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Abstract 
Background: Corporate social responsibility has continuously developed ever since the concept 

first was introduced in the 1950’s up until today. In its beginning, managers who engaged in CSR 

did so to improve workforce efficiency. In this day and age, CSR has come to include social, 

environmental and economic topics and is now about creating value for the society at large. 

 

Purpose: The purpose of this study is to find the underlying reasons for why SMEs engage in CSR 

activities. 

 

Method: To properly fulfill the purpose of this study, we have conducted a qualitative case study. 

The empirical data has been collected through ten in-depth semi-structured interviews with ten 

different organizations from four different industries. 

 

Conclusion: The results show that SMEs believe there are expectations from customers/clients 

to engage in CSR and by doing so they create a competitive advantage over their competitors. In 

addition to this, most SMEs that engage in CSR is in the strategic stage of CSR, in activities 

connected to the environment. Furthermore, there are several industry-related differences as to 

why SMEs engage in CSR. These differences include factors such as competitive advantage, 

customer expectations, and requirements to follow rules and regulations. 
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1. Introduction 
___________________________________________________________________________ 

In this chapter, the topic of this study is introduced starting with a look at the background. Furthermore, the 

identified research gap, purpose of the study along with the research question are presented.  

Finally, the delimitations are presented in order to help facilitate comprehension and benefits of the findings 

presented further on. 

___________________________________________________________________________ 

1.1 Background 

1.1.1 Motives for CSR Engagement 

In September of 1970, Milton Friedman wrote one of the most cited, but also debated, articles 

about Corporate social responsibility, CSR, where he famously stated that the “Social responsibility 

of business is to increase its profits” (Friedman, 2007). To be clear about the main CSR definition 

of this thesis, in an article examining 37 definitions of CSR, Dahlsrud (2008) came to a conclusion 

and defined CSR as organizations taking responsibility for their impact on the society based on 

three perspectives; economic, environmental and social. As mentioned, there are several other 

definitions in the literature today, but this is the one used in this thesis. However, Friedman (2007) 

argues that to be socially responsible is the responsibility of the individual, not the business. That 

the shareholders that have invested in and own a part of the organization, deserves their dividend 

by right and that the only task of managers is to make decisions that will lead to increased profits 

for the organization and so, in turn, increased returns for the shareholders. Anything else would 

be to fail and cheat those shareholders, and that, according to Friedman, is wrong. By that, 

Friedman puts all other stakeholders aside. Stakeholders being “any group or individual who can 

affect or is affected by the achievements of an organization’s purpose” (Freeman, 1984, p. 53). 

These include but are not limited to employees, suppliers, customers and shareholders.   

 

Not too surprisingly, managers soon adopted the theories of Milton Friedman (Denning, 2013). 

The notion that all they had to do was maximize profits and everything would turn out well was 

welcome news to anyone who wanted to make big bucks and thrive in their respective market. 

Top management introduced generous compensation packages in the form of stocks. The 
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intention was to give managers incentive to push for economic growth, but in time, these stocks 

came to be seen more as entitlements and less as compensation based on performance. 

 

The theories of Milton Friedman eventually self-imploded when what he predicted to be the 

perfect recipe for corporate success proved to be a shortcut to economic failure (Denning, 2013). 

While executive compensation more than quadrupled in the second part of the 20th century, 

corporate performance declined (see Appendix 1). In the media, corporate success has been 

portrayed by the income statement profits, while, to get a real understanding of economic growth, 

or decline for that matter, one should look at profits relative to revenue (Hagel, Seely Brown, 

Samoylova & Lui, 2013). It is the return on assets, ROA, that truthfully pictures the real 

progression of corporate performance.  

 

The idea of Milton Friedman to put shareholders interest first and foremost is something strongly 

opposed by famous, award-winning manager Jack Welch, former CEO of General Electrics, GE, 

who already 2009 in an interview with The Financial Times stated that shareholder value and the 

ideas of Friedman is “the dumbest idea in the world” (Guerrera, 2009). This means Welch opinion 

on the matter has radically swayed over time since he is the one who turned GE into an empire by 

following those ideas he is now condemning. In the interview, he also says that shareholder value 

should be the results, not the strategy. And that it is the customers, employees and the products 

that should be of utmost importance to an organization. 

 

Evidently, the general consensus has changed over the years when, writing books about 

management, scholars claim that it is the customers that decide if a business will even continue to 

exist and, if so, what they are (Drucker, 1986). Customers hold the power of determining whether 

an organization meets their needs and if they offer quality products, they are the sole employer to 

any business. And so, organizations that do consider CSR as part of their strategy need to be 

sincere to prove the value they are creating for their customers (Tennant, 2015).  

 

If one were to shift through the current research on organizations relation to CSR, one would find 

that there are conflicting accounts as to what it means to financial performance (Wang, Dou, & 

Jia, 2015). According to these scholars’ meta-analysis, it cannot be stated for sure that CSR 

generates either a positive nor negative financial performance. So, if financial performance is not 

the reason why, then what is?  
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1.1.2 Different Kinds of CSR 

When looking at the different types of CSR an organization can engage in, it can be broken down 

into levels. What level one would investigate depends on the theories one would use as a 

foundation for the study. Patrick Murphy (1978) has come up with a simplified scheme of how 

CSR evolved during the century, a process which he has divided into four eras. The first era he 

calls the ‘philanthropic’ era, which is the time before the 1950s. Even though there are some 

exceptions, before 1950, CSR was mostly about organizations donating money to charities. The 

second era was between 1953-1967, which he calls the ‘awareness’ era. This was when 

organizations started to become more aware of their overall responsibility to their external 

environment and their involvements in community affairs. 1968-1973 was the third era, which he 

calls the ‘issue’ era. This was when organizations began to focus on more specific issues in their 

external environment, such as pollution and discrimination of all sorts. The fourth era, and last era 

described by Murphy, he calls the ‘responsiveness’ era. This was between 1974-1978 and was when 

organizations started to really address CSR issues, such as corporate ethics (Murphy, 1978). 

 

Continuing on to the 1980s, Frederick (2008) describes the 1980s as the decade when organizations 

began to focus on developing ethical corporate cultures, calling the decade the 

“corporate/business ethics” stage. The 1980s was the decade where research trying to link CSR 

with corporate social performance, CSP, grew increasingly (Lee 2008). This was a trend that 

continued into the 1990s when CSR began to spread all over the world. Frederick (2008) calls the 

1990s and the 2000s as the era of “global corporate citizenship”, and especially in the 2000s, the 

phenomena of CSR has become global. According to a report made by the Organization for 

Economic Co-Operation and Development, voluntary initiatives made by international businesses 

in CSR activities was a major trend during the 1990s (OECD, 2001).  

 

In the second decade of the 21st century, Wayne Visser (2014) identified five different types of 

CSR practices and thus elaborated the already established concept of CSR. Visser explains the 

evolution of business responsibility, which is also known as CSR, by dividing the evolution process 

into five periods based on what he calls ages. These are more precisely the ages of greed, 

philanthropy, marketing, management, and responsibility. Each of these ages is a current context 

or culture in an organization, and do not have to be tied to a specific period of time in history, it 

is a process of an organization’s CSR activities that in turn can be linked to each one of these ages.  



 

4 

 

1.1.3 CSR in Different Industries  

Anne Sigismund Huff (1982) defines an industry as “...shared or interlocking metaphors or 

worldview” (Huff, 1982, p. 125). First of all, there are a set of taken-for-granted assumptions about 

the overall characteristics of the industry. These lies within the context and the frame which creates 

links to a larger whole. Industries have for many years been strictly and orderly set where 

organizations and customers have been aware of what industry different organizations belong to 

(Marcus, 2015). However, this has come to change as large corporation expands their business 

models and incorporate many different products or services into their product lines. Nowadays, 

phone producers like Apple are competing with watch makers as they have released their iWatch, 

and search engine companies like Google are challenging traditional car manufacturers with their 

self-driving cars. Organizations are blurring the lines between the different industries, and it seems 

like it is up to new start-ups and these challenging organizations to define themselves.  

 

If we look at traditional industry divisions, one could enumerate a number of different common 

industries. Banking, food & beverage, energy, industrials, and retailers to mention a few.  As Huff 

(1982) mentions, the organizations operating in these industries shares a common worldview and 

should therefore be similar to each other. Research suggests that strategy builds on a fit between 

the organizations’ activities and its environment. It is then not hard to see that organizations in the 

same industry tend to be strategically similar (Moura-Leite, Padgett & Galan, 2012).  

 

Macleans.ca (2017) has identified some of the most common CSR activities in the biggest 

industries. It is evident from the study that some industries relate to each other while others engage 

in activities completely different from other industries. The banking industry can influence in two 

main ways, either by setting strong lending and investments standards and so contributing to 

economic sustainability, or, they can promote environmental sustainability in their investment 

portfolios. The food and beverage industry can make a difference through the products they offer. 

They can ensure product quality, product safety, and healthy supply chain management to promote 

the environment as well as their own employees and those of their suppliers. The energy industry 

has a huge impact on the environment as they produce their output. What they can do is minimize 

this negative impact by using renewable resources. They can also ensure safety for their employees’ 

health and safety on their production plants. In the case of the industrial industry, the health and 

safety of the workers are of most importance. However, these organizations can also improve 

environmental sustainability by reducing harmful waste from their factories. Lastly, the retailer 

industry focuses mostly on the front-end aspect of their business, such as the relationship with 



 

5 

 

their customers. They can also improve their brand perception by engaging in social CSR as well 

as environmental CSR.  

1.2 Identified Research Gap 

Most of the research that has been done in the area of CSR has been made on large, publicly traded 

corporations, such as multinational enterprises, MNEs (Martínez-Martínez, Herrera Madueño, 

Larrán Jorge, & Lechuga Sancho, 2017). Small and medium-sized enterprises, SMEs, on the other 

hand, has not been as widely researched, which gives us a gap to do further empirical studies on 

(Moura-Leite & Padgett, 2011). SMEs make out 99,9% of all organizations in Sweden, and it is, 

therefore, the most important source of employment in this country (Holmström, 2017). There 

are two main factors that classify an organization as an SME. According to the EU commission, 

an organization is defined as an SME if it has between 50 to 250 employees and a turnover size of 

maximum €50m, or a balance sheet total of maximum €43m (Commission, 2003). This is the 

definition that will be continuously used in this thesis.  

1.3 Purpose 

The purpose of this Master Thesis is to examine why SMEs engage in CSR. In addition to this, we 

want to examine the different kinds of CSR activities that organizations engage in as well as to 

examine the possible industry-related differences as to why organizations engage in such activities. 

Most research has focused on how organizations use CSR as strategies and what implications this 

has on economic performance while this study aims at answering the Why-question, thus taking a 

step back and contribute to the fuller picture. 

1.4 Research Question 

Based on the above discussion, the following questions were chosen: 

• What reasons do SMEs give for engaging in CSR? 

• What kind of CSR activities does SMEs engage in? 

• Are there any industry-related differences in why SMEs engage in CSR? 

1.5 Delimitation 
This study involves topics that are very broad in its own self. When combining several broad 

topics, the way it has been done in this study, we have chosen to make some delimitations. This is 
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partly due to the timeframe we are given to conduct and finish the study but also to narrow it 

down and come to a more specific conclusion. 

1.5.1 Location Delimitation 

When talking about CSR in a theoretical perspective, we will do so in the light of global research 

and attitudes towards the concept. However, in the empirical part, we will concentrate on 

organizations located in Sweden. 

1.5.2 Organization Delimitation 

We have chosen to concentrate on SMEs because we identified that there was a gap about this in 

the current research, which has been more focused on MNEs. Furthermore, to be able to really 

make sound comparisons and finally come to a valid conclusion, we have chosen to limit this study 

to organizations operating in four different industries; manufacturing, consulting, business 

development, and real estate. The reason to why we chose these specific industries is due to our 

sampling strategy and is explained further in section 3.2.2.1. 

1.5.3 Theoretical Delimitation 

We have made an active choice not to include theories of intrinsic motivational factors as this 

would require a much broader theoretical framework and would steer this thesis into the field of 

psychology and away from management. 
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2. Frame of Reference 
___________________________________________________________________________ 

In this chapter, the theoretical groundwork is established by summarizing the existing knowledge 

in the relevant fields. Topics such as Triple bottom line, Stakeholder Theory, CSR practices and  

Motivation is brought up. After reading this chapter, the reader should have gained enough basic knowledge  

to thoroughly comprehend and assimilate the findings of the study.  

___________________________________________________________________________ 

The frame of reference for this study has been selected in order to stay on point and keep the 

relevance based on our research questions. There have been plenty of earlier studies within this 

topic and we have shifted through the current literature to become familiar with key concepts and 

ideas of previous studies. The websites used when searching for articles were ‘Web of Science’, 

‘Google Scholar’, JU library and some governmental websites for definitions of key terms.   

2.1 Analysis and Findings 

2.1.1 A Snapshot of Today's Business Environment – Introduction to The Key Concepts 

The concept of CSR has evolved throughout the years, and according to the World Business 

Council for Sustainable Development, WBCSD, “Corporate social responsibility is the continuing 

commitment by business to behave ethically and contribute to economic development while 

improving the quality of life of the workforce and their families as well as of the local community 

and society at large” (World Business Council for Sustainable Development, 1998). This sentence 

emerged already in 1998, but it still holds today as WBCSDs formal definition. As mentioned, this 

study builds on the definition of Dahlsrud (2008), but the WBCSD definition is closely linked and 

might be the definition used by some of the scholars referenced in this chapter. 

 

CSR is a concept that can be said emerged during the 20th century, starting in the early 1950s, 

even though it took its roots already during the industrial revolution in the 19th century (Crane, 

2008). The early concepts of CSR during the 19th century began when organizations started to be 

concerned about their employees’ performance and how to increase this. They figured out that 

they could increase the performance of the workers through increasing the worker’s conditions, 

so, to do this, the organizations built for example lunch-rooms, bathhouses and hospital clinics 

(Wren, 2004). 
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Generally speaking, in today's business environment, managers are not only expected to maximize 

profits and ensure a high, steady growth, but they are also scrutinized for the good they do in the 

world by contributing to societies where they engage in business activities (McWilliams, 

Parhankangas, Coupet, Welch & Barnum, 2014; Reuter, Goebel & Foerstl, 2012). This is known 

as managing the Triple Bottom Line, 3BL, which is the ground pillars of sustainability (Elkington, 

1998) and is often used to classify different CSR initiatives (Shnayder, van Rijnsoever and Hekkert, 

2016), where the three components involved constitutes of Profit, People and the Planet 

(Environment) (McWilliams et al. 2014). In connection to the 3BL, there is the Stakeholder 

Theory, which was presented by R. Edward Freeman in the mid-1980’s. Freeman widened the 

traditional economic focus of organizations to a focus on all stakeholders, which he explained as 

“any group or individual who is affected by or can affect the achievement of an organization’s 

objectives” (Freeman & McVea, 2001, p. 5). 

2.1.1.1 The Triple Bottom Line (3BL) 

Profit has always been part of most organizations’ objectives but has been joined by the 

consideration for human rights and the welfare, and wellbeing, of people, both internally within 

the organization and externally in the societies where they conduct business (McWilliams et al. 

2014). The planet is just as equally important in this context as societies are looking to sustainable 

solutions to their everyday living. Sustainability is in this study defined as “... development that 

meets the needs of the present without compromising the ability of future generations to meet 

their own needs” (Brundtland, 1987, p. 41). In environmental sustainability, this refers to 

minimizing the environmental footprint, for example by using fewer resources or reducing 

emissions (McWilliams et al. 2014). Social sustainability is about doing no harm and make a positive 

difference, to people (Hitchcock, & Willard, 2011), while economic sustainability is about being 

profitable (McWilliams et al. 2014). 

2.1.1.2 Business Sustainability in Contrast to CSR 

Bansal & DesJardine (2014) talks about sustainability and particularly about business sustainability, 

which they define as manager’s ability to meet short-term goals without compromising their ability 

to make a profit and meet other objectives in the future. They introduce the micro-to-macro 

perspective on a business level to societal level for economic welfare which Beal & Neesham 

(2016), two years later, would come to make a more particularized argumentation on. They also 

suggest that sustainability poses as a trade-off where managers need to make strategic decisions on 

whether to invest less for short-term returns and instead allocate more to investments for future 
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payoffs. However, CSR is not (necessarily) subject to any trade-offs, according to these scholars. 

Arguments suggesting the opposite will be presented further down. Terms such as “win-win” and 

“shared value” are frequently found in the CSR literature, suggesting that good business is about 

creating revenue for organizations while at the same time creating a better world (Beal & Neesham, 

2016). Another important aspect that distinguishes sustainability from CSR is the time in 

connection to the trade off, which managers along with the stakeholders need to be willing to 

sacrifice today to reap the benefits tomorrow.  

 

Bansal & DesJardine (2014) argues that organizations need to make strategic decisions that will 

prove to be sustainable even in the future. This is in contrast to the now reigning notion of short-

termism which by the scholars is defined as our preference for short-term payoffs in favor of 

waiting for something good to happen in the future. This is, according to Bansal and DesJardine, 

in our human nature. They also state in their article that the current research on strategic 

management favors short-termism and are encouraging managers to make decisions that will 

quickly yield payoffs. Managers who do consider long-term goals are often finding themselves with 

their hands tied under the pressure to meet financial goals and shareholders demands. These 

scholars strongly argue for a business environment reformation where sustainability becomes 

incorporated into something mainstream in strategic decision making. According to Thomas, 

Schermerhorn and Dienhart (2004), profit maximizing, shareholder value and return on 

investment always have been and always will be natural drivers in an organization. 

2.1.1.3 Stakeholder Theory 

In the European Union, The European Commission oppose governmental involvement in CSR 

through regulations, but instead, they favor self-regulation through direct interactions between 

organizations and stakeholders. This means that the organizations cannot just apply to government 

rules and serve their shareholders, they have responsibilities towards all stakeholders in some way 

connected to the organization, which aligns with the stakeholder theory (Nijhof & Jeurissen, 2010). 

 

Since, of course, a manager's job is to manage, the managers now have to manage all of these 

stakeholders and see to all of their individual needs, wants and preferences. This is what the 

literature refers to as the Stakeholder Theory, which was developed by Freeman in the early 1980s. 

But there are, of course, opposing arguments, even today. Beal & Neesham (2016) argues that the 

theory of shareholder value might actually be beneficial for the society as a whole. They take their 

argumentation to a micro-to-macro level where, if an organization's primary objectives are 
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economic welfare for their entity, it would, in turn, generate economic welfare on an even larger 

scale. This is through a notion that societal economic efficiency stems from high functioning 

organizations that show great return on assets, ROA. These scholars are, however, in their article, 

careful not to defend Friedman's ideas, nor the corporate capitalism as a phenomenon, but are 

merely pointing out the paradoxes that could be uncovered should one contemplate CSR in a 

different light than has been done in the common literature.  

 

Even though CSR initiatives could prove to be a strategic tool as well as a competitive advantage 

for organizations, managers might face resistance from financial stakeholders that see investments 

in CSR as money, not so well, spent (McWilliams et al. 2014). When the global financial crisis of 

2008 hit, it led to increased pressure on organizational leaders to prioritize ethical practices, for 

example by increasing the focus on reducing poverty and promoting human rights (Wang, S., 

Huang, Gao, Ansett & Xu, 2015). This focus on ethical practices has not always been the practice 

for organizations. In the 1970s, Milton Friedman argued that the social responsibility of 

organizations was to maximize its profits. And part of the resistance towards CSR might be coming 

from those who believe that Friedman was right in his argumentation about the responsibility of 

businesses, that the only responsibility of an organization is to increase its profits. However, this 

view of doing business is somewhat outdated. Already back in the 1960s and 1970s as a 

consequence of the social activism, the stakeholder theory took its first shapes and assisted the 

leaders of organizations to understand that their responsibilities to interests went beyond their 

shareholders and their maximization of profits (McWilliams et al. 2014). 

2.1.1.4 CSR Effect on Financial Performance 

The organization's choice to either make decisions based best for the short-term or the long-term 

outcome is something that will, in turn, affect the growth of the organization (Bansal & DesJardine, 

2014). So-called short-termism, i.e. making decisions that are best for the short-term, can lead to 

suboptimal results for both the organization and its external environment. The organizations that 

are able to balance the short-term and the long-term decisions understand how to manage their 

limited resources, and will, in turn, most likely have better financial results in the long-term. In a 

world where public organizations are expected to deliver positive earnings every quarter, decisions 

made based on the long-term outcome is, therefore, difficult to implement. In 2010, the CEO of 

Unilever, Paul Polman, announced that the company would release its earnings figures semi-

annually instead of quarterly, to be able to reach their Sustainable Living Plan, which is a plan 

implemented to reduce their environmental footprint by 50% and doubling their revenue by 2020. 
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Polman states that to reach this goal, he needed investors that expected long-term benefits instead 

of short-term returns. Solving environmental and social problems will be costly, but it has been 

shown in several studies that corporate ethics, which CSR is a part of, improves the relation 

between the organization and its external stakeholders, for example through increased brand 

loyalty, legitimacy and reputation, which in turn could lead to positive financial performance. This 

means that CSR can bring indirect benefits to the organization that may pay out in the long-run 

(Chun, Shin, Choi & Kim (2013); Nijhof & Jeurissen, 2010). 

 

There are several empirical studies that have tried to prove a positive relationship between CSR 

and the profits of an organization, which have resulted in mixed results showing positive, non-

significant as well as negative relationships (Nijhof & Jeurissen, 2010). Despite the lack of complete 

agreement on this topic, as mentioned before, Wang, Q et al. (2015) states in their meta-analysis 

that CSR commonly enhances an organization's financial performance, which states that 

organizations “do well by doing good”, however, this is not applicable to all organizations thus it 

depends on the characteristics and the environmental factors of the organization. Their study 

shows that the relationship between CSR activities carried out by the organization and their 

financial performance is stronger in organizations operating in stronger economic environment 

than those that operates in weaker economic environments. This can be related to the theories by 

Oppong (2016) who found that developing countries does not care, or put as much emphasis on 

CSR as the developed countries. More on this in section 2.1.4.3.  

2.1.1.5 CSR in SMEs 

The definition of SMEs used in this study has already been stated in section 1.2 saying that an 

organization is defined as an SME if it has between 50 to 250 employees and a turnover size of 

maximum €50m or a balance sheet total of maximum €43m (Commission, 2003). 

 

The organizational characteristics differ between SMEs and MNEs, which favor them both in 

different ways and in turn affects their way of handling CSR activities. According to Mousiolis, 

Zaridis, Karamanis, & Rontogianni (2015) SMEs have several organizational characteristics which 

ease their implementation of CSR practices, while MNEs as an opposite has characteristics which 

make this process more difficult, but on the other hand, have characteristics that ease their 

reporting and promotion related to CSR. Even though SMEs have favorable organizational 

characteristics, the general opinion is that MNEs have come further in the progress of 

implementing CSR than SMEs (Zaridis et al., 2015). This might be due to the fact that MNEs’ 
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CSR engagement is much more visible to the society compared to the engagement of SMEs, as 

this usually is stated in their sustainability reports, code of conduct and such documents, which is 

not so common in SMEs (Zaridis et al., 2015). According to von Weltzien Hoivik, & Melé (2009), 

SMEs do not have the same pressure to engage in CSR as MNEs, due to the fact that SMEs usually 

face less stakeholder pressure and in turn public scrutiny. Instead, ethical motives are a more 

common reason for SMEs engaging in CSR, as opposed to MNEs, as mentioned above, who 

usually have pressure from their stakeholders (Zaridis et al., 2015). As mentioned in section 2.1.1.4, 

there is no clear causality between CSR and financial performance. This further strengthens the 

factor that ethical motives are the reason when it comes to CSR engagement in SMEs. 

2.1.2 Different Types of CSR practices 

2.1.2.1 Carroll’s Pyramid of Corporate Social Responsibility 

 

Figure 1. Carroll’s Pyramid of Corporate Social Responsibility 

The meaning of CSR has long been developed, and academics and practitioners have tried to come 

up with a commonly accepted definition for this for years. The definition has changed throughout 

the years, and it was not until Carroll in 1979 presented the four-part conceptualization of CSR; 

economic, legal, ethical and philanthropic, that the modern definition of the concept started to 

take its roots (Carroll, 1991). Carroll argues that “[in order] for CSR to be accepted by a 

conscientious business person, it should be framed in such a way that the entire range of business 

responsibilities are embraced” (Carroll, 1991, p. 40), which more precisely are economic, legal, 

ethical and philanthropic, as depicted in Figure 1 above. Economic responsibility means being 

consistently profitable. This is the foundation of the other three responsibilities, as if an 

organization is not profitable, the other three responsibilities will suffer. The legal responsibility 

refers to the fact that the society expects an organization to comply with the laws and regulations 

under which they operate. The third responsibility, ethical, moves beyond the laws and regulations 



 

13 

 

and means adjusting to the expectations of the society, more precisely the society’s standards and 

norms. The last responsibility of an organization is philanthropic. This is the expectations from 

the society on an organization to be good corporate citizens. What this means is that organizations 

should actively engage in promoting human welfare or goodwill through different acts or 

programs. 

 

As a summary, organizations are expected to fulfill all these four responsibilities to be a CSR firm. 

A “CSR firm should strive to make a profit, obey the law, be ethical, and be a good corporate 

citizen” (Carroll, 1991, p. 43). 

2.1.2.2 Visser’s Evolution of Business Responsibility  

Although Carroll’s model is sometimes considered to be the basis of how we look at CSR, Wayne 

Visser developed a theory in 2014 where he explains the evolution of business responsibility, which 

is also known as CSR, by dividing the evolution process into five periods based on what he calls 

ages. These are more precisely the ages of greed, philanthropy, marketing, management, and 

responsibility. We have chosen to use the theory of Visser (2014) as one of the main theories in 

this thesis since it is the latest developed theory which still builds on the thoughts of Carroll (1991). 

We have previously talked about Murphy’s (1978) ideas about the eras of CSR. While Murphy talks 

about eras connected to a specific point in time, Visser (2014) means that an age is a current 

context or culture in an organization, and do not have to be tied to a specific period of time in 

history, it is a process of an organization’s CSR activities that in turn can be linked to each one of 

these ages. However, both their ideas explain the stages and development that organizations go 

through. According to Visser (2014), these stages are more precisely defensive, charitable, 

promotional, strategic, and transformative CSR. 

 

Figure 2. The Evolution Process of Business Responsibility 
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2.1.2.2.1 Defensive CSR 

The first step, Defensive CSR is connected with the Age of Greed. This age is based on “bigger is 

better” and “the invisible hand”, an invisible force that will correct the market so that it will always 

be corrected in the best interest of the society. But as we have seen historically this does not really 

work, the greed in the market can lead to that a few will become very wealthy, which in turn can 

ultimately lead to a global financial crisis. What characterizes this type of CSR is that CSR practices 

are only implemented if the organization can make sure that the shareholder value is protected. In 

Defensive CSR, it is not uncommon with voluntary employee programs or defensive expenditures, 

which are undertaken to keep regulation away or to avoid fines (Visser, 2014). 

2.1.2.2.2 Charitable CSR 

Corporate Philanthropy saw its beginning when rich American nineteenth-century moguls started 

donating their private money to charities and foundations. This individual movement of 

philanthropy led in turn to that organizations began donating to charities straight from the business 

profits. The focus of this Age, and its connection Charitable CSR, is the motto of “giving back to 

the society”. Even though this might be the core focus of organizations, Charitable CSR might be 

used as a competitive advantage, as the activities can be used to promote the image of the 

organization and to improve the area in which the organization operates (Visser, 2014). 

2.1.2.2.3 Promotional CSR 

The Age of Marketing is connected to Promotional CSR. This is a category of CSR Visser (2014) 

says can be used as a marketing tool focusing on improving the brand reputation through creating 

an image of the organization being responsible, while the actual impact of the organization is 

forgotten. A good example of this is the tobacco companies, which during decades spread 

misinformation about the obviously negative impact of cigarettes. Greenwashing is a concept of 

Promotional CSR, which can be explained as a “marketing versus reality” gap, presenting a socially 

responsible image of the company, but, is presented as being illogical (Visser, 2014). 

2.1.2.2.3 Strategic CSR 

Relating the CSR strategies to the core business of the organization is what Visser (2014) calls 

Strategic CSR. Strategic CSR comes from the Age of Management, and it typically involves 

implementing social and environmental management systems and CSR codes, to put the welfare 

of the people employed first. This type of CSR is a result of years of development, starting back 

in the late nineteenth century, with the company Cadbury. The company improved the working 

conditions for the employees in various ways, offering them shorter working weeks, provided 
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medical and dental facilities, and they got involved in their supply chain ethics and fair trade, 

something which has continued throughout the years and led to various internal and public 

commitments (Visser, 2014). 

2.1.2.2.4 Transformative/Systemic CSR 

In the last age, called the Age of Responsibility, it is important that the CSR activities are identifying 

and focusing on the source of the problems with unsustainability and irresponsibility. This type of 

CSR is called Transformative/Systemic CSR, or CSR 2.0, and is focusing on understanding the 

interconnections at the macro-level of the organization, the society and ecosystems, to find the 

root of the problems. And in turn, by optimizing the strategies of the company, to get the best 

outcome for the society, and the ecosystems. This type of CSR is different compared to the four 

types mentioned above in the way that Transformative/Systemic CSR is really about becoming 

sustainable and responsible, and is not only used for example to improve the image of the 

organization (Visser, 2014). 

 

Visser (2014) are criticizing the four first stages; all four are grouped in what he calls the old type 

of CSR, CSR 1.0. According to Visser (2014), the four types in CSR 1.0 will not solve the problems 

we are facing at the moment. To get to the bottom of the environmental, social and ethical 

problems that organizations face, they have to progress to CSR 2.0. 

2.1.3 What Make Organizations Behave in a Certain Way? 

2.1.3.1 Extrinsic and Intrinsic Motivational Factors 

Motivational factors can be described as factors that make people more committed to a job, role 

or something that makes people put in more effort towards a goal (Du, Bhattacharya, & Sen, 2007; 

Graafland & Mazereeuw-Van der Duijn Schouten, 2012). This motivation comes from three 

different factors; the intensity of the need, the reward value of the goal, and the expectations of 

the individual and his or her associates. Motivational factors can be divided into two groups, 

extrinsic and intrinsic. Firms using CSR strategies to reach other objectives, i.e. as a competitive 

advantage, are defined as extrinsically motivated. On the contrary, firms using CSR as means to an 

end, i.e. because of personal motives, are intrinsically motivated. These two types of motivational 

factors could be the foundation to why organizations behave the way they do and ultimately 

allocate resources towards CSR initiatives, either as a combination of them both or as a result of 

one or the other. 
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Another important factor to consider when it comes to SMEs is the psychological characteristics 

of the owner of the organization (Jenkins, 2004). The owner might also be a manager in the 

organization, which is not so unusual in SMEs. These characteristics depend on the personality of 

the owner as well as the structure of the ownership. When ownership and management are not 

separated, as it usually is in MNEs, the personal beliefs and morals of the owner will impact the 

decision making and in turn the practices of the organization, for example, the CSR activities 

(Spence, & Rutherfoord, 2003). According to Lee, Herold, & Yu (2015), the engagement of SMEs 

in CSR comes from the owner’s personal beliefs and initiatives. In other words, the owner’s 

personal characteristics play an important factor when it comes to engagement in CSR for SMEs. 

However, many other theories have been developed in the literature and, following, some of these 

will be discussed.  

2.1.3.2 Role Motivation Theory 

The Role Motivation Theory of Managerial Effectiveness was first mentioned in a study by Miner, 

Rizzo, Harlow & Hill in 1974. These scholars say there are six different role prescriptions for 

managerial positions and these serve as a basis for manager’s behavior and motivation. They argue 

that managers are supposed to behave in ways that result in positive reactions to those above him 

or her. Managers are also expected to be competitive and fight for those rewards that are available. 

Moreover, they should act in a perceived masculine and assertive way (be a go-getter) as well as 

exercise power over his or her subordinates. Finally, managers should be comfortable taking on a 

visible role, be the face of the decisions and outcomes of an organization while always staying on 

top of the tasks at hand and making sure the work gets done. The CSR work that organizations 

carry out can thus be derived to several of these. For example, it has been established that 

organizations that engage in CSR are perceived as “good” and will have a higher rate of approval 

from customers (Barraquier, 2011). It has also been established that customers are the ultimate 

determinants to whether a business will continue to be in operations (Drucker, 1986). It, therefore, 

could be argued that managers behave in such a way that pleases the customers by engaging in 

CSR. The same thing could be said for the fact that scholars have, although there are conflicting 

arguments, found that there are some financial rewards tied to CSR practices (Moura-Leite et al. 

2012). If this is the belief of the manager, he or she would likely engage in CSR to reap the benefits 

before someone else gets it.  
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Figure 3. Role Motivation Theory Model 

2.1.3.3 The Three Pillars of Motivational Factors 

A recent study from 2016 by Shnayder et al. looks at the motivational factors for organizations in 

the packed food industry to engage in CSR activities. Although the study is niched to a certain 

industry, the theoretical framework of their study can still be used in this thesis. The scholars are 

building on the Institutional theory which works to categorize institutions and explain to what 

extent they influence organizations. According to this theory, there are three different pillars to be 

found; the regulative pillar, the normative pillar and the cultural-cognitive pillar. All of these 

different institutions have the power to change organizations by external pressures. Studies have 

also found that once organizations in an industry adopt a certain behavior, it soon becomes the 

industry standard and to stay strong and competitive, more and more organizations start using the 

same strategies as their peers. This is often how industry-related similarities in CSR strategies are 

formed, and it is important to understand the influence different institutions have on organizations 

to understand the underlying motivational factors to why organizations behave the way they do.  
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Figure 4. The Three Pillars of Motivational Factors 

The regulative pillar constitutes of those legislative organs that organizations are forced to comply 

to (Shnayder et al. 2016). The motivators here are laws, directives and other regulations. 

Stakeholders can indirectly affect organizations by lobbying for policy-makers to change or impose 

stricter regulations that will change the environment in which these organizations operate. 

However, SMEs are sometimes hard to regulate as scholars believe they are unwilling to adopt to 

voluntary regulation and are also reluctant to bureaucracy (Jenkins 2004).   

 

The normative pillar constitutes of less formal, but still powerful, organizations such as 

standardizations boards and so on (Shnayder et al. 2016). An example brought up by the scholars 

of the article are the International Organization for Standardization, ISO. These organizations 

encourage other organizations to comply with industry standards to receive certifications and other 

seals of approval that will go well with the customers. Jenkins (2004) describes the difference 

between MNEs and SMEs and argues that SMEs are in general less responsive to institutional 

pressures such as governments, agencies, and various interest groups.  

 

The cultural-cognitive pillar is the least formal of the three but is however argued to be the most 

important and the most powerful (Shnayder et al. 2016). It constitutes of the shared norms and 

beliefs that shape our society and the organizations in it has to conform to these sets of norms in 

order to stay relevant. This pillar does not only shape the organization's’ behavior, but also the 

other two pillars which mean that laws, rules, and standardizations stem from the cultural-cognitive 

pillar. Organizations also have the power to shape this pillar in return by engaging in a certain 

behavior, having more and more organizations in an industry adopting this behavior and by doing 
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so creating a common norm. It is, as mentioned, believed that cultural norms and values are the 

most important drivers of ethical behavior (Lepoutre & Heene, 2006). For SMEs, the influence of 

the culture of the local business community is so strong that it often offsets the owners/managers’ 

values developed in their youth and makes them conform to the values of the community.  

2.1.4 CSR Differences Between Industries 

2.1.4.1 CSR in Controversial Industries 

Cai, Jo and Pan (2011) has studied CSR engagement in organizations operating in controversial 

industries such as tobacco, alcohol, weapons or environmentally hazardous products. They found 

in their study that these organizations do engage in CSR and top management in these 

organizations find these issues important although the products and services they put out are in 

direct conflict with these values. Their study show that the CSR activities carried out by these 

organizations supports the value-enhancement theory that states that activities that is considered 

to be socially good are in fact enhancing the firm values. Moreover, the findings of this study do 

not support any hypothesis stating that the reasons for these activities should be of the nature of 

window-dressing. The scholars are clear to say that they can only prove a positive correlation 

between CSR activities and organizations operating in controversial industries and are therefore 

leaving any research as to why these organizations do it to future research. There has, however, 

been studies attempting to show industry differences in the reporting of CSR (Chen and Bouvain, 

2008). What has been found is that the only relevant industry-related differences are the 

mentioning of environment where real estate and finance scored the highest. Other variables tested 

in this study were society, customers, public, and suppliers.  

2.1.4.2 CSR as a Reaction Mechanism  

Another study attempting to find out why and how organizations tackle the issues of CSR in 

different industries has been made by Basu and Palazzo (2008). They found that managers of 

organizations think and act in response to their key stakeholders which would imply industry-

differences since stakeholders depend on the nature of the organization. These scholars argue that 

organizations act mainly reactive in terms of CSR engagement and that there are three different 

ways to do it; capitulation, resistance or preemption. The scholars argue that the determinants to 

which posture the organizations will take on are either dependent on a calculation of the costs and 

benefits of how to meet the criticism or an assessment of the alignments of the values of the 

organization and the critics (public). The same study also brings up the transformation an 
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organization might go through when faced with criticism, from defensive to civil (being an 

advocate for CSR) and thus suggests that this is a matter of individuality and not traits that are 

industry-specific. This calculation might be slightly different for SMEs as they are more 

economically oriented than large organizations (Lee, 2008). They are less likely to take on long-

term strategic relationships with stakeholders or make long-term investments. These scholars argue 

that SMEs might be more interested in local reputation management and they also bring up the 

possible importance of the values of the owner/manager as they could play an important role in 

what kind of activities SMEs engage in.  

2.1.4.3 External Pressures to Engage in CSR 

To nuance this, one can look at the many organizations that are operating in industries where there 

is general compliance guidance, as well as rules and regulations for e.g. emissions, use of chemicals 

and other quotas (Barraquier, 2011; Husted and Allen, 2006; McWilliams et al. 2014). 

Organizations operating in these industries engage in certain CSR activities simply because they 

have to. However, within these industries, there are in fact organizations who chose to go above 

and beyond by not only following regulations, but self-imposed stricter guidelines as part of their 

code of conduct. There are gray areas that are not under such strict regulation and it is within these 

that organizations are believed to develop differentiation strategies in order to create a competitive 

advantage, and are using CSR to put themselves in front of their competitors. The issue at hand 

here is for managers in these types of organizations to determine whether the increase in customer 

demand, goodwill, and brand image is worth the extra financial burden (McWilliams et al. 2014). 

Only when both the utility and costs have been established, can managers define the optimal 

investment in CSR. This might be hard for managers to do since the findings in this field of 

research are diverse. Moura-Leite et al. (2012) have found that most research proves a positive link 

between CSR and financial performance while Wang et al. (2015) made a meta-analysis and found 

that out of the 42 studies compared, there were mixed conclusions as to if this is true or not. 

  

In any way, it is clear that external pressures are one reason to why organizations engage in CSR, 

although the research of how organizations respond is ambiguous. Moura-Leite et al. (2012) 

identified two different schools of thought. Some scholars believe that it is the external industry 

environment that is the main driver of what strategies organizations tend to go with. Others believe 

it is the internal environment that determines how they pursue their competitive advantage. 

Moura-Leite et al. (2012) have chosen to focus on the industry effect on core strategies and 

mention that firms competing in the same industries often tend to choose similar competitive 
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strategies. They seem to want to close the strategic gap amongst each other to gain legitimacy with 

key stakeholders. “Legitimacy is a generalized perception or assumption that the actions of an 

entity are desirable, proper, or appropriate within some socially constructed system of norms, 

values, beliefs, and definitions” (Shuchman, 1995, p. 574). No one wants to be the outsider in fear 

of being seen as the odd one out (Moura-Leite et al. 2012). However, organizations that are 

operating in high-competitive industries tend to be more responsive to stakeholder objectives and 

are therefore more prone to engage in sustainable activities to boost brand image, legitimacy and 

competitive advantage (Barraquier, 2011). This is particularly interesting to Moura-Leite et al. 

(2012) since it provides the groundworks for their study on whether industry factors have an effect 

on organizations CSR activities and whether they act in socially responsible ways. They find that 

environment tends to be the issue that mostly brings different organizations strategies together. 

An explanation to this could be industry specific regulations, mentioned previously, that forces 

organizations to act in similar ways. Economic and social issues tend to be more internally driven, 

and this is where organizations really make an effort to differentiate themselves from one another 

to gain competitive advantages. The scholars agree that CSR initiatives are sustainable in the long-

run and constitutes as a strategic asset on its own. But the findings of this study do not seem to be 

universal. 

 

Oppong (2016) studied local companies in Ghana and whether they engage in CSR activities, and 

if so; why. Most studies that have been done concentrate on multinational enterprises, MNEs, on 

which outside pressure and regulations are a key factor to CSR initiatives. In Ghana, a developing 

country where the capital of local organizations is scarce, and the society's view on CSR is not as 

well developed as in the western world, it is not as common for organizations to engage in CSR 

activities. This could, according to the scholar, be because the society has a different focus. In 

Ghana and other developing countries, people are more focused on day-to-day survival. This can 

connect to the fact that strategic decisions are ultimately made by individuals and based on their 

experiences and the context of where they are doing business (Beal & Neesham, 2016). If these 

managers are from a society where CSR is not that important, then naturally the organization will 

not endeavor into strategic decisions with CSR as a focal point (Oppong 2016). The study of 

Oppong points to the fact that local- or business environment is important when understanding 

why organizations act as they do. Connected to organizations in Sweden, Swedish SMEs would 

assimilate to their business environment, and since Sweden is a developed country, it would suggest 

that CSR is important there.  
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Part of an organization's strategy is supplier selection and purchasing management, a division 

usually not thought of as part of an organization's CSR work. Studies in this area have shown that 

companies can reduce its procurement cost by 10-35 percent when engaging in global sourcing 

(Joo, Min, Kwon and Kwon 2010). However, the downturn is that it might not always mean 

reduced total costs due to the fact that there are hidden costs and risks accompanied by global 

sourcing. These include, but are not limited to, communication difficulties, quotas, cultural 

differences and contract breaches. The focus of this area has long been to cut costs and lead times, 

maximize quality, secure delivery and have flexible agreements (Reuter et al. 2012). This is in 

conflict with sustainability researcher’s argument that more than the objectives of financial 

stakeholders need to be taken into consideration. In turn, this has managers finding themselves in 

conflicting argumentation of whether to prioritize financial goals or social and environmental 

concerns. There is according to Reuter et al. (2012), a trade-off between an organization's financial 

objectives and sustainable supplier selection. These scholars have also identified a phenomenon 

on this topic and state that having externally oriented managers in an organization is a contributor 

for an overall sustainable mindset. Within external orientation, managers can be either public or 

customer-oriented. Public-oriented managers tend to make decisions that are more beneficial to 

the society as a whole by making sustainable decisions in terms of supplier selection. This is in 

contrast to customer-oriented managers who tend to, surprisingly, make decisions that are less 

sustainable to the society as a whole but beneficial to customers in terms of lower product prices 

as the organizations are able to score better deals in their procurements. Many organizations 

consider integrating CSR into part of their sourcing strategy (Joo et al. 2010). This, as mentioned, 

often imposes higher costs but the tradeoff is increased brand image and then hopefully increased 

revenue. Looking at it this way, sustainable supplier selection could be a win-win for both the 

buyer and the supplier since sustainable suppliers often constitute healthier organizations. Take 

fair-trade coffee growers as an example. To make sustainable choices in supplier selection are often 

also connected with commitment. This would imply to the supplier that the buyer is serious in 

their business which would generate trust between the two parties. Trust, which is an important 

factor in supplier-buyer relationships. With trust, there is a good groundwork for a long-term 

strategic partnership. 

2.2 Conclusion  

It is evident that most research within CSR has been looking at MNEs (Martínez-Martínez, 2017). 

What has not been done that frequently is taking it down a level and examining CSR in SMEs. 

SMEs, as aforementioned, constitutes of 99.9% of all Swedish organizations and it is therefore 
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highly relevant to look at the issue in this scope as well. SMEs are operating in a different climate 

than MNEs, hence it is not given that research findings concerning MNEs can automatically be 

applied to SMEs. This chapter has identified the main existing research related to the three research 

questions presented in Chapter 1. In the subchapters below we have connected the existing 

research and theories to the specific research question. 

2.2.1 Research Question 1 

In terms of why organizations engage in CSR, we have found that it is either because of external 

pressure such as customer demands, because competitive organizations do it and no one wants to 

be worse than anyone else, or because industry regulations require it. The two theories brought up 

connected to the first research question is the role motivation theory and the three pillars of 

motivational factors developed by Shnayder et al. (2016), which has been of most substance to this 

study. Other ideas from various scholars has been discussed and these are focused on extrinsic 

motivational factors such as CSR as a reaction mechanism and other external pressures to engage 

in CSR. Some scholars believe that the activities of owner-managed organizations, often a character 

of SMEs, are greatly influenced by the values of the owner (Jenkins, 2004) while others argue that 

it is the local cultural context which constitutes the biggest impact (Lepoutre & Heene, 2006).  

2.2.2 Research Question 2 

When it comes to the CSR activities that organizations practice there are several theories that we 

found. CSR activities can be classified based on what type of activity it is, based on the foundation 

of the three pillars; economic, environmental and social. The economic pillar refers to that an 

organization need to be profitable in order for the social and environmental pillar to function. By 

looking at Carroll’s (1991) CSR pyramid one can see the four parts of the pyramid; economic, legal, 

ethical and philanthropic, which is also the basis of the modern definition of CSR. The four parts 

of the CSR pyramid is according to Carroll (1991) the foundation for a CSR firm. However, the 

most important theory on this topic is Visser’s (2014) evolution of business responsibility. This 

theory classifies how far the organizations have come in their CSR practices, based on the activities 

that they do, e.g. defensive or promotional.  

2.2.3 Research Question 3 

Lastly, we have also identified some of the industry-related differences in terms of core reasons to 

why organizations engage in CSR. Reasons such as regulative demands, competitiveness and 

customer demands have been brought up. Although it seems to be hard to pinpoint these 
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differences to certain industries and not just coincidental individuality of different firms, some 

efforts have been made by scholars. Cai et al. (2011) believes that organizations operating in 

controversial industries tend to have managers that personally sets CSR as an important topic. 

Chen and Bouvain, (2008) found that when it comes to reporting of CSR, the real estate and 

finance industry are the ones who are most frequently mentioning environment. Finally, Moura-

Leite et al. (2012) found in their study that different industries are differently regulated and within 

the gray areas of regulation in each industry, organizations find ways to strategically position 

themselves. However, between the organizations within the same industry, these strategies do not 

significantly differ and the reason is that similar strategies creates legitimacy for competing 

organizations in an industry. On top of that, Barraquier (2011) found that organizations in highly 

competitive industries shows more responsiveness to stakeholder objectives and are therefore 

more prone to engage in CSR activities to boost competitive advantage, legitimacy and brand 

image.  

 

With this knowledge at hand, we will now aspire to conduct a study of our own to fulfill the 

purpose of this thesis. It is our hopes and wishes that even the reader of this thesis will have gained 

some important basic knowledge of the field to be explored and should any questions or unclarities 

about key concept arise as they take part of the upcoming study, they can refer back to this section 

to be reminded of its meaning. 
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3. Methodology 
___________________________________________________________________________ 

In this chapter, our philosophical views are established. 

It aims at showing the reader in which light the study has been conducted. The chapter also, in detail,  

brings up the method of how the study was conducted. Finally, we show our self-reflexivity by  

providing a review of our credibility as well as limitations to the study. 

___________________________________________________________________________ 

Methodology is concerned with the underlying assumptions of the whole thesis. When discussing 

methodology, there are two central philosophical aspects one must consider, the research 

paradigms ontology and epistemology. Easterby-Smith, Thorpe, & Jackson, (2015) defines 

ontology as “the nature of reality and existence” and epistemology as “the theory of knowledge”, 

and these two helps researchers “understand best ways of enquiring into the nature of the world” 

(Easterby-Smith et al., 2015, p. 126). The assumptions we have about these two research paradigms 

are setting the foundation for the method used when conducting the research. 

  

To choose the appropriate research design and the methods to use in this thesis, we had to define 

our view on research philosophy. After discussing this matter, we agreed on a relativistic 

ontological approach. This was based on the fact that we think that the truth differs between 

people, that there can be many perspectives on each issue. The research participants may all have 

different truths based on their perspectives, and this is taken into consideration in this thesis as all 

different answers are considered as the truth. 

 

Following the choice of ontology is the choice of epistemology, in which we share a social 

constructionist approach. According to Easterby-Smith et al. (2015), social constructionism 

considers the truth as something that is created by people and different viewpoints have the ability 

to shape the truth. Social constructionism is focused on people’s thoughts and feelings and 

emphasizes the understanding of people’s meanings of experiences, which in this thesis is expected 

to be reflected in the answers of the interviewees. For example, data is gathered by listening to 

people's experiences and not by analyzing numerical data. Furthermore, statements made by the 

interviewees are not understood as facts or reality but rather as their shaped perception of their 

reality. As the ontology and epistemology were established, we, in turn, chose the research design 

and approach as well as method based on these underlying assumptions. 
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3.1 Research Design 

After looking at the two most common research approaches, specifically quantitative and 

qualitative, the latter was chosen. A qualitative research approach is appropriate to use when the 

researchers want to get an understanding of a certain phenomenon (Easterby-Smith et al., 2015). 

A qualitative research approach puts emphasis on trying to explore through allowing the researcher 

more freedom in terms of more open-ended questions and responses. Based on the research 

questions of this thesis, we were able to conclude that the qualitative approach was the most 

appropriate to use. As the purpose was to understand why SMEs engage in CSR activities, a 

qualitative approach was necessary because we wanted to know the underlying perceptions of 

people and not just numerical facts. 

 

When conducting a study in a qualitative approach, one generally adopt an inductive reasoning, 

according to Hyde (2000). However, we chose to adopt an abductive reasoning. This has the 

potential of yielding more in terms of analysis because it combines the empirical world with already 

established theoretical models (Dubois & Gadde, 2002). 

3.2 Research Strategy 

After choosing the research design in order to be able to answer the research questions of the 

thesis in the best way possible, the following step was to choose the method. After doing research 

on the methods available, the case study seemed to be the best fit for the purpose of this thesis. 

According to Yin (1994), there are three general characteristics of when a case study should be 

applied, “In general, case studies are the preferred strategy when "how" or "why" questions are 

being posed, when the investigator has little control over events, and when the focus is on a 

contemporary phenomenon within some real-life context” (Yin, 1994. p. 1). This is accurate in all 

regards since firstly, the purpose of the study is to find out why SMEs engage in CSR, secondly, 

we are external investigators with no influence over the researched organizations’ strategies, and 

lastly, consideration of CSR in business strategy is a highly contemporary phenomenon. 

3.2.1 Case Study Research 

Case study research is “a research strategy which focuses on understanding the dynamics present 

within single settings” (Eisenhardt, 1989. p 3). In the case of this study, the best fit with the 

research questions is a multiple-case design due to comparative nature of the purpose. A multiple-

case study includes a phenomenon being studied in multiple contexts (Yin, 1994). The 

phenomenon studied was organization's consideration of CSR. According to Yin (2012), this is 
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appropriate when looking at several different organizations. We have done just that to make 

comparisons, as required to answer research question number two and three.  

3.2.2 Sampling 

3.2.2.1 Sampling Strategy 

In the quest of putting together a suitable sample, we came across a Swedish organization engaged 

in CSR, which will hereby be referred to as CSR 101. CSR 101 is a non-profit organization located 

in the southern part of Sweden and is working to increase the awareness about CSR amongst 

companies in the region as well as join forces to accomplish bigger things as a whole. Through a 

membership, they offer organizations access to a network of several peer organizations engaged 

in CSR, inspiration, knowledge and experience as well as potential cooperation amongst member 

organizations. They also organize lectures, workshops, and training in CSR. We approached CSR 

101 to gain access to their members, more specifically 25 members. These particular member 

organizations were considered to be interesting because of their involvement in CSR 101, which 

implies that they are having some interest of CSR. Out of the 25 members, 20 were considered 

suitable for this study. Excluded were those organizations that are not considered SMEs. These 20 

organizations were initially sent an invitation email, inviting them to take part in this study. The 

main purpose was explained as well as the timeframe. The response rate was high and within a 

week we met with the first organization. According to Easterby-Smith et al. (2015) this sampling 

method is called purposive sampling, when “the researcher has a clear idea of what sample units 

are needed according to the purposes of the study, and then approaches potential sample members 

to check whether they meet eligibility criteria” (Easterby-Smith et al., 2015, p. 215). In the case of 

this study, this means that they had to be an SME and that they had some kind of CSR activities 

implemented in their organization. Finally, ten organizations were interviewed, and these belonged 

to four different industries. The organizations that were chosen to participate were those that 

responded in a timely manner. All of the participating organizations are located in Sweden and the 

reason for this is because the scope of this study is limited to the Swedish business environment, 

partly because of the timeframe given to complete the study but also because it would be hard to 

compare organizations of different nationalities, operating in different business environments. 

3.2.2.2 Sampling Size 

This study includes a sample of a total number of ten organizations. This sample was considered 

by us to be large enough to be able to answer the three research questions, particularly research 
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question number one and number two, “What reasons do SMEs give for engaging in CSR?” and 

“What kind of CSR activities does SMEs engage in?”. The ten organizations were part of four 

different industries; manufacturing, consulting, business development and real estate. The 

participating industries we ended up with was somewhat random because the organizations that 

wanted to participate operates in these four industries. However, we accepted this fact as it enabled 

us to answer the third research question of this study, “Are there any industry-related differences 

in why SMEs engage in CSR?”. 

3.3 Data Collection 

3.3.1 Semi-Structured Interviews 

In order to come up with information to be able to answer the three research questions, we chose 

to use in-depth semi-structured interviews after discussing the alternatives. Semi-structured 

interviews are one type of a qualitative interview that includes a direct conversation concentrated 

to a specific topic, in a semi-structured way. This means that the questions are not all closed with 

yes and no answers, neither are they all open for the interviewee to talk freely (Easterby-Smith et 

al., 2015; Zorn, 2010). From the ten different organizations, in total, eleven different people were 

interviewed (two at organization B). 

 

According to Easterby-Smith et al. (2015), semi-structured interviews are appropriate when it is 

necessary to understand a respondent's opinions and belief about a particular matter. Since we 

were interested in getting an understanding of why SMEs get engaged in CSR, it was appropriate 

to have semi-structured interviews to understand the perspective of the interviewee and the 

underlying reasons to this. This type of interview starts with preparing a topic guide, which was 

constructed based on the research questions and the theoretical framework used in this study, in 

order to have a structure for the interviewer to follow with topics that should be covered 

throughout the interview in order to get an in-depth understanding (Easterby-Smith et al., 2015).  

3.3.1.1 Face-To-Face Interviews 

The interviews started with a short introduction where we were sure to get an informed consent 

on record, see Appendix 2 for a copy of the informed consent used in the interviews. One of the 

initial questions, part of the informed consent, was “Do you approve of this interview being 

recorded?” and if the interviewees would have denied, the recording would have stopped before 

the actual interview started. This, however, never became necessary. The interviews were 
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conducted in a predetermined manner and one of us took the role of the interviewer as the other 

took notes. However, as the interviews were semi-structured, it allowed for follow-up questions 

and clarifications whenever necessary and the person taking notes contributed to this part from 

time to time. Refer to Appendix 3 for a copy of the interview guide that was used in the interviews. 

Face-to-face interviews are the most common form of interviews in qualitative research and are 

superior to other forms of interviews when it comes to interviewers’ ability to pick up social cues 

such as reactions, body language and facial expressions of the interviewee (Opdenakker, 2006). 

However, this puts pressure on the interviewer to pay attention to not only the verbal answers to 

each question as well as, in real-time, be able to think of follow-up questions and reflect upon the 

answers. These disadvantages were to some extent eliminated by the fact that there were two 

interviewers, one with a more active role and one with a more observational role, but with the 

ability to be active and ask questions if necessary. 

3.3.1.2 Remote Interviews 

The second interview method used was remote interviews. Remote interviews are a more flexible 

form of interviews that can take place over telephone, email or chat (Easterby-Smith et al., 2015). 

In our case, telephone interviews were used as a second option when it was not possible to have a 

face-to-face interview due to distance or time restraints, and it is an effective way of interviewing 

due to its flexibility. The negative constraints with this type of interview is the fact that it lacks the 

benefits that a face-to-face interview has such as the depth and nonverbal communication. In all 

other respects, this interview was conducted in the same manner as the face-to-face interviews, 

refer to the previous section for a more detailed description. 

3.3.2 Secondary Data 

As a case study should look in-depth at one or a small number of e.g. organizations, only 

conducting interviews would not be sufficient to call this study a case study (Easterby-Smith et al. 

2015). Therefore, we have collected some of the empirical data from secondary data. Secondary 

data are sources of information that are relevant to a study, but that was not produced with the 

purpose of being specifically included in a study (Easterby-Smith et al. 2015). It can be for example 

archival data, advertisements, newspaper articles, etc. Secondary data is often used as a 

complement for primary data, such as interviews. There are several advantages of secondary data, 

such that it saves time and effort for the researchers as well as that it is often of high quality. Lastly, 

which is the main advantage for us in this case, is that it gives us a historical perspective to our 

case study. As we have only had one interview with each company, secondary data is a good 
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complement to extend our perspective. The disadvantages with secondary data are that it does not 

necessarily fit the topic one wants to investigate, as well as that it might be difficult to get access 

to the data as it might require a strong and trusted relationship between the researcher and the one 

who has the secondary data. The secondary data collected for this study includes flyers and 

brochures handed out to us by the interviewees at some of the interviews. In some cases, 

information from the organization's website was also used. 

3.4 Analysis 

The data analysis started with an analysis of each case individually, creating a case study history 

based on data obtained from the interviews made. Continuing, we made a cross-case analysis where 

we compared the findings from the within-case analysis and searched for similar themes. At this 

stage, theories from the current literature, brought up in chapter 2, was included in the analysis 

process. This analysis approach is illustrated in Figure 5 below. This method of analysis is a useful 

technique in the case of multiple cases and the findings will most likely be more robust than if it 

would have been a single-case study (Yin, 2014). To ease the process of analysis, questions related 

to each other were clustered together according to the general theme that we were searching for 

(Miles, Huberman, & Saldaña, 2014). To find patterns in the data, a matrix of categories was made 

based on the codes emerged from the within-case analysis and theories discussed in the literature 

review. This was done because the data collection plan was shaped based on the findings in the 

literature (Yin, 2014). The codes that emerged were statements commonly mentioned by the 

different interviewees. When searching for answers to research question three, we clustered the 

different industries together and color coded them to see where on the matrix certain codes would 

show up. This was a repetitive process that meant going through the notes from the interviews 

and the theoretical framework several times. The finished matrixes clearly showed where cases 

shared codes and where they were different. From the frequency of certain codes, we could draw 

conclusions as to what seemed to be general facts, and by connecting to current literature, we 

could expand on theory and make our own theoretical contribution. From each of the cross-case 

analysis, theoretical contribution could be made.   
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Figure 5. Analysis process 

3.5 Trustworthiness and Limitations 

3.5.1 Trustworthiness  

For a study to be considered useful and of good quality it has to be relevant, credible and attractive 

to others (Easterby-Smith et al., 2015). A statement easy to make but harder to back up. In this 

small section, the most important points will be brought up by using a four-step checklist 

developed by Guba (1981) to show that we have made a genuine effort to consider the 

trustworthiness of their study. Guba (1981) identifies four aspects of trustworthiness which in a 

qualitative research design translates into Credibility, Transferability, Dependability and 

Conformability. 

3.5.1.1 Credibility 

Meeting the criterion for credibility means that scholars make sure their findings are in line with 

reality (Shenton, 2004). This study uses multiple perspectives as the data is gathered from a large 

and diverse sample. Having a multitude of perspectives and comparing them to each other to 

understand the views and experiences of different individuals is referred to as triangulation and by 
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doing so, we ensure credibility. However, Guba (1981), stresses the importance of making 

observations or conduct interviews for a longer period of time. On this point, we fail to conform 

to Guba’s standards as the interviews, although in-depth, were only done once with each 

respondent. This will in some way be compensated for by including secondary data. This was 

mainly because of the time limits of the study and in order to compensate for this, we made sure 

to conduct member checks in the form of asking interviewees to explain themselves whenever 

something was unclear or by going back to the recordings and transcripts to make sure we had, in 

fact, made the right interpretation. 

3.5.1.2 Transferability 

Transferability is the extent to that the findings of one study can be applied to another context 

(Shenton, 2004). However, many scholars argue that this is irrelevant, and sometimes even 

impossible, as qualitative studies are related to a small number of individuals in a particular 

environment. Case studies are different as they allow for analytical generalization. Analytical 

generalization refers to the process of making the assumption that the findings from one case 

study can be applied to theory. Case studies are, therefore, a good starting point for theory 

development (Gibbert, Ruigrok, & Wicki, 2008). The critique against transferability can, however, 

be compensated for by providing information of how the study has been conducted, in what 

context and under what period of time (Shenton, 2004). We have made this possible by collecting 

descriptive data in the form of in-depth interviews, collecting secondary data as well as providing 

detailed information on the methods of this study. If one practitioner believes their situation is 

similar to the one described in this study, they can assume that the findings will be applicable to 

their case as well. 

3.5.1.3 Dependability 

To ensure dependability, scholars need to make sure the same results can be obtained if other 

scholars were to conduct the same study in the future (Shenton, 2004). This has been done by 

providing a detailed description of the research design as part of this chapter, referred to by Guba 

(1981) as leaving an audit trail.  However, some restrictions have been imposed to comply to the 

ethical considerations mentioned below in this chapter. These include keeping the names of the 

participants and their organizations confidential as well as not enclosing full interview transcripts. 
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3.5.1.4 Conformability 

Lastly, Guba (1981) talks about conformability where the scholars own bias may be in danger of 

intruding the reality by rubbing off on the reporting. Scholars have to make sure it is, in fact, the 

informant’s ideas and perspectives that are reported and not those of the scholars (Shanton, 2004). 

Guba (1981) again stresses the importance of triangulation of which steps we have taken has 

already been explained. Furthermore, in line with Guba's (1981) suggestions, we have practiced 

reflexivity by providing readers with an insight of their own ontological and epistemological 

standpoint. 

3.5.2 Limitations 

In terms of limitations, the biggest issue of this study is the sampling. We believe that a stricter 

sample would have been more ideal in terms of really drawing accurate conclusions. That is, having 

X number of organizations from X number of industries. The reason to why this was not possible 

is partly due to the time limit, there was simply not enough time to establish strong enough 

relationships with suitable organizations, as well as the status of this study, some organizations that 

were approached did not seem to think that contributing to this study was worth their time. The 

data collection is limited to only one person at each company, with the exception of organization 

B that choose to allocate two persons to be interviewed in the same session. This carries the risk 

of the findings being biased to one person's opinion, and not what is actually true to the whole 

organization. In an attempt to limit this risk, we used secondary data from websites and brochures 

to back some of the statements made by the interviewees as well as asking about their perception 

of the management's’ opinion. The interview with organization F is substantially shorter than the 

rest of the interviews. This is partly because the person was very short and concise in their answers 

but also because they had not gotten as far in their implementation of their CSR activities as the 

rest. Another limitation is the focus we had to make. The study is concentrated to external factors 

of motivation while as internal motivation is assumed to be equally important. Had we chosen to 

bring up internal motivation, the frame of reference would have had to include massive 

information and theories about motivation in the psychological field. Ultimately this was 

deselected in favor of making the study more focused on business and management. 

3.6 Ethical Considerations 

When conducting a study, as in this case, that involved research participants, there are some 

considerations that had to be taken into account in order to make sure that the research was made 
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in an ethical way. To do this, we used Bell and Bryman’s (2007) ten principles of ethical research 

(Appendix 4).  

 

Shortly summarized, the principles are about protecting the interests of the researcher as well as 

the participants of the study, protecting the research community by making sure that there is no 

bias in the research report and lastly that the focus of the research results is accurate (Easterby-

Smith et al., 2015). These principles were used in several parts of this study. We made sure that 

the research participants were informed of the fact that the interviews were voluntary through an 

informed consent. To protect the research participants’ anonymity and privacy, the names of the 

participants have been changed or disclosed, and the information from the interviews was kept in 

one location protected with a password. Lastly, the questions of the interviews were phrased in 

such a way that they were open and neutral, and the conversation was recorded, to make sure that 

the research was made without bias. 
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4. Empirical Findings 

___________________________________________________________________________ 
In this chapter, the empirical data is presented in a comprehensive way. Firstly, a table is provided where the 10 

organizations included in this study is presented together with information related to their interview. Furthermore, 

the relevant responses gathered from the interviews and the secondary data are presented in relation to each 

organization. It is the information provided in this chapter what will lay the groundwork for the succeeding 

analysis.  

___________________________________________________________________________ 

4.1 Overview of Case Companies 

In this chapter, the empirical data collected from the interviews will be summarized. The 

information provided reflects the case companies’ engagement in CSR and stems from the 

questions asked during the interviews, as well as secondary data such as printed brochures and the 

organizations’ websites. As already discussed in Chapter 3 of this thesis, the questions were based 

on the theories from the frame of reference and were asked in such a way that we would be able 

to answer the research questions. These conclusions will be provided in Chapter 5-6. The data is 

split down into sections for each organization in order to ease a deeper understanding of the 

different organizations’ engagement in CSR. Any statements made in this chapter are made by the 

interviewees or stated in secondary data. They are therefore not backed up by references. Following 

is a brief overview of the ten different organizations in the form of a table. 
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Table 1. Overview of Case Companies 

4.2 Summary of In-Depth Interviews 

4.2.1 Organization A 

The manufacturing industry in which organization A is operating in is considered to be highly 

competitive. Given that you do not have a patent on a product which makes you the sole 

manufacturer, “there is a war every morning (...) you fight for every business”. This is due to the fact that 

there are many similar organizations operating in the industry that offers the same kind of 

products. Organization A have for a few years had what the interviewee describes as a “time-

monopoly” on their CSR activities, a competitive advantage a company can have over a period of 

time before the competitors adjust and catch up, which have strengthened their position on the 

market. “...none of our competitors has worked for this long and this seriously with these questions...” This has 

been and still is their way of creating a competitive advantage. “There are hygiene requirements; you 

cannot always be the cheapest option”, soft values are of high importance too, which as aforementioned 

constitutes of CSR and good service. In the industry of organization A the competitors have 

generally not implemented any CSR practices, and it is a lengthy process which is not simple to 

duplicate. There is one outstanding exception, a competitor who has started to implement CSR 

practices and has begun to aggressively market their efforts through campaigns “...otherwise, you see 

some awkward examples among our competitors that are trying to market themselves”. The interviewee is 

somewhat aware of the surrounding competitors work with CSR. 
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Most of the customers are not interested in the organization's engagemen in CSR at all, they are 

merely interested in the price and products, which is the way most of the companies in the industry 

differentiate themselves. On the topic of getting questions about the production, the interviewee 

says “It is rare, but it is becoming more and more frequent…” The organization has noticed an increase 

from a wider set of customers in the demand for CSR in the last years compared to five to seven 

years ago when there were only occasional questions about it. The demand is still low, but the 

organization believes that in a few years CSR will be an important hygiene factor. 

 

Their CSR work began when the organization hired a newly graduated student that had written a 

thesis about CSR. The organization started working on their code of conduct, which they could 

implement in the factories where their products are manufactured. A process the factories would 

follow which would make sure that certain factors were fulfilled, for example, that there was no 

child labor in the factories and that the employees had gone through fire drills. “We are going through 

a process where we present our code of conduct (...) they sign it and then we go through a process to make sure they 

follow the code of conduct”. In order to make sure that the models were followed they hired an external 

auditor that visited the factories over a period of time to check that what they stated in the forms 

was correct and if the factory did not fulfill any of the criteria they were given time to fix the 

problem before the external auditor would come back and do a revisit. “If there is one child, someone 

who is 15 years and 11 months, then the whole protocol falls, and you’re screwed” “We then start a process for them 

to improve…” The organization is aware of the fact that it might be possible for the factories to lie 

and not follow everything stated in the model. They try to make sure that the requirements are 

followed, but they cannot guarantee that the requirements are fulfilled.  

 

As the interviewee takes a personal interest in CSR, the organization's involvement in CSR is due 

to their personal interest and the fact that ever since they joined the organization, they have 

encouraged staff to follow their vision and tried to get them to understand the importance of CSR. 

However, lack of time prevented the organization to fully start implementing CSR activities, and 

that is why they hired this graduate to assist in this process. The fact that the interviewees position 

in the organization is the CEO, their influence in the organization’s CSR practices is great, but the 

fact that the organization has implemented certain ISO standards, a lot of the CSR work is based 

on the requirements of these as well. The organization’s engagement began when the interviewee 

became CEO and is based on their personal interest. Their beliefs are that the widespread 

engagement in CSR amongst larger organizations will in the future involve smaller organizations 

as well, which gives organization A competitive advantage as they are already engaged in CSR. 
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Organization A has to follow certain regulations that apply to their industry, such as regulations 

for chemicals called REACH, work environment, and the CE regulation. “We want our suppliers to 

manufacture products that are not harmful to their health and at the same time we are not allowed to import product 

to the EU that is harmful to our health or our consumer’s health, and this is what we all REACH” The 

interviewee goes on to say that “If you import anything within the EU, whether you are a manufacturer or 

an importer, you are completely responsible for everything that enters the European market”. There are also 

several standards connected to CSR that they have implemented, SA8000, ISO 14000, ISO 26000, 

and Better Cotton Initiative, BCI. As an effect of the CSR practices in organization A, the 

organization has had an increased economic growth. 

 

The organization markets their engagement in CSR weekly in their digital newsletters and in their 

customer magazine, as well as through lectures. “We email every week (...), and there is always a part on 

CSR, I’m out talking a lot, giving speeches...”. The interviewee is communicating the CSR practices of 

the organization outside of work as well, and they are engaged in organizations and boards to 

spread the word about CSR. “I’m on the advisory board at the University and I do this in order to influence 

the education…”. 

4.2.2 Organization B 

In the manufacturing industry of Organization B, there is a high competition. They have created 

a competitive advantage through two main factors. By being the only organization in the industry 

in their geographical area that provides a certain product that their competitors do not and that 

they are producing the product themselves compared to a lot of their other competitors who 

acquires it through external suppliers. They are also focusing on being environmentally friendly, 

through offering only renewable products, this is something which their competitors are generally 

engaged in as well. “Partly environmentally, we want to show that it is positive for the environment to use our 

products (...) all the products we manufacture are renewable”. In the beginning of their work, their 

engagement in CSR was used as a competitive advantage, but as their competitors began to engage 

in CSR as well, this became a part of the management’s vision in the organization, a logical part of 

the organization. As this has become a logical part of the organization, it has become obvious to 

look at the CSR practices of the competitors and the industry help each other out to become better 

at these practices, especially when it comes to the environmental part. “We have some networks in the 

industry where we are trying to drive these questions together, that all of us find important. So that’s where we keep 

some track over what others do. But most often we are actually trying to help each other and share good examples”. 
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The customers that are most satisfied with the company are those that are aware of their CSR 

engagement.  

 

Organization B has several cooperation’s with local organizations to develop products and 

solutions connected to CSR. They also support several local organizations through donations and 

through partnering with organizations that in different ways support social matters such as equality, 

persons with disabilities, as well as organizations involved in supporting the environment. “We have 

some sponsorships (...) there is a sponsorship policy that says that there has to be a certain distribution between girls 

and boys, we sponsor the disabled, some culture…”. Lastly, they donate money to charities involved in 

social problems around the world. This involvement comes from the fact that the management 

prioritizes the matter of CSR, due to their personal interests. The two interviewees said that they 

had a large influence on what kind of CSR practices the organization should engage in, as the 

management relied on their work.  

 

The organization follows a set of regulations that they have to align to, but apart from this they 

have an environmental standard that they have implemented, the ISO 14000. The organization has 

an interest in CSR that goes way beyond the regulation, something that is just a minimal 

requirement. “There are a ton of regulations, both for environment and work environment, but it feels like the 

heart of this organizations is a bit bigger than the laws”. Therefore, they have ruled out a plan that stretches 

years ahead with very ambitious goals. They also think that “The customers expect some engagement, but 

then we have been better than what the customers expect” “We have worked a lot with many different things, but 

we have never told our customers about it before”. Engagement in CSR is something they believe is a 

prerequisite to have a good economy.  

 

As mentioned earlier, the organization are aware of the fact that their most satisfied customers are 

those who are aware of their engagement in CSR. Their marketing of their CSR engagement has 

been limited, and their goal is to increase their marketing of CSR on their website, which at the 

moment is limited. “Our hopes are that from this report, which of course will be published, we can remodel our 

website and have more sustainability on there…” They have participated in different kinds of local events 

that they attend to market their engagement, and they hand out brochures to customers where 

they talk about it as well. Their thinking has been that they do not want to market something 

before everything is really in order and working. “We are very cautious, we want to be able to back it up 

before we say anything at all”. The two interviewees are actively talking about the organization's CSR 



 

40 

 

engagement outside of work, and their hopes are that all employees in the organization will be well 

informed about the organization's engagement to be able to do this as well. 

4.2.3 Organization C 

The manufacturing industry in which organization C is operating in is highly competitive. This is 

due to the fact that all you need is money to be able to import the product if you do not possess 

the skills to produce it yourself. The way this organization deals with this is to niche themselves 

and the products they offer. Not only do they sell a product, they also offer soft values connected 

to this product in the form of a trust capital, good service, prolonged guarantees and help should 

the product break. They make sure that they can deliver the right product with the same quality 

over and over again. It is these kinds of things that customers are willing to pay for. There are 

more than just the price that makes a product good. “We do not only sell a product, we sell a whole lot of 

stuff around this. A trust capital as a supplier in the shape of us delivering our products, not just one, but several 

times, to a certain grade of quality, in the right time. (...) We give service to our customers. (...) We are good at 

service and this stuff around the product, we don’t just have a good price of the products, but there are so many other 

things which make it work well”. The interviewee mentions that the organization also has a fantastic 

staff, from warehouse to administration, which has become one of the factors in their competitive 

advantage. 

 

Their competitors do not seem to be interested in CSR at all. As the interviewee states regarding 

their competitors, “I don’t know anyone. In the industry-organization where all of the members of our industry 

is a member, no one is interested in these questions. Everyone is just complaining about the fact that there are 

chemical restrictions and similar restrictions implemented in the industry”. Organization C, who sell their 

products to retailers, only receive a list of minimum compliances from these retailers, and they do 

not seem to be interested in CSR either. “Regarding the suppliers in the industry, they are interested in this, 

but it is only about minimal levels”. At the moment, CSR is not a competitive advantage for them, but 

they believe it will be in the future.  

 

Organization C is right now in the phase of implementing their CSR work into the everyday of 

their business. They already have worked up a document, a policy, on how to act and they want to 

make sure they make a difference both locally and globally, where they are at the end of their 

implementation phase. Socially they pose as a sponsor for the local sports club, and they have 

partnered up with a national help organization where they support different causes. They also have 

different policies, for example for how to act when acquiring new suppliers.  Organization C takes 
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work environment for their employees very seriously, and they are looking at things such as proper 

lighting, protection gear, fire extinguishers and bonuses. Furthermore, they have an environmental 

policy in place where they make sure that they drive responsibly and they are looking at the way 

they make business trips. They are also engaged in local projects that promote the environment, 

and they have made their energy supply environmentally friendly. “We have policy document regarding 

our impact locally and globally. What do we do we out profits in the organization? How do we use these to make a 

difference in our environment? How do we sponsor non-profit organizations? How do we influence our environment 

to become more involved in questions regarding the environment?”. 

 

A few reasons to why organization C has chosen to engage in CSR are because they want to 

improve the work environment for their employees as well as for their suppliers’ employees, which 

they state as an important task to engage in. “It is about values, we do not buy products from our suppliers 

if they are not… [talks about safety]”. They also think this will prove to have a positive effect in the 

future in terms of competitive advantage when their customers and competitors catch on. “We are 

engaged in CSR because of these other environmental effects, which is the primary reason to why we are engaged in 

CSR. But, we also believe that we will have a competitive advantage because of this…”.  By then, organization 

C will be way ahead. There are also some rules and regulations when it comes to importing of 

goods, and they have to comply with certain laws of the work environment. They could also apply 

for different kinds of certifications but have chosen not to. The interviewee does not experience 

it to be any norms or expectations in their business to engage in CSR.  

 

The interviewee also believes that organizations that engage in CSR become more effective 

organizations. This is due to the thorough analysis you have to do of your own organization and 

the spin-off effects resulting from it. It decreases sick leaves, and it creates goodwill in the local 

environment. It is expensive from time to time, but it is worth it.  

 

Today, organization C is not yet communicating their CSR work. This will, however, change once 

the policy is fully implemented, and the communication will be done mostly through their website 

but also through giveaways related to a certain project in which they are involved. Personally, the 

interviewee talks about these things outside of work as it is a topic dear to their heart. 

4.2.4 Organization D 

There are several organizations involved in the consulting industry, in which organization D 

operates, but most of them are limited to a certain geographical position, and they are more 
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focused on helping organizations implement ISO while organization D has “...chosen a niche within 

environmental management were not as many are operating” which have helped them to differentiate 

themselves amongst their competitors. While the competitors are more focused on larger 

organizations that have the resources to implement ISO, organization D has a focus on smaller 

organizations that do not have that kind of resources. They are creating a competitive advantage 

mainly through these two factors, but also by focusing on making the process of receiving the 

diploma as simple as possible, through explaining the concept in an easy and understandable way. 

“We are pretty good at doing things fairly simple, to work with trying to create simple, easy to work with, concepts…”  

 

All of the larger organizations are engaged in some kind of CSR practices, it is expected and “...is 

the entry ticket to public tenders”, while the smaller organizations do not have the same expectations. 

The organizations in this industry market their CSR engagement, but not to get customers, but to 

attract employees. Employees expect the organizations to be engaged in CSR. Organization D are 

aware of their competitors CSR engagement through news, articles, and interactions with 

competitors, but they do not look for this systematically. “Of course, we keep fairly good track of the ones 

who work with the same thing, what they do, but we don’t check it systematically”. 

 

The demand of CSR engagement comes from public and larger organizations, while the smaller 

organizations do not care about CSR as long as they do not have any expectations or requirements 

from their customers. “Some of our bigger clients work with this (...), but if you visit the smaller organizations, 

I don’t think they talk CSR at all. (...) Of course, if their customers start talking about CSR then they'll surely 

pick it up but I don’t think is part of the bigger questions”. This demand on CSR differs from industry to 

industry, where some industries have higher expectations than others, for example, the textile 

industry has come a long way, and most organizations are in some way engaged in CSR.  

 

Organization D have a widespread engagement in CSR practices. As they are a small organization, 

their main focus is to try to reduce their business trips by having digital meetings, and if they have 

to travel they choose to travel by train or bus, and if this is not possible they use cars with as low 

carbon emissions as possible. “The base is the environment, what we do is, apart from influencing others, is to 

work a lot with our transportation.” They try to limit their consumption by choosing the most 

environmentally friendly alternatives, and they donate money to local organizations involved in 

social and environmental activities. Their main focus is their indirect impact, something they work 

with every day through helping organizations to implement the environmental diploma, and to do 

this better they try to widen their expertise about CSR.  
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The engagement in CSR comes from the fact that the organization found a gap where they could 

establish themselves. “It stems from an interest in these questions and that we saw a commercial potential to 

work with them”. They saw a demand from customers who in turn had a demand from their 

customers of engagement in CSR, it was required to be able to sign business contracts. As 

organization D is such a small organization with only two employees, they do not have specific 

regulations that they have to follow regarding CSR, but they do have standards that they have 

aligned to, an environmental diploma, which in turn comes from their own personal interest. “We 

are not strictly controlled by the law, it is more about the things that concern everyday people”. As they are 

operating in an industry where they help organizations to become more engaged in CSR, the 

expectations from those organizations are that they live as they learn, that they are engaged in CSR 

as well. The belief of the interviewee is that CSR in smaller organizations leads to decreased use of 

resources, which in turn decreases costs. It is not certain that one can increase the price of the 

service/product, but it will make it easier to obtain and retain customers.  

 

Organization D is using their website to market their engagement in CSR, through publishing their 

policies, environmental diploma, as well as a sustainability report. “We make an environmental report 

where we summarize the environmental work each year, and we publish this on our website”. The interviewee is 

also communicating their engagement in CSR outside of work, especially because they are 

personally interested in CSR. 

4.2.5 Organization E 

Organization E operates in the consulting industry but offers a very particular service. There are 

several other organizations in the country that clients can choose from, and the way this 

organization is creating competitive advantage is through experience in the field, such experience 

can only be acquired over time. As the interviewee states, “Experience comes with time”, and they have 

been working in areas connected to CSR for many years. This organization mostly signs new clients 

through personal meetings, but they also rely on the internet to lead clients to them through search 

engines. This also goes for their competitors who mainly market themselves on the internet. Since 

the service this organization provides is so specific, the clients are usually only interested in one 

thing which is under the concept of CSR, but the concept of CSR and what it constitutes is 

therefore not of importance to the clients, “My customers hire me because they want to evolve one part of 

their business, not particularly CSR... But something that is in connection to this concept”. 
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The reason for why organization E is engaging in CSR is because it creates business connections. 

Organizations that work with these issues leads to the creation of some kind of a network between 

the organizations involved, which leads to a chance of engagement for organization E in this, “(...) 

it might as well give an opportunity to meet new customers”.  

 

The interviewee sees it as a positive factor that there are forums created where one can talk about 

these things. They also believe that clients expect them to have general knowledge, especially 

within environmental sustainability, since it is within this field the organization operates. On the 

question of if the customers of organization E have expectations of them being engaged in CSR, 

the interviewee answered, “No, they don't. (...) But as I enter as a consultant in sustainability they expect me 

to have knowledge about this area”.  

 

Furthermore, the interviewee believes that the relation between CSR engagement and GDP is 

negative. However, if we were to include more values into the term financial performance, then 

yes, it would be a positive relationship 

 

Organization E communicates their CSR activities through their website. They also offer 

educational seminars. The interviewee also talks about these issues outside of work, which is due 

to the fact that they take a personal interest in the topic. 

4.2.6 Organization F 

The consulting industry of organization F is not intensely competitive, the organization is at least 

geographically, the only one operating in this industry. “Locally, I’m alone, and the challenge is rather to 

explain what I do”. The interviewee is the only employee of the organization, and the previous 

experience in the area of CSR is something they see as a competitive advantage. The industry is an 

industry which mainly has an indirect effect on practices connected to CSR, and this is why the 

competitors are usually not involved in CSR according to the interviewee. There is currently no 

demand from the clients on this matter, but the organization believes that there will be an increased 

demand in the future. The hopes are also that “... clients will demand my expertise in CSR”.  

 

The engagement in CSR is basically through the indirect effect of the organization, but the 

organization has a focus on doing what they can, for example by “...trying not to drive my car when I’m 

going to my appointments”. Due to the fact that the main impact on CSR is an indirect effect, this is 

not of importance, so with another management, it is possible that the matter of CSR would not 
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be focused on as much. Because of the fact that there are currently no expectations from clients, 

this is a focus because of personal interest. Organization F also thinks that it can create business 

contacts when networking with other organizations that have the same interests. “CSR 101 launched 

at the same time as I did so for me it was an interesting connection, both because of interest but also for potential 

business”. The organization thinks that the cost of engaging in CSR will have a negative impact on 

the economic growth, but that the engagement has a positive impact on a society, which cannot 

be measured in economic growth. 

 

The organization markets the engagement in CSR through engaging in local organizations and by 

attending different events connected to the matter. The website has a small section dedicated to 

the organization’s engagement in CSR. Outside of work, the interviewee is involved in areas where 

they talk about CSR, and in turn where they try to have a positive impact. 

4.2.7 Organization G 

Organization G’s competitive environment in the business development industry is somewhat 

complex since they believe themselves to be a complement to other consulting firms. They also 

offer certain types of loans which are not meant to be competing with the regular banks. However, 

as a company, you are free to purchase training services and education from any consulting or 

business development firm, and in that sense, their industry is competitive. The organization 

realizes that they will not live on automatically, they have to deliver utility to their clients. Their 

owners, parent company, and the state have their eyes on them, and the requirement is that they 

deliver. They want to be in the forefront, avoid jumping on the bandwagon by being the 

bandwagon, to be a role model.  They also want to have a big position when it comes to 

sustainability. “We try to avoid to join the bandwagon, and instead become a bandwagon (...) We want to become 

a role model when it comes to sustainability”. They recognize that this is a prime spot and if they won’t 

take it, someone else will. For example, last year they put aside one whole day to sustainability, 

“We had a full-day assigned to only discussing sustainability (…) to raise our level and to really become an actor 

in sustainability”. In terms of their competitors’ engagement in CSR the interviewee could mention 

only one that they explicitly know about.  

 

When talking about the clients of organization G, there are those who have an interest in CSR and 

those who only do what they have to. However, many of the clients engage in CSR because they, 

in turn, have requirements from their customers. As the interviewee states; “We have a lot of suppliers 
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that we are working with, which in turn have requirements from their customers of them being sustainable which in 

turn affects us”. 

 

Up until now, organization G has only worked with their economic sustainability. This is 

something they now want to expand and they have several projects and plans on how to implement 

this. They are in the process of developing a sustainability strategy which is seen as a step-up for 

the organization. They have also launched an internal sustainability group to deal with these types 

of questions as well as putting up sustainability goals to increase the internal competence. They are 

working towards reducing the use of paper by digitalizing communication and are working to 

remodel their office to become more activity based. This organization has an environmental 

diploma thanks to their environmental handbook where they state how to deal with e.g. lightning, 

business trips, etc. “(...) internally, we are working with sorting our recycling, we also have a function in the office 

where we can turn off all the lights when the work day ends, as well as that we are looking over our flight trips (...) 

where we have a traveling policy we are trying to follow up regularly”. Apart from this, they also offer clients 

free funding for engaging in sustainability, something unique in their business. Clients are however 

not eligible for these fundings if they engage in illegal economic activities, or unethical branches 

involved in pornography, tobacco, life science or gambling. There is an ethical advisory board put 

together to help advise consultants where the lines are blurry. Organization G also follows Global 

Reporting Initiative, GRI, which states that the organization is obliged to work with sustainability. 

Their goal is to be first in mind when companies are looking for a sustainable business developer. 

Their biggest impact in the world is when they can influence others to do good since they do not 

have their own production output, an indirect effect. As the interviewee states it, “The number one 

thing for us is to affect our customers to engage in CSR”. Endnote, throughout the whole interview, an 

emphasis is put on the environment.  

 

Organization G has directions from their owners to engage in CSR and raise this issue in every 

conversation, and the owners have also directed them to comply to GRI. “(...) GRI, a directive from 

our owners, which states that we are going to work with sustainability, is something that is in the minds of everything 

we do in the organization”. In addition, they have an environmental diploma, and to be able to be 

recertified, they have to comply with the criteria as well as to show results among their clients for 

whom they have consulted on CSR. Their clients have expectations on organization G to bounce 

ideas and give referrals when it comes to CSR.  
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Organization G believes that to neglect CSR can, in the short run, prove to be profitable but a 

company that does engage in CSR will, in the long run, be more competitive. It could even be the 

determinant of whether they get hired for a job or not.  

 

Organization G communicates their CSR work through a presentation with all their new clients. 

They also have information on their web page, and they arrange or engage in different types of 

activities. Personally, the interviewee tries to live as they learn by biking to work and eating clean. 

They also state that the work of the organization may sometimes come up during personal 

conversations. 

4.2.8 Organization H 

The industry which Organization H is operating in, business development, have a high 

competition, but, most of the organizations have their own niche. The competitive advantage of 

organization H is that they are totally objective, they listen to their clients and do not try to guide 

them towards something that will not benefit the clients but themselves. “What’s positive with our 

organization is that we are completely objective, because we are not-for-profit, (...) we only want to create utility for 

the clients”. They also have a very broad competence and experience from dealing with many 

previous clients, which have given them a large network to work with. To strengthen their 

advantage, they will educate the employees in areas they lack. “We have also worked out process that we 

think are working and have evaluated them and so found things that we think are working (...) so we are really 

trying to be innovative ourselves…”.  

 

The organization is not aware of their competitors’ engagement in CSR; they do not think it is 

useful as they have a certain niche in which they are alone. The clients of organization H have 

demands from some of their customers, especially the younger generation such as students. They 

have noticed that when they have events that concern CSR, they are very popular.  

 

They think that engagement in CSR should be something that is aligned with what the organization 

in question is doing so that it is relevant and not just something that is made up to get positive 

publicity. In their industry, their way of impacting through CSR is mainly indirect, and they can 

affect through getting their clients to see the benefits of engaging in CSR. They want to try to “Keep 

one eye open for more environmentally friendly ideas…”. For example, while helping their clients, they are 

trying to inspire them to operate in an environmentally friendly way. The organization also tries to 

inspire the employees to engage in CSR; a concrete example was when they participated in a local 
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competition which encouraged the employees to eat vegetarian and to walk to and from work 

instead of taking the car. The plan is to have lectures that will inspire the employees to engage in 

activities connected to CSR, as well as to attend local events related to CSR.  

 

The management sees the benefits with CSR and is supportive if the engagement can be motivated. 

The interviewee has an influence in what kind of CSR the organization involves in, they can bring 

ideas, but there are restrictions based on the budget which is set by the management.  

 

The engagement in CSR of organization H comes from the fact that they think it is something 

obvious, the fact that clients demand it as well as that it gives a competitive advantage. Some clients 

see engagement in CSR as a requirement. “...we notice it with the incoming clients, there are more ideas 

directed to sustainability, and we have to be able to help them in a sensible way, and then we have to be updated”. 

As organization H is not producing products, they do not have any rules or regulations in 

connection to this to align to. There might be some standards that the board wants them to fulfill, 

but at the moment there is nothing of the likes implemented in the organization.  

 

Concerning the marketing of their engagement in CSR, they marketed their engagement in the 

local competition mentioned above. Apart from some pictures connected to the environment on 

their Instagram, they have not done any marketing about CSR as of yet, and they do not have any 

concrete marketing plan concerning this either. Outside of work, the interviewee talks about what 

the organization does, as they have a personal interest in this matter. “I think this is a very interesting 

topic to discuss and outside, at networking events, for example, I always keep my ears open…”. 

4.2.9 Organization I 

Since organization I is a non-profit organization, they are rather trying to collaborate with other 

organizations that are working with the same issues in the business development industry, than 

competing with them. But organization I create a competitive advantage by engaging in CSR. They 

believe that there is a trend right now where CSR is important, and it might very well be the reason 

for why customers choose their services. It is also a factor when it comes to attaining new talents, 

the interviewee states that it might be important because “young people like you look more at these 

questions (...) like do they work with CSR?”.  

 

Most of the organizations in the industry do engage in some types of CSR work. “I believe that most 

organizations like us have to be up-to-date and to raise these questions, it is important”. You have to know 
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about CSR and know about the benefits it might provide. Organizations also need to communicate 

what they do so that clients can find the right services to provide for their needs. Organizations H 

is sometimes collaborating with other organizations in their industry and by doing that they keep 

track of others engagement in CSR. They also made an extensive pre-study before launching their 

own CSR work, and so they got familiar with their business environment. The clients of 

Organization I are more frequently talking about sustainability as opposed to CSR. They are 

smaller businesses and have not really gotten to a point where CSR has become important for 

them, “...the ones coming to us do not particularly talk about the word CSR, but the social sustainability...”. 

 

Organization I is engaged in social sustainability by running projects that promote integration 

among other things. They also engage in environmental sustainability related to carpooling, rural 

areas, etc. These are values rooted deep in the organization and the interviewee, as a project 

manager, has the opportunity to drive new ideas they are coming up with. 

 

The interviewee believes that, overall, CSR has become a current topic, but there are not yet that 

many organizations that engage in it. Organization I wants to be part of the movement that is one 

of the first ones to raise these kinds of questions, “for us it is important to raise the questions about CSR 

(...) We need this in here (our geographical position)”. It means a future competitive advantage. There are 

also a few rules and regulations about financing they have to follow. Apart from this, there are a 

number of certifications and standards they could abide by but have chosen not to. However, there 

are expectations from clients that they have knowledge within this area. Especially about social 

sustainability but also about environmental sustainability. Organization I believes that engaging in 

CSR will have long-term benefits on financial growth. Their hopes are to get better at it and so be 

more efficient.  

 

They communicate their CSR work on their website, on Facebook and in brochures. They also 

engage in projects and other activities. The interviewee sometimes talks about these things outside 

of work but have found they need to adjust their language to be able to have a conversation about 

CSR with other people. Mostly, people are not familiar with the concept CSR and what it stands 

for. 

4.2.10 Organization J 

Organization J does not view other companies in their real estate industry as competitors. This 

due to the fact that each organization has their own geographical area and are not competing for 
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the same customers. However, they still have to have a long-term mindset because things can come 

to change. The way they create competitive advantage is a combination of different things. They 

started to produce new project a few years back, and since their output will live on for a long time, 

they have to consider their customers’ potential taste in 20-30 years as well. They also consider the 

material they use, and they use modern engineering to build comfortable products. Apart from 

this, they include soft values in their products such as good service and a closer connection to their 

customers. “We have a good knowledge of the materials we are using when building “our products” (...) Which 

we believe is a competitive advantage in the long-run. We do not want to have materials that have chemicals that 

damage the customers or the environment. We try to use the latest technology… to improve the indoor climate of our 

“products”… to ease for our customers”. 

 

Some of the other organizations in the industry are engaging in CSR but they do not have the same 

structure and a clearly worked out policy like organization J does and they are not marketing their 

activities. Since the organizations are not competing against each other, they can come together 

and collaborate on some certain projects and through this share competence. Organization J are 

keeping track of the other organizations as part of their environmental analysis.  

 

The customers of organization J are somewhat interested in CSR. For example, their customers 

expect security. Everyone also wants to reap the benefits of the investments, and therefore 

organization J has to package their activities and their communication in such a way that the 

customers can see their value and their personal utility.   

 

Organization J engage in CSR by keeping prices down, engaging in product management, buying 

high-quality products and services and they work with integration and offer internships as well as 

training positions for those who stand outside of the labor market as well as summer jobs for the 

local youths. The engagement in CSR practices is explained by the interviewee, “What we are doing 

and what we are not doing is mostly regulated by the directions from our owners”. They also sponsor local 

culture and by doing that they make it available for everyone and promotes integration and they 

have other social projects in place. They make sure to build sustainable products that will live on 

long after we are gone, and they manage their products to keep them up and running. From an 

environmental standpoint, they try to make their energy supply more effective by installing solar 

cells, provide recycling facilities and they try to reduce their business trips. Organization J would 

rather engage in activities that yield long-term benefits than donating money or planting trees. “It 
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would have been easy to just give money and stuff like that (…) But we are more interested in doing things that last 

for a while, not just one-time efforts. It is important to have a long-term view“.  

 

Organization J has a CEO that is very forward thinking and wants to accomplish a lot. The 

interviewee mentions that they have a spot in the management committee where they have a lot 

of influence, and the CEO is listening to what they have to say, “...there is no problem selling ideas to 

him. Sometimes I have to stop him from doing things that are too ambitious”. 

 

It is important for Organization J to have satisfied customers and that is why they engage in CSR, 

they want to provide attractive products. There are also lots of rules and regulations which 

organization J has to abide by. These are most commonly connected to public tenders, but there 

are also laws about construction safety, energy supply, and other environmental regulations. But 

as the interviewee states; “We have a vision, that the least we will do is to oblige to the rules and regulations”. 

Organization J is also complying with ISO 9001 and ISO 14001, which have increased their 

awareness of the quality of what they are doing. Regarding their suppliers, they stated, “the ISO 

certifications require us to ask ourselves what do we get out of this, we might follow the laws, but did we get the right 

product/service?”. They are also looking at different environmental standards, as both customers and 

owners expect them to take responsibility. In the long run, CSR is important, and they believe 

there is a positive relationship between CSR and economic growth, they even have economic 

sustainability as a header in their annual report. 

 

However, organization J feel they need to improve their communication of CSR. They need to 

“sell” it to their customers in a way that interests them. They produce and give out a yearly 

sustainability report, and they try to include it in all brochures etc. They also update their web page 

with a section on CSR, and they have a person that works on communicating the CSR work 

internally.  The interviewee believes there are always things to talk about and are doing so by 

involving in different organizations and talking about CSR when the topic arises. 
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 5. Analysis 

___________________________________________________________________________ 
In this chapter, the analysis of the findings is presented. The analysis uses empirical data in relation to  

theories and concepts introduced in the frame of reference in order to provide a thorough analysis in line with  

the guidelines for a proper case analysis. 

___________________________________________________________________________ 

The analysis of the empirical findings has been divided into three parts corresponding to each of 

the three research questions. This has been done to make the analysis more comprehensible to 

outside readers of this study as it provides a clearer structure of the analysis part. 

5.1 Research Question 1 

“What reasons do SMEs give for engaging in CSR?” 

In terms of why organizations engage in CSR, the literature reviewed on this topic argues that it is 

either because of external pressure such as customer demands, because competitive organizations 

do it and no one wants to be worse than anyone else, or because industry regulations require it. 

The frame of reference brought up two theories in connection to the first research question; the 

role motivation theory (Miner et al. 1974) and the three pillars of motivational factors. 

Furthermore, other ideas that focused more on extrinsic motivation were brought up which 

explained factors such as CSR as a reaction mechanism and other external pressures to engage in 

CSR. Some scholars believe that the activities of owner-managed organizations, often a character 

of SMEs, are greatly influenced by the values of the owner (Jenkins, 2004) while others argue that 

it is the local cultural context which constitutes the biggest impact (Lepoutre & Heene, 2006). 

After reviewing the current literature, we leaned towards the three pillars of motivation by 

Shnayder et al. (2016) and particularly the cultural-cognitive pillar as a main determinant of 

organizational behavior. Especially since this model was integrated with the ideas of Lepoutre & 

Heene (2006), who believe that it is the local business environment that has the biggest impact on 

organizations.  

 

Although responses have been somewhat scattered, it could be seen that the majority of the 

organizations engage in CSR activities because it gives them a competitive advantage, if not now, 

the organizations think that the engagement will give them a competitive advantage in the future. 
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This advantage is connected to them having a good head start in CSR engagement and the fact 

that they have already implemented CSR activities into their organization by the time their 

competitors start the process of implementing their CSR practices. All interviewed organizations 

but three mentions that they believe their customers/clients have some level of expectation on 

that they in some way engage in CSR, and by doing so they hope to be the preferred choice over 

their competitors when the customers/clients are to choose from whom they will buy. This can 

be connected to the current literature on the three pillars of motivation where Shnayder et al. 

(2016) argues that it is the normative pillar that, although being the least formal, is the most 

important one when it comes to reasons for why organizations behave as they do. 

 

In relation to the first of the three pillars of motivation, rules and regulation, we could distinguish 

a few responses where organizations mention them having to comply with certain legislative 

regulations. However, the organizations that mentioned this also said that they saw the law as a 

minimum standard and they wanted to voluntarily engage in more work related to CSR. Some 

organizations have made themselves certified for different certifications and diplomas such as ISO 

9000, ISO 14000, environmental diplomas etc. Once they have obtained these, they also have to 

make sure they uphold the work they did to get these to be recertified, which was something that 

was mentioned as a reason to engage CSR practices.  

 

Another reason mentioned connected to competitive advantage is the fact that an organization's 

engagement in CSR activities might give them an edge in public tenders. It is already known that 

bigger organizations, private or public, are working with these issues, and for them to have a lean 

supply chain it is important that their suppliers are sustainable as well (Martínez-Martínez, 2017).  

 

Many of these reasons mentioned above can be connected to the role motivation theory which 

states that managers are supposed to act in ways that result in positive reactions from others as 

well as fight for those rewards available (Miner et al. 1974). If managers of the organizations believe 

there are expectations from customers/clients to engage in CSR, it is likely that it will result in 

positive reactions when they engage. Similarly, if this means a competitive advantage, commonly 

thought of as a benefit or reward, then managers should naturally take action to gain this advantage. 

The same reasoning could be made for the fact that some organizations believed that engaging in 

CSR gives them an edge in public tenders.  
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Previously mentioned reasons can be defined as external factors. Some internal factors was also 

identified as it was also evident that some of the organizations wanted to be trendsetter’s because 

they thought that CSR would become an important issue in the future, not only for MNEs but for 

SMEs, and saw themselves as part of a movement of the organizations who are engaged in CSR 

from the very beginning. They wanted to be the ones who raises these questions and makes them 

natural to talk about. One interviewee said that there was an empty prime spot in the market and 

if their organization would not claim it, someone else would. This is what Miner et al. (1974) 

describe as being a go-getter in the role motivation theory. 

 
Figure 6. Factors Contributing to Competitive Advantage 

 

What was evident from some of the smaller organizations that were interviewed was the personal 

interest in issues concerning CSR. However, most of the organizations that had managers with a 

personal interest in issues connected to CSR also mentioned competitive advantage. Graafland et 

al. (2012) talk about motivation, both intrinsically and extrinsically, and these are examples of both 

factors being combined resulting in the allocation of resources to CSR initiatives.  

 

The last point we want to bring up in this section is the fact that two organizations responded that 

engaging in CSR gave them valuable business connections and an expanded network. One of the 

organizations even states this as the main reason for their CSR engagement. These findings were 

something that we had not previously found, and it might be a new contribution to the theoretical 

field. 
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5.2 Research Question 2 

“What kind of CSR activities does SMEs engage in?” 

 

As we wrote in the frame of reference, CSR activities can be categorized based on its type and be 

divided into either economic, environmental or social. By going more in-depth and looking at 

Carroll’s (1991) CSR pyramid one can divide the activities into economic, legal, ethical and 

philanthropic. However, as we have mentioned, the most important theory in this thesis is Visser’s 

(2014) evolution of business responsibility, which classifies how far the organizations have come 

in their CSR practices based on the activities that they do. Before we began with the interviews, 

our thought was that most of the organizations would be engaged in some CSR practices that were 

connected to the environment, as we have noticed a trend in the awareness of environmental 

issues. This was consistent with our findings, but we were positively surprised to find out that 

many of the organizations had an engagement in CSR that consisted of more than just the 

environment. 

 

As mentioned previously in section 5.1, most of the organizations interviewed throughout the 

process of the research were engaged in CSR based on that their engagement in CSR led to a 

competitive advantage, or was thought to lead to a competitive advantage in the future. 

 

 A B C D E F G H I J 

Social x x x x   x x  x 

Environmental x x x x x x x x x x 

Economic  x     x x x x 

Table 2. Overview of Organizations CSR Practices 

 

As seen in Table 2, all of the organizations interviewed were engaged in CSR activities connected 

to the environment, which was consistent with our thoughts beforehand. A majority were engaged 

in socially connected activities, while less than half of the organizations were involved in economic 

activities. Only two of the organizations, Organization E and F, were engaged only in one of the 

three pillars of CSR, more specifically activities connected to the environment. The majority of the 

organizations were engaged in two of the three pillars, while organization G, B, H, and J were 

engaged in CSR practices connected to all of the three pillars. In addition to this, there were a lot 

of differences in the kind of activities the interviewed organizations were engaged in. We could 

see a connection to the previous theory found in the theoretical framework by Visser (2014). The 
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activities are based on what the organizations mentioned during the interviews, which has then 

been linked to the evolution process of Visser (2014). 

 

When going into the specific activities that the organizations were involved in, we found that the 

most common activities in connection to the social pillar were the organizations indirect effect on 

their customers/suppliers, and donations/sponsorships in different forms (Appendix 6). A few of 

the organizations had a certification they followed, for example, organization J had the ISO9001. 

The reason to why just a few of the organizations had these certifications might be that 

certifications can be costly, especially for SMEs. Some of the organizations that had certifications 

connected to one of the three pillars mentioned that they had it because it gave them a competitive 

advantage in terms of business deals with their customers/suppliers, while others had the resources 

to have certifications because they wanted to make sure that they did well in the area connected to 

the certification. Comparing the social activities where there was no clear activity that all 

organizations were involved in the environmental activities one could see that a clear majority of 

the organizations had the same activity going on, which was to reduce their environmental impacts 

through reducing their traveling, turning all the lights off when leaving work, etc. Even though 

they were a minority, in this category of activities, there were four organizations that had some 

certification. As mentioned earlier, the process of being certified can be costly, which might be the 

reason for the majority of not having a certification.  

 

The least common practices for the organizations were economic. When we refer to economic 

activities, we have excluded economic profitability in the analysis, because all organizations are 

profitable. Instead, we refer to activities trying to reduce unemployment and 

donations/sponsorships, the two activities mentioned throughout our interviews. As mentioned 

above, economic activities were the least common activities mentioned in the interviews, which is 

partly due to our limitation to exclude economic profitability from this. The most common 

economic activity practiced by the organizations were ones that tried to reduce unemployment, 

which organization B, C, J and I had practices that did. Organization J was the only organization 

who had donation/sponsorships that were connected to the economic pillar (Appendix 6). 

 

What was found based on the activities the organizations were engaged in, were that all the 

organizations had come far in the evolution process of business responsibility. No organization 

stated that they engaged in CSR only to keep their customers, protect their brand value or to gain 

a competitive advantage over their competitors, but several of them mentioned this as being one 
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factor of them engaging in CSR. This can be connected to the evolution process by Visser (2014), 

that the organizations have shifted through the first three stages, Defensive, Charitable and 

Promotional, to Strategic or Transformative/Systemic CSR, even though most of them still have 

activities in one or several of the first three stages. As seen in Table 3 below, all of the organizations 

had CSR practices connected to at least two stages. 

 

 A B C D E F G H I J 

Defensive           

Charitable  x x x      x 

Promotional x   x x x x  x  

Strategic x x x x x x x x  x 

Systemic x   x     x  

Table 3. Overview of Organizations CSR Practices in Connection to Visser’s (2014) Evolution of Business 

Processes 

 

Organization G for example, mentioned that they had an environmental diploma which they use 

to look at their organization's impact on the environment, that they have had a full-day in the 

organization which they had a focus only on sustainability and concerns regarding this, and that 

they were working on a sustainability strategy for the whole organization that would be 

implemented in the near future to reduce their negative impact on their environment (Appendix 

6). This can be connected to the age of transformative CSR (Visser, 2014), the final stage of the 

evolution of business responsibility. While they might not be there yet, there was a clear indication 

that the organization was trying to look over their impact on their environment and solving the 

problems connected to this, meaning that they are getting closer to this last stage of the evolution 

process.  

 

Although the majority of the organizations had not entered this last stage yet, most of the 

organizations were in the second last stage, strategic CSR. The organizations were engaged in CSR 

practices where they had systems that were a big part of their business strategy. For example, 

organization A had implemented certifications that they required their suppliers to apply, and that 

they used internally in their organization. This last stage of the process of business responsibility, 

also known as CSR 2.0, is the stage where an organization actually try to optimize their strategies 

to get the best outcome for the society and the ecosystems (Visser, 2014), and it was a positive 

finding that at least one of the organizations was starting to enter this last stage. As seen in Table 
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3 above, we have stated that organization A, D and I were in systemic CSR, which is not really 

true, but they were the ones that had partially entered this stage. One can draw connections 

between their CSR engagement and as stated by Wayne Visser, “...understanding the 

interconnections of the macro level system – society and ecosystems – and changing its strategy 

to optimize the outcomes for this larger human and ecological system” (Visser, 2014. p. 16). 

5.3 Research Question 3 

“Are there any industry-related differences in why SMEs engage in CSR?” 

 

In our frame of reference, we brought attention to reasons such as regulative demands, 

competitiveness and customer demands for industry-related differences in CSR engagement. 

Although scholars seemed to be in disagreement as to what these differences was caused by, Cai 

et al. (2011), for example, believes that organizations operating in controversial industries tend to 

have managers that personally sets CSR as an important topic. Chen and Bouvain, (2008) found 

that when it comes to reporting of CSR, the real estate and finance industry are the ones who are 

most frequently mentioning environment. Finally, Moura-Leite et al. (2012) found in their study 

that different industries are differently regulated, and within the gray areas of regulation in each 

industry, organizations find ways to strategically position themselves. However, between the 

organizations within the same industry, these strategies do not significantly differ, and the reason 

is that similar strategies create legitimacy for competing organizations in an industry. On top of 

that, Barraquier (2011) found that organizations in highly competitive industries shows more 

responsiveness to stakeholder objectives and are therefore more prone to engage in CSR activities 

to boost competitive advantage, legitimacy and brand image. It was hard for us to, in advance, 

figure out what the findings would be in this question. Partly because we did not know if the 

industries were considered competitive and also because we did not know if any of them 

considered themselves to have harmful products. We did, however, expect to see similar CSR 

activities amongst the organizations operating in the same industries because of the arguments 

made by Moura-Leite et al. (2012). 

 

As aforementioned, this study includes ten different organizations from four different industries. 

Three organizations operate in the manufacturing industry, three organizations operate in the 

consulting industry, three organizations operate in the business development sector, and one 

organization operates within real-estate. The analysis of research question three is structured in 
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such a way that separates the most common codes from each other and presents the industries 

where these codes were most frequently found.  

 

The majority of the organizations operating in the manufacturing industry mentioned having a 

CEO that takes a personal interest in CSR. This is in contrast to the business development industry 

and the real estate industry where none of the organizations mentioned this. From the 

organizations operating in the consulting industry, only one mentioned having a CEO that takes a 

personal interest in CSR. This is in connection with the findings of Cai et al. (2011) who stated in 

their article that organizations operating in controversial industries do engage in CSR more 

frequently than other organizations. By controversial industries, they include organizations that 

produce an output that has negative repercussions socially or environmentally. They state that 

managers in these kinds of organizations tend to view CSR as something important although it is 

contrasting to the nature of their output. These managers also tend to find CSR activities as value 

enhancing for their organizations. We do not mean to state that the organizations included in this 

study are part of any controversial industry, but the organizations that do have CEOs that takes a 

personal interest in CSR are the ones who does have an output that has or could have negative 

impacts on the environment.  

 

From chapter 4 we saw that the most frequent answer to why organizations engage in CSR is that 

it will have positive effects on the current or future competitive advantage. These answers were 

concentrated to the manufacturing industry and the business development industry where all 

organizations gave this as a reason. From the consulting industry, one of the organizations gave 

this as a reason. This is in line with the findings of two theories previously mentioned in this study. 

Particularly, Moura-Leite (2012) argues that organizations operating in the same industries tend to 

have similar competitive strategies. This is their way of closing the gap between the different 

organizations and at the same time gain legitimacy amongst their stakeholders by not standing out 

too far from the crowd. Barraquier (2011) states in their article that organizations operating in 

competitive industries tend to engage in CSR activities to boost their brand image and in that way, 

gain competitive advantage. In this study, the organizations from the manufacturing industry all 

answered that their industry is competitive or highly competitive. The organizations operating in 

the business development industry all said that their competitive environment is complex or 

different than other industries. The other organizations that have not stated competitive advantage 

as a reason for engaging in CSR have also stated that their industry is not competitive. With one 

exception, organization D. 
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Both the organizations in the manufacturing industry and the real estate industry reported that 

they have certain rules and regulations that they need to comply to. These include, but are not 

limited to REACH, labor laws and safety laws. These organizations are also abiding by certain 

certifications such as ISO. Barraquier (2011) mentioned in their study that organizations that 

operate in regulated industries engage in CSR simply because they have to. However, some of 

these organizations find gray areas in the regulations where rules are not as strict, and it is within 

these gray areas that organizations choose to go beyond the minimum requirements and engage in 

voluntary CSR activities in order to differentiate themselves and create a competitive advantage. 

This is interesting since all of the organizations from the manufacturing industry also said that they 

engage in CSR because of competitive advantage.  

 

All industries but the manufacturing industry stated that they have some level of expectations from 

their customers/clients to engage in CSR. They seem to be operating in an industry where norms 

and expectations are strong determinants of how organizations behave (Shnayder et al. 2016).  

 

The organizations operating in the consulting industry are alone in that all of them mentioning 

that their engagement in CSR as a way of creating valuable business connections through 

expanding their networks. These are new findings in relation to the existing theories used in this 

thesis. 

 
Figure 7. Overview of Industry-Related Difference 
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6. Conclusion 

___________________________________________________________________________ 
In this chapter, we provide concluding thoughts for each of the three research questions.  

The conclusion is derived from the results of the analysis process and aims at explaining the findings  

on a higher level. This chapter also includes statements about the theoretical contribution as well as the practical 

implications of the findings.  Lastly, a freer discussion is held followed by a statement on the  

limitations of the study and suggestions for further research.  

___________________________________________________________________________ 

The purpose of this Master Thesis was to examine why organizations, more specifically SMEs, are 

engaging in CSR. We thus wanted to find the underlying reasons for different organizations 

engagement in CSR. In addition to this, as a follow-up question, we wanted to examine the 

different kinds of CSR activities that organizations engage in as well as to examine the possible 

industry-related differences as to why organizations engage in such activities. 

 

After conducting the study, having ten organizations from four different industries participating, 

it was evident that some conclusions could be made. These are specified in this chapter, particularly 

in the following sections. We would here like to restate the fact that a conscious choice was made 

to exclude any theories or questions about psychological motivational theories as we wanted to 

keep the thesis within the field of management. As with most studies, this one also has certain 

limitations to it. These are presented in this chapter along with the suggestions for further research 

on the topic. 

6.1 What Reasons do SMEs Give for Engaging in CSR? 

From the studied organizations, we could see that the two most frequently mentioned reasons as 

to why SMEs engaged in CSR was related to the factor of competitive advantage and customer 

expectations. SMEs belief is that their customers/clients expect them to either have knowledge of 

CSR or engage in CSR themselves. Meeting customers/clients’ expectations are, therefore, the first 

level of this research question. When further analyzing the findings, it becomes evident that the 

second level is the generated competitive advantage derived from meeting these expectations. For 

example, one interviewee puts it spot on by mentioning the time monopoly they now have in 

relation CSR, meaning that once their competitors start engaging in CSR, they are already way 

ahead in their implementation of these kinds of activities.  
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What this boil down to is the fact that SMEs are struggling to either keep their market shares or 

grow on the market and those SMEs that are engaging in CSR had found a strategic gap in their 

industry and had taken it. This means that SMEs that do engage in CSR today do it because it 

makes strategically sense for them to do it. Their business idea and the work they do is not only 

about CSR, but they incorporate CSR into their business because of the benefits it gives them both 

personally and as mentioned above, because of competitive advantage. They still want to make a 

profit but not at the expense of their environment.  

6.2 What Kind of CSR Activities Does SMEs Engage in? 

What we found in this study was that the most frequent CSR activities that SMEs are engaged in 

are activities connected to the environment. The most common specific practices were their 

indirect effect on customers/suppliers and to reduce their environmental impact in different ways. 

Their engagement in CSR was not only because of reasons such as marketing purposes or to 

protect their brand value, but the engagement has moved from that towards a more macro-level 

engagement where they are actually trying to get to the root of the problems. The CSR activities 

are not just about simple philanthropic activities such as donations, but it is actually about trying 

to make a positive impact on the SMEs’ external environment, even though philanthropic reasons 

could be part of their engagement. SMEs are generally engaging in activities connected to the 

environmental pillar, but a majority is also engaged in social CSR. The least common engagement 

was in activities connected to economic CSR, where the majority of the organizations that had this 

type of activities were trying to reduce unemployment in different ways. Overall, the activities they 

do engage in puts them at the top of Visser’s (2014) model for different stages of CSR engagement, 

specifically strategic CSR and a few of the organizations were getting close to systemic CSR. 

6.3 Are There Any Industry-Related Differences in why SMEs Engage in CSR? 

When looking at frequent responses clustered together into industries, some similarities and 

differences could be distinguished. Most prominent was the fact that those SMEs that have an 

output that could impose harm on society or the environment tend to have managers who take a 

personal interest in CSR activities. They are also engaging in certain CSR activities because of 

regulations they have to comply to as well as to enjoy a competitive advantage.  

 

Farthest away from the manufacturing industry is the consulting industry who mentions customer 

expectations and possibility to create valuable business connections as primary reasons. The 
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business developing industry and the real estate industry both share expectations from clients as 

one of their a primarily reasons.  

 

Evident here is that SMEs belonging to controversial industries or industries that have an output 

that is harmful to society or the environment have no expectations from customers that they will 

engage in CSR. They engage in CSR simply because they want to. No further conclusions can be 

made on this topic, but a discussion is made in section 6.7. 

6.4 Theoretical Contribution 

This thesis has focused on contributing to the knowledge within CSR engagement, more 

specifically regarding SMEs. This has been done by conducting case studies of ten organizations 

in four different industries active in Sweden. The results of this study show that SMEs engage in 

CSR because it gives them a competitive advantage, or because they believe it will lead to a 

competitive advantage in the future. The different activities that the organizations engage in differs, 

but generally, the activities SMEs are engaged in are connected to the environment. This study 

also implies that SMEs in certain industries engage in CSR because they want to create the right 

network and establish business opportunities. As far as we know, this is new to the current 

theoretical filed on this topic. The biggest theoretical contribution that this study offers is the fact 

that it looks at SMEs, in contrast to most previous research which has only looked at MNEs. This 

means that this study broadens the theoretical field by adding a big slice to the pie of knowledge, 

i.e. that we include the most common kind of organization, SME. 

6.5 Practical Implications 

This study has, as mentioned earlier, shown that SMEs engage in CSR because they hope to enjoy 

competitive advantages, now or in the future. Managers in SMEs tend to believe there are 

expectations from customers/clients that they should engage in CSR. However, this is statements 

from SMEs that are ahead in this area and have already implemented CSR practices into their 

organizations. For SMEs that lag behind, the findings of this study can help them realize the 

urgency of launching a CSR plan. 

 

The findings can also help them navigate through the different kinds of CSR activities by looking 

at what the competitors are doing. When SMEs that are not yet engaging in CSR wants to start 

doing so, they can choose to either copy their prominent competitors or differentiate themselves 

by implementing other activities. The most prominent CSR activity the organizations engaged in 
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were connected to the environment, for example by reducing the environmental impact in 

different ways and by getting different certifications. This study can help them find their strategic 

gap by looking at what kind of CSR activities other SMEs are already engaging in.  

 

Lastly, managers can refer to the findings of this study to explore the route their industry is heading 

since this study maps the CSR activities of the most prominent actors in the different industries. 

However, if their particular industry is not mentioned in this study, they can still have use of it 

since we have shown that organizations operating in the same industries tend to have similar 

strategies. What needs to be done is to make an environmental scanning to get a grip of where 

their industry stands, and as a minimum adopt their competitors CSR practices to have these 

practices implemented if or when the trend of CSR reaches SMEs in a larger scale. 

6.6 Social and Ethical Implications 

In this study, the social and ethical implications have been thought through and taken into 

consideration. CSR is closely connected to sustainability. It is about organizations willingness to 

take responsibility for their impact on the society based on three perspectives; economic, 

environmental and social (Dahlsrud (2008). In doing so, we also talk about taking responsibility 

for the economy, the environment, and the society in a sustainable way. Meaning that we ensure 

benefits in in all the three pillars today without compromising the needs of tomorrow (Brundtland, 

1987). This study shows that there are SMEs that, today, engage in CSR on different levels and 

one of the findings was that they believe that CSR will be even more important in the future, partly 

as a demand from customers. If other organizations that currently are not engaging in any CSR 

activities take the findings of this study to heart and realize its importance for their business as 

well, then it would evidently lead to a better world. 

 

We wanted to make a study about CSR that hopefully resulted in positive findings partly because 

of the three ground pillars of JIBS; International at Heart, Entrepreneurial in Mind and 

Responsible in Action.  

6.7 Discussion 

Even though the research questions of this thesis have been answered, there are still further 

assumptions that could be made. What has been stated is that SMEs believe their customers to 

have expectations on them to engage in CSR. Could it be that the intensive promotion of the CSR 

activities of MNEs has created general norms and expectations that are slowly spreading 
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downwards to SMEs? Are customers fed with general ideas of how organizations should conduct 

business and are applying these to any organization? If this is the case then, naturally, those SMEs 

that are now, early on, catching onto this trend and start implementing CSR activities as part of 

their business model will be way ahead of their competition. Many of the organizations in this 

study did, in fact, admit to not actually having an advantage as of now but were hoping it would 

be the case in the future. This points to a general expectation that the business climate will change 

over time where organizations that do engage in CSR are favored by customers over those that do 

not.  

 

Another interesting discussion to be had is the fact that some SMEs seem to engage in CSR 

because it provides them with the right kind of network and so new business opportunities. 

However, for this to be a benefit, the organization in questions seem to have to operate in a very 

specific field. The organizations, in this case, all belonged to the consulting industry, and we would 

like to argue that for this to be a reason to engage in CSR, the consulting firm must be involved in 

services directly connected to CSR practices.  

 

We have noticed that SMEs with harmful output has managers that care personally about CSR, 

which goes in line with the findings of Cai et al. (2011) that found that organizations that operate 

in controversial industries do engage in CSR and find this important even though their products 

and services are in direct conflict with the CSR activities. One might wonder why these individuals 

chose to go into a field of business that directly contradict their personal values. When posing that 

question, one possible answer could be the fact that these values have grown over time as a result 

of remorse. Managers in these types of industries have come to use CSR activities as a way of 

compensating for their other actions. Probably to ease their conscience but maybe also to restore 

trust among customers, although we would argue for the former as a result of previous discourse 

and analysis.  

6.8 Limitations and Further Research 

This research was made on organizations that are active in Sweden, and thus a Western point of 

view on CSR is being presented. Other countries and their laws, regulations, and cultures could 

influence the answers and thus lead to different perspectives on why SMEs engage in CSR and in 

turn lead to different results. Furthermore, the collection of case organizations for this study 

included only a few and in one case only one organization in each industry, which means that the 

results could completely differ if more organizations within the same industry would have been 
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included. However, this is a case study, and within case studies, you are allowed to make analytic 

generalization, a prerogative which we have taken advantage of. As mentioned previously, 

analytical generalization is taking the findings from a case study and applying it to existing 

theory (Gibbert et al. 2008). 

 

As mentioned in the discussion above, several areas remain undiscovered and would be interesting 

prospects for further investigation. First, an area to investigate further would be the alleged 

expectation from customers that SMEs should engage in CSR. Is this really true, and if so, where 

does it come from? Furthermore, it would be interesting to further look into the area of why 

managers with a high moral standard regarding questions of CSR, opt for industries with bad or 

harmful outputs. We would also suggest conducting this study on a larger scale, including more 

industries to really make a difference in the practical implications. Lastly, to map an even bigger 

research area, it would be wise to include psychological motivational factors as they can be equally 

important when one wants to find the underlying reasons to why organizations behave as they do. 
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Appendix 

Appendix 1 - US Corporate Performance 1965-2012 

 

(Hagel et. al. 2013) 
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Appendix 2 - Informed Consent 

This interview will be used in our master thesis and the results will be presented in an open 

opposition as well as in written form on the web-based database DIVA. Your, or your 

organization's name will not be mentioned and there will be no possibility to deduce specific 

answers to specific respondents. The whole interview will be taped in order for us (the authors of 

this thesis) to go back and listen in case any unclarities should arise during the analysis process. 

We have chosen you to take part in this study because of your CSR engagement and we, therefore, 

hope that you can contribute information to our research questions.  

• Do you consent to this interview being recorded?  

• Are you now aware that you at any time can withdraw your participation in this study? 

• Are you now aware that you will not get paid for participating but you are more than 

welcome to take part of the results? 
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Appendix 3 - Interview Guide 

Introduction 

• What is your job title? 

• How long have you been working with organization X? 

• What did you do before you started working here at organization X? 

• What does CSR mean to you? 

• What are your experiences within the area of CSR? 

The Characteristics of The Industry  

• Would you say your industry is highly competitive? 

• In what ways do you create a competitive advantage? 

• Do your competitors engage in CSR? 

• Do your competitors market their CSR activities? 

• Do you keep track of your competitors CSR activities? 

• Is CSR important to your customers?  

The Organization’s Engagement in CSR 

• What kind of CSR activities are your organization engaged in? 

• Do you have any influence in with kind of CSR you engage in? 

• Do you think it would look different with another CEO/Manager? 

• Why is the organization engaged in CSR? 

• Are there rules and regulations you have to comply to? 

• Are there any standards you can comply to? 

• Are there any norms or expectations within your industry? 

• According to your organization, what relationship is there between CSR and financial 

performance? 

• How does your organization communicate your engagement in CSR? 

• Do you communicate your organization’s engagement in CSR outside of work, for 

example to your friends? 

• Is there anything else you would like to add? 
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Appendix 4 - Key Principles in Research Ethics 

 

(Easterby-Smith et al., 2015) 
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Appendix 5 - Analysis Coding 1 

 A B C D E F G H I J 

Personal Interest in CSR x  x   x     

Future Competitive Advantage x x x x   x x x  

REACH x  x        

Rules and Regulations x x x      x x 

ISO x x        x 

Directions From Owners       x   x 

GRI       x    

Be a Trendsetter       x  x  

Expectations From Customers/Clients  x  x x  x x x x 

Advantage in Public Tenders    x      x 

Efficiency    x       

Be Recertified    x   x    

Creates Connections/Business Opportunities     x x     

Improve Work Environment   x        
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Appendix 6 - Analysis Coding 2 

 

 A 

Strate

gic, 

Prom

otiona

l, 

partly 

Syste

mic 

B 

Char

itable

, 

Strat

egic 

C 

Char

itable
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Strat

egic   
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able, 

Strate
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Prom
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l, 

partly 

Syste

mic 
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Prom

otiona
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Prom

otiona
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Strateg

ic, 

Prom

otional 

  

H 

Stra

tegi

c 

I 

Prom

otiona

l, 

partly 

Syste

mic 

J 

Char

itable

, 

Strat

egic 

Social X X X X   X X  X 

Indirect 

Effect on 

Customers/

Suppliers 

X       X  X 

Donations/

Sponsorshi

p 

 X X X      X 

ISO 26000           

SA8000 X          

Work 

Environme

nt 

X  X        

GRI       X    
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ISO9001          X 

Environme

ntal 

X X X X X X X X X X 

GRI       X    

Donations/

Sponsorshi

p 

 X  X       

Reduce 

Environme

ntal Impacts 

X  X X  X X  X X 

Indirect 

Effect on 

Customers/

Suppliers 

   X X X X X   

BCI X          

ISO 14000  X        X 

Environme

ntal 

Diploma 

X      X    

REACH X          

Sustainabilit

y Strategy 

      X    

Economic  X     X X X X 

Reduce 

Unemploy

ment 

 X X      X X 
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