of 
left-behind children 

and empty-nest 
elderly people, inspire 

empathy among 
people; 

Recycling substandard 
products is recognized 

by everyone; 
Guardian Xihaner; 

Eager to change 

Stimulate 
the 

emotions 
of 

employee
s, 

villagers, 
parents, 

and 
children 

empathy 
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Data record (labeled) 
Open coding 

Defining phenomenon 
Conceptu
aliz-ation 

Categorizat
ion 

change their destiny through hard work." destiny 
04: Thanks to the company for providing more jobs for the disabled, 
so that we can also gain the respect of the society and find the value 

of life. 
03: Xihaner people use their own strength to pursue the value of life 

and win the respect of all sectors of society ｡ 

People with 
disabilities gain social 

recognition; 
Children 

get social respect 

Gain 
respect 

and self-
esteem 

Self-esteem 

01: Inspection of PVC table mats found that all o-benzenes exceeded 
the standard. After the video was released, it caused heated 
discussions. Fans paid attention to and purchased materials 

recommended by Dad. 
03: Client: "Although Xihaner has intellectual problems, they never 
get lazy. They wipe the car over and over again, trying to get rid of 

stubborn stains." 

Pay attention to and 
buy the materials 
recommended by 
Dad's evaluation; 

Satisfied with 
Xihaner's car cleaning 

service 

Product 
and 

service 
approval 

Obtain a 
satisfactory 
consumer 
experience 

03: "They are more serious than the car washers they usually see." 
03: We came here to wash the car because we were moved by their 

serious attitude. 

Work earnestly and 
get recognition 

Recogniz
e work 
attitude 

Recognize 
work 

attitude 
01: Dad's evaluation is an organization with a particularly good mass 

base, and insists on taking the mass line. 
01: "The principle that Dad's evaluation follows is not to receive 

advertisements, not to write soft articles, and stand on the side of 
consumers." 

02: Tan Jingui: "I am so happy to be able to sit at home and earn 
more than 1,800 yuan a month." 

03: "Hi and Han children will not be discriminated against in the car 
wash center, and they can also learn things. 

04: Abudu (employee of Canyou) "My monthly income can support 
two children to go to school, I am very happy". 

Take the mass line; 
Satisfy employees' 
emotions and life 

security; 
Satisfy emotional and 

skill needs; 
Satisfy employees' life 
needs and emotional 

needs 

Satisfy 
emotiona

l and 
practical 

needs 

Satisfy 
emotional 

and 
practical 

needs 

01: "After the test results are released, we (parents) know that there 
are many toxic products around the children, and we hope that Dad 
Wei will provide qualified products." Parents' demand for qualified 
products promotes the construction of the "Dad Evaluation" mall. 

Generate a sense of 
crisis for harmful 

products and generate 
demand for qualified 

products 

Create a 
sense of 

crisis and 
demand 

for 
qualified 
products 

Create a 
sense of 

crisis and 
demand for 

qualified 
products 

01: Converting the money paid by fans during crowdfunding into 
shares to participate in the company's dividends has moved many 

fans. 
02: Pay wages on time to make employees feel safe. 

03: "If there is no job opportunity, Tingting will be locked up at home 
after leaving school, or wandering on the street." 

Get emotional 
approval from fans; 

Get emotional 
recognition from 

employees; 
Get emotional 
approval from 

parents; 

Emotiona
l 

identifica
tion 

Emotional 
identificati

on 

01: Dad's evaluation technology has gained 18 million fans, 
becoming an Internet celebrity platform and super KOL that 

countless brands want to cooperate with. 
01: Many fans will habitually look at Dad’s reviews and 

recommendations before buying things. If Dad’s reviews are 
available, fans will choose to buy directly. 

Evaluation technology 
is recognized 

Technolo
gy is 

recognize
d 

Technology 
identity 

02: The company has developed 500 kinds of weaving styles that 
combine the traditional weaving techniques of Xiangxi folk with 

modern fashion elements. The products are sold overseas. 
02: Reba Mei Handicrafts International Handicraft Exhibition is very 

popular among consumers in many countries. 

Products are 
recognized by many 

countries 

Product 
Approval 

Product 
Approval 

03: The child worked hard to wipe off the stubborn stains, so that the 
owners were so satisfied that they shouted "Okay! Okay!" 

03: The car owner was moved by their serious and persistent 
attitude, and Raoyuan was willing to drive the car here to wash. 

Strict requirements; 
Service is recognized 

No 
discount 

on 
service 

Service 
recognition 

01: When we (Dad Wei) faced the crisis of breaking the capital chain, 
we launched a crowdfunding at the request and support of fans, and 

we crowdfunded 2 million in a short period of time. 
02: The company was rated as "Excellent Innovation and 

Entrepreneurship Enterprise". 
03: The people who started washing the car with compassion were 

Recognized by 
fans/society/public 

Corporat
e 

behavior 
is 

recognize
d 

Recognize 
corporate 
behavior 
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Data record (labeled) 
Open coding 

Defining phenomenon 
Conceptu
aliz-ation 

Categorizat
ion 

convinced by the seriousness of the children. 
02: Reached a cooperation agreement with the French SMOBY toy 

company. 
03: On average, Xihan'er has 50 to 60 customers visiting every day, 

and many repeat customers. 
04: Canyou Group has 1 foundation, 2 listed companies, 14 social 

organizations, 25 corporate enterprises, and 40 branches. The Group 
is undertaking the construction of key projects such as the Smart 

Cloud Management and Control Platform of the State Grid. 

Products go 
International 
Enterprise is 

recognized by 
Customers; 

Widely 
recognized by society 

Social 
recogniti

on, 
product 

internatio
nalization 

Social 
recognition 

01: Live streaming platforms such as Douyin provide an interactive 
platform for Dad evaluation. 

03: Party branch and Volunteer Association distributed daily 
necessities to Xihaner employees. 

04: The NetSuite Donation Project donated NetSuite software to the 
Zheng Weining Charity Foundation. 

04The government helped Canyou Group solve the training venue 

Get live broadcast 
platform support; 
Access to material 

resources; 
Obtain software 

resources; 
Obtain site resources 

Obtain 
physical 

resources 

Obtain 
physical 

resources 

01: Donated 2 million fans to support Dad's evaluation and survival. 
01: Investment institutions invested 500,000 yuan to "Dad 

Evaluation". 
04: Affected by the unyielding spirit of the Canyou Group, business 
people in society have donated money to the Canyou Foundation. 

Fans donate actively; 
Investors donate 

actively; 
Get donations from 

business people 

Get 
financial 

resources 

Get 
financial 

resources 

01: Some young people took the initiative to join after learning about 
Dad’s evaluation when their salaries were not high. 

03: Parents took the initiative to send Xihaner to the car wash center. 
03: The party branch and the Volunteer Association bought car wash 
cards and brought them back to their respective units to promote the 

Xihaner. 

Get human support 
Access to 

human 
resources 

Access to 
human 

resources 

01: Major media reports praised Dad's evaluation. 
02: Rebamei received many honors from the government. 

03: Canyou Group was praised by the government and qualified for 
the construction of national key projects. 

Get praise from the 
media; 

receive honor; 
Get honors and more 

opportunities 

Obtain a 
positive 

corporate 
image 

Obtain a 
positive 

corporate 
image 

 

4.2. Spindle coding 

The 17 sub-categories generated by the open coding are further classified and summarized, and 
the connection between them is established to form 7 main categories that are more abstract 
and generalized. The specific coding process is shown in Table 4:  

 

Table 4. Spindle coding 
Core category Main category Subcategory 

Social interaction 

Emotional interaction Empathy, empathy, self-esteem 
Instrumental interaction Obtain a satisfactory consumer experience,recognize work attitude 

Mixed interaction 
Satisfy emotional and practical needs, 

Create a sense of crisis and demand for qualified products 

Organizational 
legitimacy 

Moral legitimacy Emotional identification 
Practical legitimacy Technology recognition, product recognition, service recognition 
Cognitive legitimacy Recognize corporate behavior, social recognition 

Resource 
acquisition 

Resource acquisition 
Obtain physical resources, obtain financial resources, obtain human 

resources, and obtain corporate image 

 

4.3. Selective coding 

Selective coding is the process of further abstracting the main category from the core category 
and establishing the connections between the categories, thereby constructing a theoretical 
framework for research[26]. Through further generalization of the main categories, three core 
categories (as shown in Table 4) of social interaction, organizational legitimacy and resource 
acquisition are formed (as shown in Table 4), and the model shown in Figure 1 is established.  
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Figure 1. The model diagram of the legality acquisition strategy of social enterprises from the 

perspective of social interaction 

5. Research findings 

Social interaction helps companies to transmit relevant information and stimulate stakeholders 
to think rationally about decision-making based on information[27]. This process may lead to 
changes in stakeholders’ perceptions of the company, which is conducive to the company’s 
legitimacy and promotion of the company. Win-win with stakeholder groups[28]. Based on the 
grounded research and analysis of case materials, this article found that companies publish 
corporate-related information through multiple platforms, such as corporate official websites, 
news media, WeChat official accounts, video software, and other platforms, while stakeholders 
take comments and leave messages on the information sent by the company. The whole process 
reflects the social interaction between the two parties. This article summarizes this interaction 
into three forms: emotional interaction, instrumental interaction, and mixed interaction. 
Enterprises obtain corporate legitimacy through three different forms of interaction, and 
ultimately acquire more resources.  

5.1. Emotional interaction and moral legitimacy 

Emotions play an important role in the interaction between people[20]. As the main body of 
interaction with enterprises, stakeholders are no longer limited to satisfying physical needs but 
paying more attention to spiritual and emotional needs with the improvement of living 
standards. Satisfy. Therefore, companies pay attention to the construction of their own image 
and brand, so that consumers can have a unique psychological experience of the company, and 
stimulating their emotional identification is of great significance to the construction of 
corporate legitimacy. Emotional interaction is the process of interaction between individuals 
and other subjects in order to satisfy their emotional needs such as security and belonging. This 
article analyzes the case data and finds that emotional interaction is further conceptualized by 
three subcategories of empathy, empathy, and self-esteem, that is, companies stimulate 
stakeholders in the process of interaction Of empathy, empathy, or satisfying their sense of self-
esteem. In this interactive process, the company is committed to solving social pain points, 
arousing the emotional resonance of stakeholders, so that they can obtain the satisfaction of 
their emotional needs and recognize the company emotionally. This is specifically reflected in 
the case: In my dad’s evaluation, I (Dad Wei) discovered that my daughter’s book cover 
contained a pungent odor. I tested it and found toxic substances. I was very sad. Fortunately, I 
found this social pain point and hoped to be able to To solve these problems, I published the 
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test results on the Internet, which received widespread attention, and parents have also paid 
attention to it; I (Jun Cao) created the "Xihaner Car Wash Center" to solve the problem of 
children's employment, but I did not expect to get a lot of happiness. The parents of the children 
support, and the parents send their children over and are grateful. Both of these are emotional 
interactions that stimulate parents' love for their children and generate empathy. Reba Mei 
started her own business to make her disabled aunt happy and provide jobs for more people in 
the village. Villagers can not only earn money but also take care of children and the elderly when 
they work in the company. The villagers are emotionally grateful and approve of the company. 
Willing to join the company; the founder of Canyou Group, who does not succumb to fate, 
believes that "disability is only a feature", and founding Canyou Group has stimulated the 
emotions of more people with disabilities. This is all by stimulating empathy among people with 
the same experience. Emotional interaction. Canyou Group and the "Xihaner Car Wash Center" 
both provide jobs for special people, allowing them to gain social recognition and self-esteem 
through their own efforts. This is an emotional interaction that arouses special people’s sense 
of self-esteem.  

Generally speaking, emotional interaction is the emotional response of stakeholders that a 
company's behavior arouses. The belief that corporate behavior is reasonable, ethical, and 
beneficial to society, that is, to recognize the company emotionally. The moral legitimacy of an 
enterprise refers to the moral judgment of an individual or a group on the enterprise[10]. 
Stakeholders pay more attention to the correctness of what the organization is doing[5], that is, 
whether stakeholders can emotionally agree with the behavior of the enterprise. . This leads to 
proposition 1. 

Proposition 1: The emotional interaction between the enterprise and the stakeholders is 
conducive to the enterprise's moral legitimacy.  

5.2. Tool interaction and practical legitimacy 

From an instrumental perspective, the size of the benefits an enterprise brings to stakeholders 
is an important basic criterion for judging the legitimacy of the enterprise [13]. When 
stakeholders judge the legitimacy of an enterprise through an instrumental perspective, the 
form of interaction between the two is instrumental interaction, that is, the interaction for 
achieving a certain purpose is to solve specific problems in work and life. communication. The 
sub-categories of instrumental interaction include obtaining a satisfactory consumer 
experience and recognizing work attitude. In this instrumental interaction process, companies 
hope that their products or services will be recognized, and stakeholders are eager to obtain 
high-quality products and services, that is, both parties are in the stage of interacting to satisfy 
their own interests. Specifically, it is reflected in the case: after fans emotionally agree with 
Dad’s evaluation, they put forward new requirements for Dad’s evaluation, not only to detect 
toxic and harmful substances, but also to provide qualified products and adopt "good money". 
The method of expelling bad coins is to expel substandard products from the market. At this 
time, consumers hope to obtain qualified products, and Dad Wei also lives up to everyone’s 
expectations. While doing a good job of testing, he recommends qualified products to everyone 
to improve The quality of the service has been further recognized by fans for its detection 
technology, and the interaction between the two is an instrumental interaction. At first, the car 
owner just sympathized with Xihaner and went to the car wash center to wash the car, but when 
he saw that Xihaner worked seriously, washed the car cleanly, and worked hard to remove 
stubborn stains, he recognized the work of Xihaner. In this interactive process The owners of 
CRRC have obtained satisfactory consumer experience and practicality, and the company has 
also obtained service recognition.  

Generally speaking, the stakeholders have achieved the goal of solving the problem through 
tool interaction with the company, and in the process, they have produced recognition for the 
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technology, service and products of the company. The practical legitimacy emphasizes the 
organizational legitimacy obtained by the self-interested calculation of individuals or groups[8], 
that is, the stakeholders recognize the products, technologies and services of the enterprise and 
are willing to pay for them. And companies have gained this recognition through instrumental 
interaction with stakeholders. From this, this article draws proposition 2. 

Proposition 2: Enterprises can help enterprises obtain practical legitimacy through 
instrumental interaction with stakeholders.  

5.3. Mixed interaction and cognitive legitimacy 

Mixed interaction is an effective means to solve problems or perform tasks, and the rational use 
of mixed interaction is conducive to corporate legitimacy. Mixed interaction is a comprehensive 
manifestation of emotional interaction and instrumental interaction, that is, through this 
interaction, emotional and practical needs can be met at the same time. The sub-categories of 
mixed interaction include satisfying emotional and practical needs, generating a sense of crisis, 
and demand for qualified products. In this interactive process, the enterprise obtains the 
psychological recognition of the stakeholders, and the stakeholders obtain the emotional and 
practical needs at the same time. At this time, the two parties reach a win-win situation. This is 
also reflected in many cases. For example, Dad’s evaluation selects the topic that fans are talking 
about for live testing. Through this interaction, fans feel that their needs are paid attention to 
meet their emotional needs, and obtain satisfactory products to meet their practicality. Needs, 
to gain fans’ emotional and product recognition, and further psychologically recognize the 
company; Tan Jingui and Abudu work in their respective companies, not only can earn money 
to support their family and get practical satisfaction, but also take care of the family’s emotions. 
Satisfaction, so as to recognize the company more and have a sense of loyalty to the company; 
the children are employed in the Xihaner car wash center, rehabilitation training, will not be 
discriminated against, and the children have livelihood security in the car wash center, and they 
can be respected and satisfied. Our emotional and practical needs. 

In general, mixed interactions enable stakeholders to obtain emotional and practical 
satisfaction, be conquered by the company, and accept the company psychologically. Cognitive 
legitimacy means that the behavior of the organization is consistent with the existing things 
that people are familiar with, understand, and accept[8]. People have no doubts about the 
organization, and organizational behavior is widely accepted psychologically[3] , And 
enterprises achieve this effect through mixed interaction with stakeholder groups. Based on 
this, this article draws Proposition 3. 

Proposition 3: Companies can help companies gain cognitive legitimacy through mixed 
interactions with stakeholders.  

5.4. Signal and legality acquisition 

Signals play an important role in the process of social interaction between enterprises and 
stakeholders to gain legitimacy and thereby obtain more resources. Due to its own uniqueness, 
social enterprises face a more complex and diverse environment. In an uncertain environment, 
adopting appropriate signal behaviors has obvious effects on the organization. The rational use 
of signal management behavior means that the same Conditions will greatly enhance the 
recognition of the environment for the organization[21], which has a very positive effect on the 
legitimacy of the organization and the improvement of organizational performance. Through 
case analysis, it can be seen that in the process of obtaining legality, the four companies publish 
corporate-related information on news media, corporate official websites, WeChat platforms, 
and video websites. This is a manifestation of corporate signaling and reasonable signal 
management behavior. For example, Wei Dad released the detection video, Xihaner Car Wash 
Center announced car wash information and so on. Stakeholders can learn about what the 
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company is doing by browsing this information, which is a manifestation of the stakeholder's 
signal reception, such as commenting on the public account of Dad's evaluation and expressing 
their needs. In short, the interaction process between the two is completed through signal 
transmission. If there is a problem in signal transmission, it will have an impact on the 
interaction process. After the company gains legitimacy, it will send a signal to the outside 
world that the company is widely recognized. For example, major media reports praised the 
evaluation of dad, Rebamei received many honors from the government, and Canyou Group was 
praised by the government and won national key points. Project construction qualifications, etc. 
This signal can help companies build a better corporate image and acquire more resources. The 
acquisition of more resources by the enterprise will form a new signal. On the one hand, it 
serves as the source of information released by the enterprise on the relevant media platform, 
and on the other hand, it feeds back to the stakeholders to have a deeper understanding of the 
enterprise, thus forming a benign Circulation further promotes the realization of a win-win 
situation for both parties. Based on this, this paper proposes proposition 4. 

Proposition 4: In the process of social interaction between enterprises and stakeholders to gain 
legitimacy and thereby obtain more resources, signals play an important role in regulating. 

6. Research conclusions and prospects 

6.1. Research conclusion 

This article uses grounded theory for case analysis and explores how social enterprises obtain 
legitimacy from the perspective of social interaction. The main conclusions of the research are 
as follows: the emotional interaction between the enterprise and the stakeholders helps the 
enterprise obtain the moral legitimacy; the instrumental interaction helps the enterprise obtain 
the practical legitimacy; the mixed interaction helps the enterprise obtain the cognitive 
legitimacy Sex. In addition, in the process of obtaining legitimacy through interaction, and thus 
obtaining more resources, signals play an important role in moderating. The rational use of 
signal management behavior by enterprises can help enterprises obtain organizational 
legitimacy through social interaction. 

6.2. Research inspiration 

This research has three theoretical contributions: First, it expands and deepens the theory of 
legitimacy. Existing research on legal acquisition mainly focuses on a single perspective, and 
does not pay attention to the impact of the interaction between enterprises and stakeholders 
on the legal acquisition of enterprises. Based on the perspective of social interaction, this paper 
explores the acquisition path of corporate legitimacy. It studies the dynamic acquisition process 
of legitimacy, which is innovative and provides a new perspective for the study of corporate 
legitimacy. Second,enriching and deepening the research on social interaction theory. In recent 
years, social interaction theory has been widely used in research on psychology, urban 
development, employment and corporate marketing, but it has rarely explored the impact of 
social interaction on the legality of social enterprises. Through case studies of multiple social 
enterprises, this paper analyzes the three different ways of interaction between enterprises and 
stakeholders, and explores the relationship between different ways of interaction and different 
legalities of enterprises, which makes up for the previous social interaction theory in social 
enterprise case studies. The lack of applications has enriched the theory of social 
interaction.Third, Expanding and supplementing the research of signal theory. This paper uses 
a grounded approach to refine the model of corporate legitimacy acquisition, which not only 
analyzes the driving role of social interaction, but also explores the regulating role of signals in 
the entire process, and innovatively applies the signal theory to the process of obtaining social 
enterprise legitimacy. In, contributed to the development of signal theory. 
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The research conclusions have certain practical enlightenment for enterprises, stakeholders 
and the government. For enterprises, it is necessary to establish a mindset that emphasizes the 
interaction between the enterprise and its stakeholders, and adopt a variety of interactive 
methods to obtain the emotional and practical needs of stakeholders, thereby obtaining the 
legitimacy of the enterprise. For stakeholder groups, corporate information should be viewed 
objectively. In the age of information modernization, it is important to treat information with 
critical thinking. Stakeholders must be able to distinguish the information released by the 
company and have the ability to identify effective information. As far as the government is 
concerned, it should play a good role as an information monitor. On the one hand, it should help 
companies release information to benefit their growth. On the other hand, they should do a 
good job of supervision and provide a good information environment for the public.  

6.3. Shortcomings and Prospects 

This research has the following shortcomings: This research explores the legality obtained 
through interaction between the enterprise and the stakeholders, and emphasizes that the 
enterprise and the stakeholders jointly build the legality of the enterprise. However, for 
different stakeholders, the legality is judged. There are differences[10], and this article does not 
conduct a detailed analysis of different stakeholders. In the future, different stakeholder groups 
can be selected as samples to explore the influence of different stakeholders on the legality of 
the organization. Secondly, the analysis data of this study is mainly second-hand data. Although 
first-hand data is used as a supplement, it has always held an objective, fair and rigorous 
attitude in the process of data collection, sorting, and analysis, but it still has the validity of the 
analysis results. Make an impact. Future research can further obtain more first-hand data for 
analysis, thereby increasing the credibility of the conclusions. 

Acknowledgments 

Fund Project: National Natural Science Foundation of China Youth Science Foundation Project 
"The Formation Mechanism of the Legitimacy of Social Entrepreneurship and Its Impact on 
Social Entrepreneurship Performance: A Perspective of Linguistic Expectation Theory" 
(71702095); Humanities and Social Science Research Project of the Ministry of Education "How 
Noble Profession Are Being Vulgar Transformation: A Study on the Mechanism of the Impact of 
Negative Cases on Occupational Stigma" (17YJC630076). 

Rreferences 

[1] Defourny, J., and M. Nyssens. Conceptions of social enterprise and social entrepreneurship in 
Europe and the United States: Convergences and divergences[J]. Journal of Social Entrepreneurship, 
2010, 1(1): 32-53. 

[2] Peng Wei, Yu Xiaojin, Zheng Qingling. Resource patchwork, organizational legitimacy and social 
entrepreneurial growth[J]. Foreign Economics and Management, 2018, 40(12): 55-70.  

[3] Chen Yun, Chen Xin. The legalization mechanism and acquisition strategy of social 
entrepreneurship based on the cognitive perspective[J]. Chinese Journal of Management, 2018, 
15(9): 1304-1310. 

[4] Su Xiaohua, Wu Qiongzhu, Zhu Zhoucheng. Can strategic alliances help new ventures gain 
legitimacy?——A regulated intermediary model[J]. Science of Science and Management of Science 
and Technology, 2015, 36(11) : 79-89. 

[5] Xu Siqi, Xi Youmin. Research on the evolution of social enterprise competition and cooperation 
activities and its legitimacy[J]. Nankai Management Review, 2018, 21(06): 156-170. 

[6] Xu Peng, Xu Xiangyi, Su Jianjun. The acquisition mechanism of the legitimacy of first-mover 
companies under the background of industry changes——The case of State Grid Corporation of 
China based on grounded theory[J]. Economic Management, 2017, 39(11): 39-53.  



Volume 2 Issue 7, 2021 

DOI: 10.6981/FEM.202107_2(7).0022 

165 

Frontiers in Economics and Management 

ISSN: 2692-7608 

[7] Zimmerman, M. A., and G. J. ZEITZ. Beyond survival: Achieving new venture growth by building 
legitimacy[J]. Academy of Management Review, 2002, 27(3): 414-431. 

[8] Suchman, M. C. Managing legitimacy: Strategic and institutional approaches[J]. Academy of 
Management Review, 1995, 20(3): 571-610. 

[9] Pfeffer, J. Power in organizations[M]. Marshfield, MA: Pitman, 1981. 

[10] Scott, W. R. Institutions and organizations. Foundations for organizational science[M]. London, UK: 
Sage, 1995. 

[11] Singh, J. V., D. J. Tucker, and R. J. House. Organizational legitimacy and the liability of newness[J]. 
Administrative science quarterly, 1986, 171-193. 

[12] Aldrich, H. E., and C. M. Fiol. Fools rushin? The institutional context of industry creation[J]. A-
cademy of Management Review, 1994, 19:645-670. 

[13]  Su Xiaohua, Wu Qiongzhu, Zhu Zhoucheng. Will strategic alliances help new ventures gain 
legitimacy? A regulated intermediary model[J]. Science of Science and Management of Science and 
Technology, 2015, 36(11): 79 -89.  

[14] Liu Yun. Organizational legitimacy research based on the evaluator’s perspective: Judgment of 
legitimacy[J]. Foreign Economics and Management, 2017, 5: 73-84.  

[15] Godes, D., D. Mayzlin, and Chen. Y. The firm’s management of social interactions[J]. Marketing 
Letters, 2005, 16(3-4): 415-428. 

[16] Van Der Schaft, A., X. Lub, B. Van Der Heijden, and O.N. Solinger. The influence of social interaction 
on the dynamics of employees’ psychological contracting in digitally transforming organizations[J]. 
European Journal of Work and Organizational Psychology, 2020, 29(2): 164-182. 

[17] Cui Yongtao. Social interaction and resonance strategy for rapid brand building[J]. Modern 
Economic Information, 2015 (20): 341-343.  

[18] Liu, M. T., Y. D. Liu, and L. L. Zhang. Vlog and brand evaluations: The influence of parasocial 
interaction[J]. Asia Pacific Journal of Marketing and Logistics, 2019, 31(2): 419-436. 

[19] Spence, M. Job markrt signaling[J]. Quarterly Journal of Economics, 1973, 87, 355-374. 

[20] Chen Cheng, Wang Zongjun, Ye Yun. Research on the Impact of Corporate Social Responsibility 
Information Disclosure on Financial Performance from the Perspective of Signal Theory[J]. Chinese 
Journal of Management, 2019, 16(3), 408.  

[21] Wu Han, Yao Xiaotao, Chen Jiawen. Discussion on the relationship between organizational senior 
management and organizational legitimacy from the perspective of signal management[J]. Chinese 
Journal of Management, 2013, 10(4), 619-624.  

[22] Glaser, B., and A. Struss. (1967). The discovery of grounded theory: Strategies for qualitative 
research. Mill Vally, CA: Sage. 

[23] Eisenhardt, K. M. Building theories from case study research[J]. Academy of Management Review, 
1989, 14(4): 532-550. 

[24] Su Jingqin, Liu Jing. Case study on the reliability of second-hand data from a normative perspective 
[J]. Chinese Journal of Management, 2013, 10(10): 1405-1409.  

[25] Wang Shiquan, Niu Jianbo. Research on the Ways of Stakeholders' Participation in Corporate 
Governance: A Case Study of NVC Control Rights Based on Grounded Theory[J]. Scientific Research 
Management, 2009, 30(4): 105-114.  

[26] Jia Xudong, Tan Xinhui. The practical value of classic grounded theory and its spirit to Chinese 
management research [J]. Chinese Journal of Management, 2010, 7(5): 656-665.  

[27] Li Zhi, Sun Rui. Research on the Influence of Social Interaction on User Perception and Information 
Adoption of Recommender System[J]. Journal of Information, 2019, 38(11): 1138-1149.  

[28] Zhang Xu, Yan Jing. Research on "Bureaus" Based on Social Interaction and Event System Theory[J]. 
Chinese Journal of Management, 2018, 15(10): 971-979.  

[29] Wang Caiyu. The connotation, formation mechanism and influence effect of consumer self-brand 
connection[J]. Advances in Psychological Science, 2013, 21(5): 922-933. 


