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Abstract 

Problem:  CSR is today a frequently used concept, as companies to a larger extent are 
held accountable for what is happening in the society. The company should 
also inform the stakeholders about their CSR activities in an appropriate 
way, in order to capitalise from all possible benefits. According to Schrader 
et al. (2006), one group that is extremely important to inform is the con-
sumers. In order to make a trustworthy impression and gain the most bene-
fits, the choice of CSR activity and way of communication is crucial for the 
company, and therefore the perceptions of the consumers are very impor-
tant to know more about and understand. Little research has been done 
about the consumers’ perception of CSR, especially for Swedish consumers. 

Purpose:  The purpose of this thesis is to find out how Swedish consumers’ percep-
tions and behaviour towards a company are influenced by communication 
of specific CSR activities. 

Method:  The data collection was done through a questionnaire that was completed 
online by 102 respondents. The respondents were asked to answer how 
their view of the company and willingness to buy from a company was 
changed by each the six specified CSR initiatives, as well as how they would 
prefer to get information about a company’s CSR activities. Their responses 
were analysed with help from consumer behaviour and promotion theories. 

Conclusions:  All the initiatives gave a positive influence on the respondents’ perceptions, 
but the ones resulting in the most positive changes of the perceptions and 
willingness to buy were social responsible business practises, cause-related 
marketing and corporate philanthropy, which are initiatives where the com-
pany are doing the largest effort instead of just encouraging others to make 
an effort. The respondents answered that they trust the companies’ infor-
mation about CSR to some extent, but also think a third party should scru-
tinise the companies’ activities and inform. The most favourable channel for 
CSR information was in the store and on packages, from environmental or-
ganisations and the company’s webpage. Therefore it seems like the re-
spondents value that the companies provide information, but are not too 
forward and pushing the information on them by for example advertise-
ments. 
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1 Introduction 

 
In this section the background and problem are introduced, and the purpose and delimitations as well as the 
research questions are presented. As guidance for the rest of the thesis an outline of the thesis structure is 
provided.  

1.1 Problem Background 

In the last decade tendencies towards a more social aware community have been strong. In 
itself these trends are nothing that is particularly new. People have always preached for 
problems like public health, wildlife protection, prevention of child labor etc.  What is dif-
ferent now is that companies to a larger extent are held accountable for what is happening 
in our society. Cramer (2002) states that firms to a higher degree are held responsible for all 
aspects of their operations by their stakeholders.  

When the values and beliefs of a company’s stakeholders are changing, the beliefs, values 
and action of the organization itself are bound to change as well. This has also been the 
case and the concept of companies being responsible towards its environment, Corporate 
Social Responsibility (CSR), has developed into a widely used and known notion. It has 
been a current topic since the 1990s and there is a variety of definitions of CSR. The Euro-
pean Commission (cited in Crane, Matten and Spencer, 2008) define it as: “A concept 
whereby companies integrate social and environmental concerns in their business opera-
tions and in their interaction with their stakeholders on a voluntary basis”. The bottom line 
of CSR is that a company should not only focus on bringing profit to its shareholders but 
also act responsible towards groups as employees, competitors, the society and the envi-
ronment (Barakat & Tarestad, 2006). 

Companies that engage in CSR activities are likely to have different motives for doing so. 
Etang (1995) claims that corporate social responsibility originally consists of activities that a 
company performs out of commitment and duty. However, there are also commercial mo-
tives for CSR activities. For example CSR activities may result in advantages when it comes 
to receiving funding, recruiting new employees, cost reductions etc. Research also shows 
that a CSR commitment often results in higher profits (Sen & Bhattacharya, 2001). To 
capitalise from all possible advantages it is crucial for the company to communicate their 
CSR work in an appropriate way.   

When a company wishes to inform their stakeholders about their CSR activities there are 
several ways to do this. First of all it depends on who they wish to communicate it to; there 
are substantial differences between informing investors, employees and other stakeholders. 

As argued by Schrader, Hansen & Halbes (2006), until now companies have mainly fo-
cused on non-financial reporting. The authors state that this kind of non-financial report-
ing is usually rather complex, fact oriented and hardly related to the consumers’ buying be-
haviour. Instead the CSR-reports are mainly intended for governmental and non-
governmental groups and the financial community. 

According to Schrader et al. (2006), one group of stakeholders that is extremely important 
when it comes to communicating CSR activities are the consumers. Research by Mohr, 
Webb and Harris (2001) show that consumers also wish to be informed about the compa-
nies’ CSR performance. More research has shown that CSR has an influence on consumer 
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behaviour and perceptions about for example brands and products (Sen & Bhattacharya, 
2001; Klein & Dawar, 2004; Malmsten & Zetterberg, 2005). 

Hence, it is important that more effort is put on studying the CSR issue from the consumer 
perspective to close the current lack of research, in order to understand consumer behav-
iour better. This opinion is shared by several researchers such as Sen and Bhattacharya 
(2001), Tiric (2004), Malmsten and Zetterberg (2005) and Schrader et al., (2006). 

1.2 Problem Discussion 

As discussed in the previous section there is a lack of research done about how consumers 
are affected by CSR activities. As mentioned earlier, the research that have been done show 
that CSR has an increasing influence on consumer behaviour as well as consumers’ brand 
and product evaluations (Sen & Bhattacharya, 2001 and Klein & Dawar, 2004). However, 
most of the research done originate from the U.S. and have its focus on American con-
sumers. 

Hence, there also seems to be a lack of research about CSR done in a Swedish setting. This 
might be a problem since American and Swedish consumers are likely to act different in 
many ways. This might be illustrated by looking at the company Swedish Match. Tiric 
(2004) states that the reason for Swedish Match not to communicate their CSR work in 
Sweden, while their American subsidiaries are, is due to the fact that that the company 
thinks Swedish and American consumers simply can not be compared.  

During the literature review of this subject only a few sources were found that cover the 
subject of CSR from the customers’ point of view in the Swedish environment. This is de-
spite the fact that communicating CSR is now a rather common thing also for Swedish 
companies. Even though it is harder to find examples of companies communicating their 
CSR activities in Sweden than for example in the U.S. (Barakat & Tarestad, 2006), the 
amount of these messages are increasing also here (Malmsten & Zetterberg, 2005). 

In the research done by Malmsten and Zetterberg (2005) about Swedish consumers’ atti-
tudes towards CSR it is concluded that generally the attitude is positive. However, the same 
research also shows that there exists an amount of skepticism towards CSR activities 
among the Swedish consumers. They seem to be skeptical towards the real motives of the 
company and thereby are not at all convinced by the CSR information they communicate 
(Malmsten & Zetterberg, 2005). Further research done by the Swedish Environmental Pro-
tection Agency show that 73 per cent of the Swedish population said that they think com-
panies are bad at communicating what they are doing to decrease their effect on the global 
warming to the consumers (Olausson, 2007).  

Hence, it appears that Swedish companies need to learn how to communicate to consum-
ers in a good way to convince them of their credibility and their genuine care for the issues 
supported by their CSR activities. It is also important for companies to know how different 
types of CSR activities affect consumer behaviour. Sen and Bhattacharya (2001) state that a 
bad match between the company and the CSR initiative might influence the perception of 
the company in a negative way. 

Therefore it is of crucial importance what type of CSR activity and way of communicating 
it the company choose. As Malmsten and Zetterberg (2005, p.31) suggest when discussing 
fields of further research: “In what way should CSR be communicated in order to face the scepticism 
perceived in the Swedish consumers?” 
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Thus, the aim of this study is to research how firstly different types of CSR activities are 
seen by Swedish consumers. In other words, are there variations in how consumers are af-
fected by different kinds of initiatives? Further, this thesis aims to answer whether there 
seems to be any differences in consumer perception depending on how and by whom they 
are informed about the CSR activity.     

1.3 Purpose 

The purpose of this thesis is to find out how Swedish consumers’ perceptions and behav-
iour towards a company are influenced by communication of specific CSR activities. 

1.4 Delimitations 

CSR include a wide variety of causes that companies can focus on, as for example the envi-
ronment and social problems such as diseases working conditions etc. When performing 
our data collection including all different aspects of CSR in one survey would result in big 
problems. Since respondents are likely to grade the importance of the diverse issues in very 
different way this would most probably reflect in the results of the thesis. To solve this 
problem we have considered two solutions. The first one, including the same questions 
about all of the different CSR aspects, was quickly disregarded since it would put to much 
strain on the respondents a mean that the scope of the theses would end up way to wide. 
Therefore the research in this thesis has been focusing on environmental issues only, in 
more specific the global warming. The environment is an issue with increasing importance 
as it is becoming clearer how serious the state of the global environment is today. The 
knowledge of these issues is increasing and environmental awareness was said to be the 
trend of the year 2006 in Sweden, according to the readers of the newspaper Dagens Ny-
heter (Olausson, 2007). The Swedish population also seem to worry about the environ-
ment. A study done by the Swedish Environmental Protection Agency has shown that 97 
per cent of the Swedish population think that environmental issues will or already have had 
an influence on Sweden. Hence, environmental friendliness is a suitable choice to ask our 
respondents about. 

1.5 Research questions 

1. How is marketing of CSR by a company perceived by consumers?  

2. How are the different CSR-strategies perceived by Swedish consumers and how 

might this affect their behaviour? 

3. How would the consumers prefer to get information about a company’s CSR activi-

ties? 
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1.6 Outline of the thesis 

Chapter 1:  The first section is the introduction, which gives the reader a back-
ground and discussion of the problem that the thesis is dealing with. 
The purpose, delimitations and research questions are presented in 
the end of the section. 

Chapter 2:  In the second chapter the theoretical framework is developed, 
which will be a basis for the analysis of the empirical data. It ends 
with a short summary. 

Chapter 3:  The methodology and methods used are examined in this third 
section. The data collection and issues such as sample selection, va-
lidity, reliability and generalisability are discussed. 

Chapter 4:  The fourth chapter includes the empirical data presentation, 
combined with the analysis of what is found. 

Chapter 5: In the fifth section conclusions and answers to the research ques-
tions are provided. 

Chapter 6: The final chapter includes a discussion on contributions, limita-
tions and proposes some suggestions for further research 
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2 Theoretical Framework 

In this section relevant theories are described, which are used as a framework for the thesis. These theories 
are later used to analyse the empirical data collected. The last part of this section is a short summary. 
 

2.1 Corporate Social Initiatives 

As the company engage in CSR there are different activities it can use. In order to divide 
these actions into different strategies theory by Kotler and Lee has been followed. 

Kotler and Lee (2005) have by interviewing more than 25 representatives from companies 
in the US, which include many multinational corporations, separated six different corporate 
social initiatives that a company can use. Kotler and Lee (2005, p. 3) define the term corpo-
rate social initiatives as: “Corporate social initiatives are major activities undertaken by a 
corporation to support social causes and to fulfil commitments to corporate social respon-
sibility.”  

Peter and Olson (2008) mean that social initiatives can be beneficial, since marketer’s goal 
is often to encourage a purchase by the consumers and one way of doing that is to link a 
brand or product to a social cause. That could according to them lead to a lot of valuable 
exposure. 

There are a lot of potential benefits and drawbacks to all these initiatives, as well as things 
to consider before implementing the initiative, which will be discussed under each of the 
six initiatives’ subheadings below.  

2.1.1 Cause promotion 

Cause promotion is often done in the way that the company provide funds, contribute fi-
nancially or with any other resource, with the objective to increase awareness, support 
fundraising or participation, or to recruit volunteers for a specific cause. In this initiative 
persuasive communications are important, to create concern and to persuade people to 
contribute or participate to support the cause. In successful campaigns use of motivating 
messages and the choice of effective media channels are crucial. They also make use of 
publicity, printed materials, special events, web sites, advertising, featuring the logo and key 
message of the company and those who represent the cause. Further methods are em-
ployee involvement, messages on product labelling and to provide store space for promo-
tions. The companies commonly cooperate with non-profit organisations, media, profes-
sional associations and special interest groups, but might in a few cases work alone with 
developing and managing the campaign internally (Kotler & Lee, 2005). 

Kotler and Lee (2005) mean that cause promotion differs from social marketing in that the 
focus is not on influencing individual behaviour change. When cause promotion inspire ac-
tion it is often to contribute with time or money.  

Typical promotions include building awareness about a cause, persuade people to find out 
more about the issue, persuade people to spend time to help those in need, persuade peo-
ple to make donations of money, persuade people to donate other resources or to partici-
pate in events (Kotler and Lee, 2005).  
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Many of the potential benefits are marketing related, like strengthened brand positioning 
and preference, increased traffic and consumer loyalty. Other benefits are that it gives cus-
tomers and employees an easy way of contributing, along with new and strong partnerships 
(Kotler & Lee, 2005). 

However, there are also potential concerns for the company engaging in cause promotion 
for example that visibility for the company can get lost among other companies supporting 
the same cause, most promotional materials are not sustainable, it is difficult to calculate 
the costs and return on promotional investments and the company might get a lot of re-
quests from other organisations related to the specific cause. Further, this initiative is obvi-
ously more demanding than just writing a check and the promotions are often easy to rep-
licate which delete the chances for a competitive advantage. Recommendations on how to 
succeed are to carefully select a cause that is suitable for the company’s business and objec-
tives. It is even better if the cause is a concern for the consumers, can motivate the em-
ployees and has a chance of getting media exposure (Kotler & Lee, 2005). 

2.1.2 Cause-related marketing 

Cause Related Marketing (CRM) is defined by Pringle and Thompson (1999, p.3) as “a stra-
tegic positioning and marketing tool which links a company or brand to a relevant social 
cause or issue, for mutual benefit”. When using cause-related marketing the company de-
cides to donate a specific percentage of the revenues or sales to a cause. The offer is often 
for a specific product and time period. Cause-related marketing is seen by many as a win-
win situation, in which the company benefits and the consumer can contribute to charity 
without any extra cost. There are different types of agreements varying from a contribution 
per product sold or as a percentage of the company’s profits. It might also be for one spe-
cific product or a whole product range, and be for a brief time period or open-ended (Kot-
ler & Lee, 2005). 

The majority of the potential benefits of cause-related marketing are related to marketing, 
for example the company might attract new customers, increase sales and build a positive 
brand image. It is possibly also the most effective way to collect a significant amount of 
money for the chosen cause (Kotler & Lee, 2005).  

Making contributions to a charity per sales may increase the consumers’ perceptions of the 
company’s societal commitment, which may make socially and ecologically concerned con-
sumers switch to that company or brand. This initiative could therefore be a strategy to in-
crease the probability that a consumer would purchase a particular company’s product or 
brand, instead of competitors’ products (Peter & Olson, 2008). 

The chairman of Cadbury Schweppes plc said in 1996: “CRM is an effective way of en-
hancing corporate image, differentiating products and increasing both sales and loyalty” 
(Pringle & Thompson, 1999). 

However, cause-related marketing demands a higher funding for promotion campaigns and 
it is time consuming to plan and coordinate the initiative with charity partners (Kotler & 
Lee, 2005). 

The recommendation is to choose a cause that the company and target audience are enthu-
siastic about and it is even better if the company is already supporting it. Pringle and 
Thompson (1999) agree that is important that the cause is related to the company or brand, 
and is not selected as just any cause. Further it is recommended that the company should 
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develop a formal marketing plan for the initiative, including information about the promo-
tional efforts and resources (Kotler & Lee, 2005). 

2.1.3 Corporate social marketing 

Unlike commercial marketing with the primary goal to benefit the company, the aim of 
corporate social marketing (CSM) is advantages for the targeted group of individuals or the 
whole society (Peter & Olson, 2008). Kotler and Lee (2004, p. 14) describe CSM as “a 
powerful, if often misunderstood, strategy that uses marketing principles and techniques to 
foster behaviour change in a target population, improving society while at the same time 
building markets for products or services.” 

The purpose of this initiative is to influence a behavioural change and thus improve public 
health, safety, the environment or community wellbeing. The difference from cause pro-
motion is that instead of just increasing awareness, corporate social marketing goes further 
and also aim at changing how people behave (Kotler & Lee, 2005). Social Marketing can be 
used at individual, household, target market or societal levels (Peter & Olson, 2008). The 
company can do the campaign on their own or work together with a partner in the public 
sector or a non-governmental organisation (Kotler & Lee, 2005). 

Peter and Olson (2008) mean that social marketing campaigns can change consumers’ be-
haviour in many areas. Examples are to make more individuals eat healthier, use the seat 
belt or behave in a more environmentally conscious way. It could also be applied to de-
crease an undesired behaviour, as decrease smoking, teenage pregnancy or dropping out of 
school. 

Potential advantages are most of all connected to marketing, for example strengthened 
brand positioning, increased brand preference, traffic and sales. However, behaviour 
change is a time-consuming process and the company need to be prepared for that social 
marketing takes more than just writing a check. Another concern is that some people might 
criticise the initiative with the argument that a company has nothing to do with it. The 
company should choose an issue connected to the company’s objectives, focus on a long-
term commitment and create a strong relationship with a partner that can give valuable 
knowledge and trustworthiness (Kotler & Lee, 2005). 

Kotler and Lee (2004) argue that social marketing is the best strategy, since if the company 

can successfully change the way individuals behave it can benefit from the change, if the 

chosen cause suits the market and products of the company. The individuals have most 

likely been influenced with a positive association with the company and will then be loyal 

towards it after the campaign.  

The company must however be careful choosing which cause to address. There should be a 

social problem that requires individuals to change their behaviour. Moreover, the campaign 

should be related to at least one of the company’s products and be in line with the com-

pany’s objectives. If there is a conflict, for example if a tobacco company informing how to 

quit smoking, people would be sceptical towards the whole campaign and the initiative 

would not be successful (Kotler & Lee, 2004). 
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2.1.4 Corporate philanthropy 

Corporate philanthropy is the most traditional initiative and is done in the way that the 
company make a direct contribution to a charity or cause. These contributions are a main 
support for non-profit organisations, foundations and public agencies, such as schools 
(Kotler & Lee, 2004). How the donation amount is determined vary, but one common way 
is to base the donation on the previous year’s income (Kotler & Lee, 2004). In 2002 the top 
ten most philanthropic companies donated 1.2-2.5 per cent of their operating income for 
2001 (Weinberg, 2002). 

Alternative ways of contributing are according to Kotler and Lee (2004) cash donations, of-
fering grants, awarding scholarships, donating products, donating services, providing tech-
nical expertise, allowing the use of facilities and distribution channels or offering the use of 
equipment. 

This initiative has matured and some recent changes have appeared. The companies are to-
day more strategic in the choice of social issues to support, with a focus on specific causes 
that is connected to the company’s goals and objectives.  It is also more common to de-
velop a long-term relationship with non-profit organisations and to go beyond cash dona-
tions, by contribution of excess products, distribution channels or technical expertise. Due 
to globalisation companies are also contributing to communities where they are doing 
business (Kotler & Lee, 2004). 

Potential benefits from philanthropy are improved company image, enhanced goodwill and 
reputation. The employees of the company are also more likely to be motivated and satis-
fied. Further advantages could be increased productivity, expanded markets and that the 
company contribute to a strong workforce in the future (Kotler & Lee, 2005).  

Difficulties are to choose a suitable partner, to track and measure outcomes, to decide how 
much to give away and also how to get visibility for the effort.  To make a good initiative it 
is advised to decide on an issue that is connected to the company’s mission, engage em-
ployees in the development of programs and to develop a plan for the communication 
(Kotler & Lee, 2005). 

2.1.5 Community volunteering 

Community volunteering is done by the company encouraging the employees, retail part-
ners and/or franchise members to volunteer to local community or causes. In these efforts 
the contributing can be to volunteer with expertise, talents, ideas and/or physical work. 
The company’s support might be to provide paid time off from work for the volunteering, 
to help employees find a suitable volunteering opportunity and to organise teams to sup-
port particular causes (Kotler & Lee, 2005). 

Kotler and Lee (2005) mention that community volunteering is by many considered to be 
the most genuine and satisfying of all corporate social initiatives. Typical activities are pro-
moting the ethic of community volunteering, suggesting causes and charities and give in-
formation how to get involved, organising volunteer teams for causes or events, provide 
paid time off to do volunteer work, award grants to charities where employees volunteer 
and recognise employees doing particular great volunteering through newsletters, special 
presentations or company meetings. 
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The trend of community volunteering started in the US and UK, but it has also become 
popular in Sweden. According to Maria Svensson from the Volunteering Agency, there are 
more companies today that contact them and ask for information. She explain: “Compa-
nies have more pressures for social responsibility and one way of doing this is by letting the 
employees work as volunteers some hours per month. Companies today don’t want to just 
donate money, but want to do something more concrete and involve the employees. It is a 
good way for the company to be a good citizen at the same time as it is valuable for the 
employees. Our surveys show that one feel good by being engaged.” (Engvall, 2008) 

Potential benefits are the opportunity to build a strong relationship with local communities, 
attracting and keeping a satisfied workforce, contributing to business goals, enhance the 
image of the company and opportunities to display products or services. Downsides are 
that community volunteering could involve high costs and it is important that the initiative 
has a meaningful social impact. Outcomes are often difficult to track and measure (Kotler 

& Lee, 2005). 

The recommendations Kotler and Lee (2005) give are among others to connect the volun-
teer efforts to the company’s general CSR strategy and other initiatives, commit to the ini-
tiative on a long-term basis, support and recognise the employees for good efforts and im-
plement systems for tracking and measurement. 

2.1.6 Social responsible business practices 

This initiative involves business practises and investments by a company that support social 
causes to improve the well-being in the community or the environment. These actions 
should be discretionary and thus not mandatory as a consequence of laws or morally and 
ethically expected. The company could try to improve the health, safety, psychological and 
emotional needs of the community. The community in this case company include employ-
ees, suppliers, distributors, partners and individuals of the population (Kotler & Lee, 2005). 

Historically the companies usually did not change their business practices until they were 
strained by regulations, consumer complaints or pressures from special interest groups. 
Nowadays the more companies act in a proactive way, to adopt business practices that are 
more than what is demanded from the groups mentioned above, and they are also trying to 
find out new solutions to social issues. Some reasons for this are that it is in many cases 
profitable for the company and the company might also avoid scandals, which are spread 
fast and easily by the technologies today (Kotler & Lee, 2005). 

Kotler and Lee (2005) describe common activities within social responsible business prac-
tises as for example designing facilities to exceed environmental and safety guidelines, de-
veloping process improvements, discontinuing product offerings that are considered harm-
ful, selecting suppliers carefully, choosing the most environmentally friendly manufacturing 
and packaging materials, providing full disclosure of products, developing programs to 
support employee well-being, establishing guidelines for marketing to children, improve the 
access for disabled individuals and protect the privacy of consumer information.  

Many companies measure, track and report their activities and objectives regularly. They 
also recognise and take into account the impact their decisions about plants, outsourcing 
and retail locations might have on communities (Kotler & Lee, 2005). 

As with other initiatives socially responsible business practices give the companies a chance 
of building relationships with partners, but there are also a variety of financial and market-
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ing benefits. Financial benefits of socially responsible business practices are decreased op-
erating costs, monetary donations from regulatory agencies and higher employee productiv-
ity and motivation to stay with the company. Potential marketing benefits include increased 
goodwill, brand preference and brand positioning (Kotler & Lee, 2005).  

However, when applying new business practises the company must also be prepared to be 
questioned and judged by customers, investors, regulatory agencies, the general public, em-
ployees and media. For example people are probably sceptical of the company’s motives, 
look for actions that support what has been said, want to know if the initiative is short-
term or long-term for the company, will question if the new practice really make a differ-
ence, want to know what the company used to do and will be waiting for results (Kotler & 
Lee, 2005). 

Kotler and Lee (2005) recommend companies considering this initiative to choose an issue 
which is close to the business, make a long-term commitment, provide honest and open 
communication, make the employees involved and enthusiastic and develop processes to 
support the promise. 

2.2 Consumer Behaviour 

In order to understand the empirical data collected about the consumers it is beneficial to 
include theories about consumer behaviour. These theories can also give an understanding 
of how consumers can be influenced by CSR. 

Consumer Behaviour is defined by Spiegel (1996, cited in Solomon, 2004, p.7) as how “in-
dividuals or groups select, purchase, use, or dispose of products, services, ideas or experi-
ences to satisfy needs and desires”. 

Consumer Behaviour is especially important for marketers, because they have to under-
stand the consumers’ thoughts and needs (Kotler, Wong, Saunders and Armstrong, 2005). 
If the company do not understand the consumers it can not satisfy their needs, which is 
one of the essential marketing objectives (Solomon, 2004). 

According to Peter and Olson (2008), there are three elements available for consumer 
analysis. These are consumer affect and cognition, consumer environment and consumer 
behaviour. The authors state that these three elements are reciprocal, meaning that they all 
can influence each other in one way or another. Affect and cognition refers to mental re-
sponses consumers experience towards stimuli and events in their environment. Affect is 
the feeling towards the stimuli (for example like or dislike) while cognition refers to the 
consumers thinking, such as beliefs. The consumer environment is everything external to 
consumers that have an influence on what consumers think, feel and do. Consumer behav-
iour, also called overt consumer behaviour, refers to the physical actions of consumers that 
can be directly observed and measured by others.  

Peter and Olson (2008), claims that a marketing strategy is a set of stimuli placed in the 
consumers’ environment to influence their affect, cognition and behaviour. These three 
different elements are described in more detail below. 
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Figure 2-1   Perspectives of consumer behaviour (Peter & Olson, 2008) 

2.2.1 Affect and Cognition 

Although affect and cognition are two separate notions one can say that they are largely in-
terconnected and are both types of psychological responses to different stimulus. Affect 
has to do with feeling responses whereas cognition is more of mental responses. Both af-
fect and cognition is important for understanding consumer behaviour. Brand image and 
customer satisfaction is two things that are largely driven by affective and cognitive proc-
esses (Peter & Olson, 2008).   

The affective response can be divided into four different types: emotions, specific feelings, 
moods and evaluations. Each type of affect can involve both positive and negative re-
sponses, for example evaluation can be favourable or unfavourable. Further, the four types 
of affective response differ from each other when it comes to the intensity with which they 
are experienced. Emotions (e.g. love, anger etc.) are strong affective reactions that in many 
cases lead to physiological responses such as an increased heart rate etc. Specific feelings, 
moods and evaluation are all weaker levels of affection where evaluation is the weakest 
one. Evaluations of for example products or concepts are mostly accompanied by low lev-
els of arousal (Peter & Olson, 2008). 

Each type of affect can involve both positive and negative responses, for example evalua-
tion can be favourable or unfavourable. Further, the four types of affective response differ 
from each other when it comes to the intensity with which they are experienced. Emotions 
(e.g. love, anger etc.) are strong affective reactions that in many cases lead to physiological 
responses such as an increased heart rate etc. Specific feelings, moods and evaluation are all 
weaker levels of affection where evaluation is the weakest one. Evaluations of for example 
products or concepts are mostly accompanied by low levels of arousal (Peter & Olson, 
2008). 

Affective responses are produced by the affective system in our brain. According to Peter 
and Olson (2008), although brain physiology still has a lot to discover researchers generally 
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agree on five basic characteristics of the affective system. First of all the system can be said 
to be reactive, meaning that the affective system is unable to plan, make decisions or pur-
posely try to achieve some goal. Instead, the affective system usually responds immediately 
and automatically to significant aspects of the environment around them (Peter & Olson, 
2008).   

Second, the affective system is characterized by the fact that people have little direct con-
trol over it. If for example you are insulted by a sales clerk your affective system may pro-
duce feelings of anger immediately. People can, though; control the system indirectly by 
avoiding environments or changing behaviour that they know will trigger the affective sys-
tem. For example a customer in a crowed store (environment) may try to reduce his/hers 
discomfort by moving to a store with more space and fewer customers (Peter & Olson, 
2008).  

The third feature coupled with the affective system is that affective responses are felt 
physically in the body. This can many times be powerful feelings and they often are re-
flected by people’s body movements. For examples you might smile when you are happy or 
clinch your fists when you are angry. Thus, these strong physical feelings might often be in-
terpreted and read by for example sales clerks (Peter & Olson, 2008). 

Fourth, the affective system can respond to any type of stimulus. As some examples the 
system can respond to physical objects, social situations, behaviour and thoughts produced 
by the cognitive system (Peter & Olson, 2008). 

Last, apart from a few different responses like preferences for sweet tastes and negative re-
actions to loud, sudden noises most responses seems to be learned. Some of the responses 
are learned through classical conditioning processes and other is effects of socialization ex-
periences in the childhood. Because of this, affective responses may vary very much be-
tween different cultures, subcultures and other social groups (Peter & Olson, 2008).     

The cognitive system of a human being performs the higher mental human processes like 
understanding, evaluating, planning, deciding and thinking: 

• Understanding – Interpreting and determining the meaning of different aspects in 
ones environment. 

• Evaluating – making the judgement whether an aspect of the environment or one’s 
owns behaviour is good or bad, favourable or unfavourable, positive or negative.  

• Planning – determining how to solve a problem or reach a goal. 

• Deciding – Comparing alternative solutions and selecting the best one. 

• Thinking – a cognitive process that occurs during all of these processes.  
(Peter & Olson, 2008) 

The cognitive system has two major functions. The first one is for people to interpret, 
make sense of, and understand aspects of their personal experiences. The cognitive system 
then creates symbolic, subjective meanings that represent their interpretations of what they 
experience. Our cognitive system is capable of interpreting almost any aspects of our envi-
ronment as well as our behaviour and the meanings of our own cognitions or beliefs. Ac-
cording to Peter and Olson (2008), the second major function of the cognitive system is to 
think about the previously mentioned interpretations. Further, it identifies goals and objec-
tives, develops and evaluates alternative courses of action to meet those goals, choosing a 
course of action and carrying out the behaviour. The amount of cognitive processing that 
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occurs depends highly on the situation and in the case of purchasing on what product is to 
be bought (Peter & Olson, 2008). 

2.2.2 Consumer Environment 

The consumer environment generally has two dimensions: the social and the physical. To a 
large part both of these dimensions are uncontrollable. However, there are certain aspects 
of both the physical and the social environment that for example marketers can influence. 
Both dimensions of the environment have the ability to influence behaviour as well as af-
fective and cognitive responses (Peter & Olson, 2008).  

The social environment includes all social interactions between and among people. This 
can be done both directly (talking, discussing) or vicariously (watch, observe etc.). Indirect 
and vicarious social interactions among very large groups of people are called the macro 
social environment. There are mainly three types of macro social environments that have 
been studied, namely culture, subculture and social class. According to the research done, 
they all have powerful influences on the values, beliefs, attitudes, emotions and behaviours 
of individual consumers (Peter & Olson, 2008).      

The micro social environment on the other hand includes face-to-face social interactions 
between smaller groups of people such as families and reference groups. Through these in-
teractions with family and reference groups, people are able to learn acceptable and appro-
priate behaviours and gain values, beliefs and attitudes (Peter & Olson, 2008).   

Nonhuman and physical aspects that affect consumer behaviour are called the physical en-
vironment. Also the physical environment can be divided into two parts: spatial and non-
spatial elements. Spatial elements are physical objects of all kind, including brands and 
product as well as countries, cities, stores, and interior design. Nonspatial elements on the 
other hand include intangible factors such as temperature, humidity, illumination, noise 
level and time (Peter & Olson, 2008). 

According to Peter and Olson (2008), it is crucial for a marketer to identify key social and 
physical environmental features and in addition they need to understand consumers’ affec-
tive, cognitive, and behavioural responses to these environmental features. 

2.2.3 Consumer Behaviour - The consumer decision making process  

The consumer decision making process has been addressed by several different authors 
and researchers. Even though the authors often include different number of steps in the 
process they all talk about almost the same procedure. Solomon (2004) and Wells and 
Prensky (1996) talk about the decision making as a four step process starting with problem 
recognition and continuing with information search, evaluation of alternatives and product 
choice. Kotler et al. (2005) as well as Peter and Olson (2008) adds a fifth step to the proc-
ess, concerning post-purchase use and re-evaluation of chosen alternative.  

All aspects of cognition and affect is involved in the consumer decision making process, 
including knowledge, meanings, and beliefs. The key process in consumer decision making 
is an integration process by which knowledge, beliefs etc are combined to evaluate different 
behaviours and chose one (Peter & Olson, 2006).   
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Figure 2-2 The consumer decision making process (Kotler et al., 2005) 

 

2.2.3.1 Need recognition 

The first step in this process is the need recognition step (Kotler et al., 2005). According to 
Somolon (2004) as well as Peter and Olson (2008) this step occurs whenever consumers 
perceive a significant difference between their ideal and actual state of affairs. Solomon 
writes further, that one can also say that need recognition occurs since there is a problem 
to be solved. This problem might be small or large, simple or complex. Further, Solomon 
claims that these problems often is an effect of marketing campaigns but also writes that 
they do occur naturally.     

2.2.3.2 Information search 

The next step in the decision making process is called the information search. According to 
Kotler et al. (2005), one of three things can happen when a need is recognized. Firstly, if 
the need is strong enough the consumer could immediately buy a suitable product to satisfy 
the need. Second the consumer might memorise the need and not take any action. Third, it 
is most likely for the consumer to start the information search. Peter and Olson (2008) de-
fine the information search as the search of relevant information about potential solutions 
to the problem from the external environment or to activate knowledge from memory. 
Wells and Prensky (1996) call the sources external and internal sources. Examples of exter-
nal sources of information is family, friends, neighbours, commercial sources, advertising, 
sales persons, mass media, consumer-rating organisations etc. (Kotler et al., 2005 and Wells 
& Prensky, 1996). Wells and Prensky write that internal sources refer mainly to consumer’s 
memory and knowledge from previous experiences. 

2.2.3.3 Evaluation of alternatives 

The next step of this process is the evaluation of alternatives step. As argued by Kotler et 
al. (2005), this is where the consumers are evaluating which product to buy. During this 
evaluation the consumers evaluate and grades the importance of several attributes of the 
product. In what way each consumer does this is highly dependant on the consumer’s per-
sonality and characteristics, but also on the situation. Wells and Prensky (1996) mean that 
the result of the evaluation also depends on the level of effort which is spent on it. Buying 
food is likely to result in low levels of effort while buying for example a car or a house will 
demand higher levels.   

A product that already exists in a consumer’s memory is called to be in the evoked set. Mo-
lander (1998) states that evaluation of products occurs interrelated to the knowledge the 
consumer already has about the product group.  

The evaluation step of the consumer decision making process occurs in two stages. First 
the consumer decides upon specific evaluative criteria and second he/she establishes a de-
cision rule to integrate those criteria into a choice (Wells & Prensky, 1996)  
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2.2.3.4 Purchase decision 

The two stages evaluation of criteria and purchase decision are highly connected to each 
other, and the processes that are described in the evaluation of criteria are very much re-
lated to this step. 

Apart from what has already been mentioned the final purchase decision is also influenced 
by other people’s attitudes, for instance what family and friends advise. Unexpected situ-
ational factors occurring when the consumer is about to buy the product might also change 
the decision. For example another purchase that has become more important. Thus, a con-
sumer’s intention may not always be translated into a purchase after all (Kotler et al., 2005).    

2.2.3.5 Post purchase behaviour 

This last step of the model refers to the purchase results in either a satisfied or dissatisfied 
consumer, and this is dependent on the consumer’s expectations and the actual perform-
ance of the product (Kotler et al., 2005). Consumer satisfaction or dissatisfaction is deter-
mined by the overall feelings, or attitude, a person has about a product after it has been 
purchased (Solomon, 2004).  

2.3 Marketing Strategy 

If a CSR activity is meant to influence consumers in any way it has to be promoted to 
them. According to Peter and Olson (2008), the purpose of promotion is to communicate 
information about products as well as convince consumers to buy them. There are four 
major type of promotion: advertising, sales promotion, personal selling and publicity. To 
link the promotion strategies to the previously mentioned theories in this thesis one can say 
that promotions are experienced by the consumers in the social and physical environment 
and may cause affective and cognitive responses. Further, the consumers’ behaviour can be 
strongly influenced by promotion (Peter & Olson, 2008). 

As mentioned there are four major types of promotion. The first of these four are advertis-
ing. Advertising has the intention to influence consumers’ affect and cognitions, i.e. their 
evaluations, feelings, knowledge, meanings, beliefs, attitudes and images concerning brands 
and products. Advertising is usually defined as a paid nonpersonal presentation of informa-
tion about a product, company, brand or store. In most cases of advertising the origin of 
the marketing message, or the sponsor, can clearly be identified. There are many ways in 
which advertising can be communicated but the most used channel is a variety of different 
media channels. Such media can for example be the Internet, TV, radio, magazines, news-
papers, billboards and signs (Peter & Olson, 2008).   

Sales promotions are promotion that aims to influence consumers to make purchases. As 
with advertising, sales promotion can be carried out in many different ways for example 
through coupons, rebates, multipack sales, point-of-purchase displays and free samples. 
According to Peter and Olson (2008), most sales promotion is oriented at changing con-
sumers’ immediate purchase behaviours.  

A promotion strategy that involves direct personal interactions between a potential buyer 
and a salesman are called personal selling. Personal selling intends firstly to increase the 
consumers’ involvement with the product and the purchase and secondly to inform the po-
tential buyer about the product in a suitable way (Peter & Olson, 2008).  
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Publicity is the fourth of the major promotion strategies. By Peter and Olson (2008) this 
strategy is defined as any unpaid form of communication about the marketer’s company, 
product, or brands. For instance publicity can be brand comparisons in journals, newspa-
pers, articles in newspapers or discussions on TV talk shows. In some situations publicity is 
regarded as more effective than for example advertising. One reason for this is that public-
ity is often considered as more credible due to the fact that the information is not pre-
sented by the marketing organization. On the other hand publicity can be hard to manage 
because of the same reasons. The marketing organization simply can not control everything 
that is written about their brand or product (Peter & Olson, 2008) 

2.4 Summary of theoretical framework 

The theory covered firstly in the theoretical framework was the general notion of CSR as 
well as the variety of different activities a company engaging in CSR can carry out, and that 
can be used in its marketing towards consumers. In order to separate different activities the 
six initiatives by Kotler and Lee (2005) was chosen and presented, which were: 

• Cause promotion: An initiative where the company aim to increase the awareness, 
support, fundraising or participation for a cause (Kotler and Lee, 2005).  

• Cause-related marketing: In this initiative the company donate some percentages of 
the revenues or sales to a specific cause, which is often for a certain product and 
time period (Kotler and Lee, 2005). 

• Corporate Social Marketing: The aim of this initiative is to influence a behavioural 
change and in that way improve public health, safety, the environment or commu-
nity wellbeing (Kotler and Lee, 2005). 

• Corporate Philanthropy: This is the most traditional initiative, in which the com-
pany make a direct contribution to a charity or a cause, in the form of money, 
products, technical expertise or another resource (Kotler and Lee, 2005).  

• Community volunteering: When using this initiative the company encourage em-
ployees, retail partners or franchise members to volunteer with their expertise, tal-
ent, ideas or physical work in the local community or for a specific cause (Kotler 
and Lee, 2005). 

• Social Responsible Business Practices: This initiative means that the company dis-
cretionary change its business practices and investments to support social causes 
and thereby improving the well-being in the community or the environment (Kot-
ler and Lee, 2005). 

The intentions with this part are, first of all, to give the reader a basic understanding of the 
concept CSR. Further, the different CSR activities explained will all be coupled with alter-
natives used in our questionnaire and then analysed to answer our research questions. 

In order to understand how and why consumers perceive these different initiatives some 
Consumer Behaviour theories were added and explained. According to Peter and Olson 
(2008) there are three elements, all influencing each other, that can be used for consumer 
analysis: consumer affect and cognition, consumer environment and consumer behaviour. 
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Moving further on in the theory section marketing strategies are used as a part of the con-
sumers environment and in that way have an effect on consumer affect, cognition and be-
haviour. The marketing strategies covered are advertising, sales promotion, personal selling 
and publicity (Peter & Olson, 2008). The theories about consumer behaviour and market-
ing strategies are used to analyse the results from the questionnaire. 
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3 Method 

In this section the research methods that have been chosen are presented and discussed. First the research 
philosophy, approach, strategy and qualitative versus quantitative methods are considered, before going 
through the design of the questionnaire, the sample and the method of data presentation and analysis. The 
last matter for discussion is the reliability, validity and generalisability of the research. 

3.1 Research philosophy 

The different research philosophies are ways of thinking about development of knowledge 
(Saunders et al., 2003). Two contrasting views of how research should be done are positiv-
ism and constructionism, which is also known as interpretivist (Easterby-Smith, Thorpe 
and Lowe, 2002). 

Positivism means that the social world is “out there” and that the research of it should be 
done with objective methods, rather than by reflection and intuition (Easterby-Smith et al., 
2002). When using positivism the researcher prefer an observable social reality, with the re-
searcher being an objective and independent analyst. The result is generalisations that lend 
themselves to statistical analysis, with detached interpretations (Saunders et al., 2003). 

In constructionism the idea is the opposite: that the reality is determined by people, rather 
than objective methods (Easterby-Smith et al., 2002). As Saunders et al. (2002) put forward 
the researcher using constructionism means that reality is socially constructed and interpre-
tations are then crucial. More focus should then be put of what individuals and groups 
think and feel (Easterby-Smith et al., 2002). It is by studying these subjective views that the 
researcher understands the motives, actions and intentions in a way that is meaningful 
(Saunders et al., 2003). 

 Positivism Social Constuctionism 

The observer Must be independent Is part of what is being observed 

Human interests Should be irrelevant Are the main drivers of science 

Explanations Must demonstrate causality Aim to increase general under-
standing of the situation 

Research progresses through Hypotheses and deductions Gathering rich data from which 
ideas are induced 

Concepts Need to be operationalized so 
that they can be measured 

Should incorporate stakeholder 
perspectives 

Unit of analysis Should be reduced to simplest 
terms 

May include the complexity of 
“whole” situations 

Generalisation through Statistical probability Theoretical abstraction 

Sampling required Large numbers selected randomly Small numbers of cases chosen 
for specific reasons 

Figure 3-1 Positivism versus Social Constructionsism (Easterby-Smith et al., 2002) 

There is also a third philosophy, realism, in which the belief is that a reality exists that is not 
dependent or created by the thoughts and beliefs of humans. The difference from positiv-
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ism is that in realism people is not suitable to study in the same way as the rest of the real-
ity. Rather it is highlighted that in order to understand the people’s behaviour and views it 
is important to understand the interpretations and meanings that are socially constructed 
(Saunders et al., 2003).  

However, there is no researcher that belongs completely to one side (Easterby-Smith et al., 
2002). Saunders et al. (2003) agree and state that research rarely belongs completely to one 
philosophy. 

The philosophy used in this thesis is a combination of positivism and realism. The authors 
want to be objective and make generalisations, but in order to understand how the con-
sumers react towards certain initiatives it is also highly important to take their interpreta-
tions into consideration. 

3.2 Research approach 

One important decision for the researchers is to decide which research approach to use and 
that choice decide how theory will be used in the research process. There are two different 
approaches, deductive and inductive. When using the deductive approach the research start 
with available theory in the field and state a hypothesis that are tested against the data col-
lected by the researchers. The result might be that some changes have to be made to the 
available theory. Generalisation is one of the typical characteristic of the deductive ap-
proach (Saunders, Lewis & Thornhill, 2003). 

When using the inductive approach the researchers collect data which they analyse and try 
to make sense of. The outcome from the analysis is often development of a theory. The in-
ductive approach is often used as a way to get an understanding of what is going on and 
the nature of a problem. This approach is different from the deductive for example in the 
way that it is more flexible – it is easier to suggest alternative explanations of the problem 
(Saunders et al., 2003). 

The research approach used for this thesis has characteristics from both the deductive and 
the inductive approach. The aim is not to test an available theory with a hypothesis, but 
rather to formulate a theory from the empirical data collected. In this sense the approach is 
an inductive approach; however the empirical data collected is more connected to the de-
ductive approach, since it is quantitative data with the aim of some generalisation. The re-
search will give an understanding of how consumers perceive different corporate social ini-
tiatives and possibly also why they think in that way. 

3.3 Qualitative versus Quantitative 

There are two methods for how the data is collected, namely qualitative and quantitative 
methods. The difference between these two is that in quantitative research numerical data 
is collected while qualitative data is non-numerical (Saunders et al., 2003). It can be argued 
that qualitative research is more complex, because it needs to be analysed in connection to 
its context (Richards, 2005). Generalisation, prediction or causal explanation often aims of 
quantitative research, while contextualisation, interpretation and understanding are more 
connected to qualitative research (Siegle, 2007). 

The research of this thesis consists of quantitative data. In order to generalise how a group 
of individuals think of initiatives that companies engage in, it is important to get a relatively 
large sample and then the quantitative methods are more suitable. These methods yield 
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data which are easily translated into statistical measures, which will make comparisons, gen-
eralisations and a good overview of the data possible. 

3.4 Research strategy 

As previously mentioned the empirical data of this thesis is quantitative. More closely the 
strategy chosen was a survey strategy, in which a large amount of data can be collected in 
an effective way according to Saunders et al. (2003). A survey is based upon structured 
questioning of respondents. It is often used to measure and examine consumer’s behav-
iour, intentions, attitude and motivations (Malhotra & Birks, 2000). Hence, this strategy 
suited the purpose of this thesis in a good way.  

The survey was carried out in a structured data collection. A questionnaire was prepared, 
which means that the questions are asked in a prearranged order (Malhotra & Birks, 2000). 
Using questionnaires is the most common data collection method, but other methods that 
could be used in the survey strategy are structured observations and structured interviews 
(Saunders et al., 2003). The choice and design of the questionnaire is discussed in more de-
tail below. 

3.4.1 The questionnaire 

There are several advantages connected to questionnaires, one of them is that the data ob-
tained is standardised, which make easy comparisons possible (Saunders et al., 2003). A 
limitation is that there is a limit of how many questions that can be demanded from the re-
spondents to answer (Saunders et al., 2003). 

One important aspect that affects the response rate, reliability and validity of the results is 
the design of the questionnaire. Ways to ensure better results are by carefully design each 
question, make the layout of the questionnaire clear, explain the purpose of the survey in 
good way to the respondents, use pilot testing and to plan and perform the questionnaires 
with caution (Saunders et al., 2003).  

There are several ways to administer a questionnaire. According to Malhotra and Birks 
(2000) there are three major types are by telephone, in person and by mail. 

The authors of this thesis have used a mail survey. There are typically three different types 
of mail surveys: ordinary mail, electronic mail or the mail panel (Malhotra and Birks, 2000). 
The questionnaire has been designed on a webpage that is specialised of Internet surveys, 
from this page a link to the questionnaire was obtained, that was then sent in electronic 
mails to the respondents. This method also means that self-administered questionnaires 
have been used, instead of interviewer-administered questionnaires. 

The main reason for having a self-administered online questionnaire was the benefits such 
as the fast replies and that the data is directly in the computer and easily exported to statis-
tical analysis software.    

Self-administered means that the respondent complete the questionnaire themselves, and 
this type of questionnaire is often delivered and returned electronically. Interviewer-
administered questionnaires are recorded by the interviewer as the respondent is answering 
the questions (Saunders et al., 2003). The advantage of self-administered questionnaires is 
that the interviewer is not affecting the answers of the respondents, and especially when 
the respondent and researcher do not meet face to face the influence is minimal. This also 
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means that the feeling of anonymousness for the respondent is increasing and this leads to 
more unbiased answers. Gorard (2003) agree and state that this can give more truthful an-
swers. This is also supported by Dillman (2000, cited in Saunders et al., 2003) who means 
that respondents to self-administered questionnaires are not likely to answer in a certain 
way only to please the researcher or because they think that answer is more desirable in 
some way.  

One drawback of self-administered questionnaire is that respondent can not ask for expla-
nations if they have problems understanding a question, which makes it even more impor-
tant to have clear questions to avoid misunderstandings. Another weakness, according to 
Saunders et al. (2003) is that the researchers can not be sure that the aimed person is the 
one answering the questionnaire. However, this is not seen as being valid in the method 
used in this thesis, since there are no specific individuals that are the target. The sample is 
discussed further in section 3.5.  

There are two main types of questions: open and closed. The open question means that the 
respondent answers by writing in own words, while for the closed questions there are pre-
written answers that the respondents have to choose from. Since the closed questions do 
not include any writing, this is a faster and easier way of answering, but the greatest advan-
tage of that type is that the responses are easier to compare (Saunders et al., 2003).  

In the questionnaire in this research there are therefore mainly closed questions, with open 
questions only as an additional alternative on the last questions, in case the respondent 
thinks one important alternative is missing. Further, an opportunity to leave comments or 
opinions within the subject is included in the end of the questionnaire. 

First of all in the questionnaire the respondents’ age and gender is questioned for. The 
gender question is a form of category question, where the respondent can only choose one 
response from some given alternatives (Saunders et al., 2003). Hence, in this case the alter-
natives are woman or man. The age question is a quantity question, as the respondent an-
swer by writing a number (Saunders et al., 2003).  

The questionnaire is then divided into two parts. The first part deals with the different CSR 
initiatives, with two questions for each six initiatives. These questions have been formed as 
likert-style rating scale questions. This question type means that the respondents are asked 
to respond to how much they agree or disagree to a statement, usually on a scale of be-
tween four to seven points (Saunders et al., 2003). The chosen scale for part one is a five-
point rating scale, but with a sixth alternative being “I am not at all affected”. The five scale 
answers are interpreted by the researchers as “do not at all agree”, “agree little”, “agree to 
some extent”, “agree much” and “agree completely”, however on the questionnaire only 
“do not agree at all” and “agree completely” were written, while the alternatives in between 
were written as 2, 3 and 4. 

In the second part six statements with a five-point likert-style rating scale were included. In 
this part there was no sixth option, since there is no question about being affected, but 
rather what the consumers think about information of environmental work. The last ques-
tion is formulated in the form that the respondent should choose two alternatives of how 
they want to be informed. This question is therefore a category question. 

To ensure that the questions were easy to understand and no problems were encountered 
when completing the questionnaire, a pilot test was made beforehand the main data collec-
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tion was started. In total 10 individuals were asked to complete the pilot questionnaire and 
give comments and opinions on it. As a result some improvements were suggested and im-
plemented.  

The final version of the questionnaire, the one that was used in the data collection, can be 
seen appendix A. As the questionnaire was carried out in Swedish, this is the version 
showed in that appendix. Since the language of this thesis is English, there is also a trans-
lated questionnaire in appendix B. However, the design is not accurate, since the original 
questionnaire was made on the webpage and this one is not. 

3.5 Sample 

When making a quantitative study the aim is to make generalisations about a population. 
However, to include every individual in the population in a study is close to impossible. 
This is why the sample selection is a very important step of all research process (Marshall, 
1996). 

When selecting the sample the researcher have two sampling procedures to choose from: 
probability and non-probability sampling. Probability sampling means that every individual 
in the population has the same known probability to be included in the sample. For this 
cause a sampling frame and information on all the individuals are needed (Aaker, Kumar & 
Day, 2003). 

The other method mentioned to choose the sample is non-probability sampling. In this 
method the respondents are decided because they are interesting to the researchers. Fur-
ther, this method allows researchers to pick a sample without having any sampling frame at 
hand (Hague, 2006). Hence, non-probability sampling is a good way to reduce the costs 
and difficulties related to developing a sampling frame. 

In this thesis non-probability sampling is used. The motive for this being limitations in es-
pecially time resources. Also, the population of this research are limited to the Swedish 
consumers who are also internet users. That the respondents should be Swedish consumers 
is in accordance with the purpose of the thesis and the reason for them to also be internet 
users is the choice of data collection method.      

Today a very wide variety of people with different interests and occupation in the whole of 
Sweden are using Internet frequently and therefore the risk of missing out some groups of 
individuals is small.  

The sample is not limited to certain ages, but since the respondents are all Internet-users 
and possible also quite frequent users, some age groups might be easier to reach than oth-
ers. Since the questionnaire included questions about age and gender, these issues could af-
terwards be studied and the width of the sample could be controlled. 

When choosing the respondents who will be included in the sample there is a number of 
techniques available. Hague (2006) and Aaker et al. (2003) mention four types of methods 
connected to non-probability sampling: judgemental, snowball, convenience, and quota 
sampling. The sampling in this research was a mixture of methods. Primarily convenience 
and snowball sampling were used.  

Convenience sampling is a quick and inexpensive type of sampling useful when time and 
other resources are scarce. Aaker et al. (2003) write that this sampling procedure consists of 
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contacting sampling units that are easily available. Examples of such easy available units 
might be friends, family, colleagues etc. Further this method allows the researchers to ap-
proach random units. An example, used in the data collection of this thesis, is to approach 
people in different virtual forums.  

Snowball sampling is commonly used when it is difficult to identify members of the popu-
lation. The procedure is basically to approach some possible respondents in the population 
and ask them to identify further possible respondents. This procedure allows the research-
ers to reach many units that would otherwise be out of reach for them (Saunders et al., 
2003).  

The choices of these two methods were primarily based on the convenience of them, and 
that they were suitable for the online questionnaire. Some of the representativeness might 
be lower because of this, but not to a serious extent. This was controlled with the two con-
trol questions about age and gender, as mentioned above.  

According to Saunders et al. (2003), the size of the sample in a non-probability sample is of 
secondary importance. They mean that the validity and understanding that is gained from 
the data will be more connected to the data collection and the analysis skills of the re-
searchers than with the sample size. However they also argue that the researchers should 
always strive for as large sample as possible. The aim for this research was to have a sample 
of between 150 and 200 respondents.   

3.6 Data presentation and analysis 

In order to be able to make use of the data from the questionnaire it was transformed into 
statistics. From the website where the questionnaire was performed it was possible to ex-
port the data into a spreadsheet file, which is the type of file format that Excel and SPSS 
use. SPSS is a statistical analysis software package (Saunders et al., 2003). This program was 
chosen, as it that can help performing everything from simple to advanced statistical pro-
gressing, and calculate the measurements needed for presenting the data in a good way. 

The questions were easily coded, since they mainly used the likert-style rating scale which 
included the scale one to five. The alternative “I am not affected at all” was given a value of 
six. When all questions were coded it was easy to create statistics and graphs in SPSS. 

The data presentation and analysis have been decided to have in the same section, since 
otherwise it would be a lot of repetition of what has been written in earlier parts. 

The structure has been decided to be divided into the different part of the survey. In part 
one the results for the six different alternatives are presented and shortly analysed sepa-
rately, before analysing all the six initiatives together. In part two the results on the first 
four questions are presented and then analysed together. Finally the last three questions are 
presented before being analysed collectively. The theories from the theoretical framework 
have been used to explain the results throughout the analysis. 

For presenting the results bar charts have been used to each question and statement. Bar 
charts are according to Saunders et al. (2003) a good way to show the frequency of occur-
rences, so that highest and lowest are clear, and also to easily get an overview of the trend 
and proportions of the occurrences of values. The more specific percentages for each ques-
tion and answer alternative have been put as frequency-tables in the appendix. 
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The result of the analysis will then be summarized in the conclusion, in order to answer the 
three research questions that were set in the beginning of the thesis. 

3.7 Validity, Reliability and Generalisation 

The validity and reliability in questionnaires is highly dependant on the design of the ques-
tions, the structure of the survey and the amount of pilot testing (Saunders et al., 2003). 
Saunders et al., (2003) states that a valid question will allow accurate data to be collected, 
and a reliable one will mean these data are collected consistently. Further, the authors write 
that most important is that the questions must be understood by the respondents in the 
way intended by the researchers and the answer given must be understood by the re-
searcher in the way intended by the respondent.  

To ensure that this is the case in this survey, a lot of time has been spent on constructing 
and reviewing the questions used. Second, as mentioned in section 3.4 a pilot test was 
done, where 10 respondents were asked to complete the survey while being observed by 
the researchers. In that way some flaws in the survey where discovered and corrected.  

To avoid misunderstandings and keep the validity as high as possible the questionnaire was 
done in Swedish, the native language of the researchers. Hence, the questions are better 
formulated and more easily understood by the respondents, who also have Swedish as their 
native language. After the data collection, the questions and answer alternatives were trans-
lated into English, since the language of this thesis is English. This has been done with cau-
tion, in order not to change the meaning of the questions and minimise the risk of misin-
terpreted results.   

When looking at the reliability of the research, much of it can be explained by how well the 
respondents understood the survey, as already discussed above. Further, it is also important 
if they complete the task seriously or not. Bruns (2004) also makes a connection between 
these two issues. The author means that if the questions are not understood by the respon-
dents they will not take the survey seriously. Again, the pilot testing is a way of preventing 
this from happening. Further, an incentive to complete the survey was given through ran-
domly selecting two respondents to win movie tickets. The respondents were not forced to 
answer the questionnaire, so the ones doing it were individuals that wanted to and there-
fore they are likely to have taken it seriously.  

Generalisability is to which extent one can generalise from the results of the survey. Gener-
alisability is sometimes referred to as external validity and means to test whether the results 
are applicable also in other research settings (Saunders et al., 2003).  

Malhotra and Birks (2000) mean that results gained from non-probability samples are not 
statistically projectable to the whole population. However, the possibility of making theo-
retical generalisations is available. Smaling (2003) writes that theoretical generalisation 
means generalisations from one case to another, which belong to the same scope of theory. 
Expressing it differently, generalisations to the whole population might not be possible but 
the results from the research can be used as a theory when analysing other data collections 
in the same research area.  
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4 Results and Analysis 

In this section the results from our questionnaire are presented and analysed. 

4.1 Demographics of the respondents 

The total number of respondents was 102 persons. In Appendix C frequency tables of the 
respondents’ age and gender is presented. As can be seen the gender distribution was nearly 
even, with 53 women (which is equal to 52 per cent) and 49 men (48 per cent). 

The age was a bit more uneven distributed, with the largest amount of respondents being 
between 19-25 years old. The average age was 30.5 year, and the age ranged from 17 to 68 
years. 

4.2 Results from part 1 

In this part the result from part one of the questionnaire is described and graphs are in-
cluded to show the overview of the answers. Frequency tables of the results for each ques-
tion, with the percentages are included in Appendix D. 

4.2.1 Alternative 1 – Cause promotion 

In alternative 1 the explanation was: “The company informs the consumers about global warming and 
encourage them to donate money directly to research about the issue” .This is an example of cause 
promotion.  
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Alternative 1: This information would influence my perception of the company positively. 
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Table 4-1 Alternative 1 – question 1 
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The result on the first question, if this information would give the respondent a more posi-
tive view of the company, is that 36.2 per cent answered that they agree completely or 
agree much, and 24.5 per cent answered that they do not agree at all or only agree little. 
The most frequent answer was the middle option, of 31.4 per cent that could be inter-
preted as they agree to some extent. 7.8 per cent answered that they are not at all affected. 
The trend is therefore that cause promotion gives to some extent a more positive view of 
the company, but it is not a very convincing result. 

 

 

 

For the second question, if the cause promotion would make the respondents more willing 
to buy from the company, the result is a bit less positive than to the first question. For this 
question 24.5 per cent answered that they agree completely or agree much, with only 2.9 
per cent agreeing completely. 29.2 per cent answered that they do not agree at all or agree 
little. Another difference is that more respondents answered that they would not be af-
fected at all by this information, 11.8 per cent. As in the first question the most frequent 
answer is that they agree to some extent, with 34.3 per cent.  

The affect of a cause promotion campaign is that the respondents’ view of the company is 
indeed to some extent more positive. Kotler and Lee (2005) mean the potential benefits 
from cause promotion are strengthened brand positioning and preference, increased traffic 
and consumer loyalty. That supports the respondents getting a more positive view of the 
company, which means that they prefer that brand instead of other companies that they 
have a less positive view of and the customers of the company is likely to be more satisfied 
with their choice of brand and stick to it.  

The respondents also get a bit more willing to buy from the company, but not as clear as 
the answer in the first question. One possible reason for this is that in cause promotion the 
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Table 4-2 Alternative 1 - question 2 
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company say that they care about a specific cause; however they do not show that they are 
actually doing something for the cause, except telling the consumers to act. This alternative 
demonstrates a sense of care for a cause, which make the respondents more positive to-
wards the company. What could make the consumers a bit sceptical though, and not make 
them even more willing to buy from the company, is that the company is not doing more 
themselves, and instead encouraging consumers to take action. 

4.2.2 Alternative 2 – Cause-related marketing 

In alternative 2 the text was “The company donates SEK 3 from the profit per product from a certain 
product range directly to research about global warming”, which is an example of cause-related mar-
keting. 

 

Table 4-3 Alternative 2 - question 1 

Cause-related marketing evidently give a more positive view of the company, according to 
our respondents. As much as 78.4 per cent answered that they agree completely or agree 
much and the most frequent answer was agree completely, with 40.2 per cent. Only 5.9 per 
cent answered that they do not agree at all or agree little. 
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Table 4-4 Alternative 2 - question 2 

The answers to the question if cause-related marketing would make them more willing to 
buy from the company, the answers are still quite positive. 58.9 per cent answered that they 
agree completely or agree much, with the most frequent answer being agree much with 
32.4 per cent. Only 11.7 per cent answered that they do not agree at all or agree little. 8.8 
per cent mean that they are not at all affected by this information. 

Cause-related marketing clearly gives our respondents a more positive view of the com-
pany. The majority of the respondents would also be more willing to buy from the com-
pany after the cause-related marketing. Potential benefits from cause-related marketing are 
said to be attracting new customers, increase sales and build a positive brand image (Kotler 
& Lee, 2005). Peter and Olson (2008) mean that this type of campaign increase the con-
sumers’ perceptions of the company’s commitment and can make them choose that com-
pany’s products instead of the competitor’s products. Both these theories seem to suit the 
view of our respondents. The more positive view and the fact that the consumers actually 
are more willing to buy from the company after seeing the campaign gives the company a 
lot of benefits compared to competitors. 

In cause-related marketing the company actually “sacrifice” a part of the money from the 
sales of products to a good cause, and this seems to be appealing to the respondents. A 
great majority answered that they got a more positive view of the company and the major-
ity would also be more willing to buy from the company.  
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4.2.3 Alternative 3 – Corporate social marketing 

In the third alternative, which is an example of corporate social marketing, “The company in-
forms about global warming and encourage the consumers to act environmentally friendly by giving them tips 
on how to easily decrease their environmental impact at home”.  

 

Table 4-5 Alternative 3 – question 1 

On the question if this information would give a more positive view of the company 60.7 
per cent answered that they agree completely or agree much. The most frequent answer 
was agree much, with 38.3 per cent. 13.7 per cent answered do not agree at all or agree lit-
tle. Only 3.9 per cent answered that they are not at all affected.  
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Table 4-6 Alternative 3 – question 2 

On the second question 37.3 per cent answered that they agree completely or agree much 
and 23.5 per cent answered do not agree at all or agree little. 24.5 per cent answered that 
they agree to some extent, while the most frequent answer was agree much that got 27.5 
per cent. 14.7 per cent answered that they are not at all affected. 

Social marketing made the majority perceive the company more positively, but the increase 
in willingness to buy was not really as high. Kotler and Lee (2005) mean that potential ad-
vantages from social marketing are for example strengthened brand positioning, increased 
brand preference, traffic and sales. The result from our questionnaire support these bene-
fits, since a more positive view of the company will indeed lead to increased brand prefer-
ence and hence strengthened brand positioning. Since the willingness to buy the company’s 
products also increased it is likely that sales are higher, even though the willingness does 
not increase as much as the positive perception of the company. 

Corporate social marketing, like cause promotion, is a type of marketing that tries to make 
the customers aware and change their behaviour by informing them, and the company 
make no other effort that is evidence of their support for the cause. Therefore it could 
make the customers a bit sceptical about how good the incentive really is, because of the 
relatively “low” effort from the company. This scepticism can be the reason why the re-
spondents do not to a larger extent have a higher willingness to buy from the company af-
ter a social marketing campaign. Kotler and Lee (2004) do however mean that in the long 
run this initiative is very successful, since the consumers that change their behaviour is 
more likely to have a positive view of the company and buy from it. This is something that 
can not be seen in the result from our questionnaire, since the answers are more short-term 
reactions towards the campaign. 
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4.2.4 Alternative 4 – Corporate philanthropy 

The fourth alternative presented to our respondents is an example of Corporate philan-
thropy. The alternative in the questionnaire read: The company donates the money directly to re-
search regarding global warming.  

 

 

Table 4-7 Alternative 4 – question 1 

 

On the first question regarding this alternative, namely if the respondents would generally 
be more positive regarding the company after having received such information our re-
search shows rather clearly that the answer to that question is yes. A cumulative percentage 
of about 80 of our respondents answered that they agree either a lot or completely to the 
statement. Only eight respondents answered that they either do not agree at all or only a lit-
tle.  
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Table 4-8 Alternative 4 – question 2 

The second question concerning question 4 the results where somewhat more ambiguous. 
However, most respondents, 52.9 per cent, agree much or completely with the statement 
indicating that this would in fact increase the willingness of them buying from the com-
pany. A rather large group of respondents, 22.5 per cent, seems hesitant whether this kind 
of information would influence their purchase decision or not. 8.8 per cent of the respon-
dents answered that this kind of message would not at all affect their purchase decision in 
any way.  

When looking at the over all picture of Corporate philanthropy it can be seen that this type 
of information obviously has a positive effect on how customers feel about the company in 
general. This is in line with what theory states about this method. Kotler and Lee (2005) 
states that the potential benefits from philanthropy are an improved company image and 
reputation. The results from our survey evidently show that this is a correct statement also 
when it comes to the Swedish customers in our sample group.  

Further, when looking on Corporate philanthropy, theory does not talk about enhanced 
sales performance in relation to it. However, our results show that even though the actions 
taken in this type of method has no direct connection to product sales, it might influence 
Swedish consumers’ purchase intentions in one way or an other.  

To sum it up, our results tells us that Corporate philanthropy is indeed a good method to 
use when the primary target is to improve the company image and reputation. All though 
the results are slightly less positive when it comes to purchase intentions is seems like Cor-
porate Philanthropy might have a good influence on that notion also. 
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4.2.5 Alternative 5 – Community volunteering 

The fifth alternative, Community volunteering, was presented with the example: The com-
pany arrange a day when the employees, instead of their regular job tasks, on working hours gets the oppor-
tunity to make an effort for the environment by planting trees.  

 

Table 4-9 Alternative 5 – question 1 

The Community volunteering results show that most of the respondents, 48 per cent, agree 
completely or much to the statement saying that this would influence their perception of 
the company positively. The alternative which most respondents choose though were the 
third one indicating that they to some extent think this gives them a better picture of the 
company. 13 respondents answered that they do not agree at all or that they agree a little 
and the same number of respondents said they are not at all affected by this type of infor-
mation.     
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Table 4-10 Alternative 5 – question 2 

When asking about purchase intentions, when it comes to Community volunteering, the re-
sponses were scattered. Most respondents, 24.5 per cent, answered that they would not at 
all be affected by this kind of information. Further, 49.1 percent of the respondents do not 
think this information would influence them very much to buy from the company, and ac-
cordingly chose one of the first three alternatives.    

Analysing both results together tells us that in general our respondents are positive towards 
this type of information while they are somewhat more ambiguous whether it would affect 
their purchase decisions or not. Theory says that the main advantages from Community 
volunteering have to do with employee satisfaction (Kotler and Lee, 2005). Therefore it 
might not be that surprising that consumer’s seems to be a little uncertain towards this 
method.     

4.2.6 Alternative 6 – Social responsible business practices 

The last alternative in the questionnaire was phrased: The company commits to lower its own nega-
tive impact on the environment through for example more recycling, lowering energy usage and transports. 
This is an example of Social responsible business practices.  
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On this alternative as much as 51 per cent of our respondents answered that they totally 
agree with the statement saying that this would give them a more positive view of the com-
pany. In addition almost 30 percent answered that they to a large extent agree to the state-
ment. Further, no one answered that they completely disagreed or that they are not affected 
at all.  
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Table 4-11 Alternative 6 – question 1 
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Table 4-12 Alternative 6 – question 2 

The respondents gave rather unanimous responses to the second part of this alternative as 
well. 63.8 per cent answered that they agree completely or much and only 8.8 per cent 
chose to not agree at all or a little. 

Theory states that the marketing benefits associated with Social responsible business prac-
tices include increase brand preference and goodwill (Kotler & Lee, 2005). This is strongly 
supported by the results from our survey where as much as 80 per cent of the respondents 
agrees completely or much with the statement saying that their view of the company would 
change positively. On the other hand theory does not mention any direct connections to 
increased sales when exploring Social responsible business practices. But when looking on 
our results the opinion amongst our respondents seems to be another. The Swedish con-
sumers answering our survey think that their willingness to purchase from the company 
would increase in relation to the type of information presented to them in this alternative. 
he Swedish consumers answering our survey think that their willingness to purchase from 
the company would increase in relation to the type of information presented to them in 
this alternative.  

4.2.7 Analyse of alternative 1 to 6 

The purpose with the six examples, which the respondents got to react to, was to get an 
understanding for how Swedish consumers react and think about these different kinds of 
methods to perform CSR. This was used as a basis in order to answer and discuss the re-
search questions number one and two, namely: How are marketing of CSR perceived by consum-
ers? How is the different CSR-strategies perceived by Swedish consumers? 
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This section is started with comparing the results of question one on the different alterna-
tives. The question or rather the statement was: This information would influence my perception of 
the company positively. 

Comparing the different alternatives the first implication was that all of the alternatives 
generated at least a somewhat positive response. Alternative 1, Cause promotion, was by 
the consumers ranked as being the one changing their perception in the least positive way. 
This alternative generated 67.6 per cent of the responses on the top three answer choices. 
Even though the more negative options got a substantial amount of answers (12.7 and 11.8 
per cent) Cause promotion can still be said to influence consumers’ perception of the com-
pany in a positive way. Social responsible business practises (alternative 6), Corporate phi-
lanthropy (alternative 4) and Cause-related marketing (alternative 2) are placed on the other 
hand of the scale, as the alternatives that changed the respondents’ views most positively. 
The example of Social responsibility practises resulted in 51 per cent of the consumers 
agreeing completely to the statement and 95.1 per cent of them choosing one of the top 
three options. Corporate philanthropy and Cause-related marketing also got very positive 
responses with 91.1 and 94.9 per cent of the answers respectively on the top three answer 
alternatives.  

One interpretation can clearly be analysed out of these results and this has previously been 
touched upon in the analysis of the six alternatives separately. The three alternatives that 
the respondents think is the ones which would change their perception the most are the 
ones where the companies directly use their own resources to benefit the environment. In 
the Cause-related marketing alternative the company donates a certain amount of their 
profit to a charitable cause, in Corporate philanthropy the company donates money directly 
to the cause and in the Social responsible business practices the company invest money in 
their own operations to make them more environmental friendly.  In the other three alter-
natives it might be interpreted that the company instead makes an effort to make others 
more environmental friendly. Cause promotion wants to increase awareness among the 
consumers and in Corporate social marketing the aim is to change the consumer behaviour 
(Kotler & Lee, 2005). Hence, following this discussion it could be that consumers perceive 
it like in first three alternatives the company wants to make a change itself, while in the 
other three the company wants others to act more environmental friendly. Thus, based on 
the results from this question on the survey and from other comments received throughout 
the questionnaire and in the process of this thesis the authors believe that incentives from 
the company that shows the willingness to change, is regarded as more positive from the 
consumer point of view.   

What could then be the reasons for these opinions? First of all, the description that prel-
udes the alternatives made it apparent to the respondents that all alternatives are associated 
with the same costs (see the questionnaire in appendix B). Second, there should be nothing, 
other than the respondents’ own interpretations and opinions, in the questionnaire that 
could make them perceive that the actual amount of effect on the environment from the 
methods are different from each other. Instead, there might be two reasons, found in the 
Consumer Behaviour theory, for the respondents answering like this and they are related to 
what was just mentioned. Both of these reasons are connected to the theory about con-
sumer affect and cognition. As Peter and Olson (2008) state, brand image and customer 
satisfaction is two things that are largely driven by affective and cognitive processes. Ques-
tion number one on each alternative is largely connected to the notion brand image. So 
from that it can be derived that when the respondents in our survey answers that they 
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would be positively affective by the alternatives, it can to a large part be explained by their 
affective and cognitive responses towards the alternatives (the stimulus). When talking 
about affection in this case it is probably the lowest level of affection, namely evaluation. 
Further, the cognitive responses to this stimulus are likely to involve the steps understand-
ing, evaluating and thinking. As written earlier, there are mainly two reasons for consumers 
to respond to the alternatives in the way that they do. First, consumers are likely to per-
ceive the cost for the company as higher when they use a method that involves direct envi-
ronmental efforts from themselves. Further a company might seem as more deeply con-
cerned and devoted to the cause if performing direct actions instead of trying to change the 
awareness and behaviours of consumers. One can say that the consumers’ affective process 
evaluates direct initiatives more positively then the opposite.  

The second reason could be that the respondents actually think these alternatives are better 
for the environment than the others. This would be a cognitive response from the con-
sumers because it probably involves understanding, thinking and evaluating before deter-
mining whether the alternative is more positive or negative. 

The second statement related to the alternatives in the questionnaire is: This information 
would make me more willing to buy the company’s products. 

First of all, the implication was that the responses on this statement rank the alternatives in 
almost the same way as on the other statement. Social responsible business practices (alter-
native 6) is again the one generating the most positive values with 79.5 per cent answering 
that they agree partly, much or completely, together with Cause-related marketing, which 
have the same percentage of responses on the top three options. Cause promotion and 
Community volunteering are again the two alternatives which got the lowest ratings.  

Further, from the results it can be seen that all of the alternatives get a lower average an-
swer on the second question, compared to the first one. This mean that generally this type 
of information does a greater impact on the perception of the company than the impact on 
the respondents purchase intentions. Expressed differently, seeing the alternatives as mar-
keting strategies the affective and cognitive processes are definitely triggered when facing 
this kind of marketing, while overt consumer behaviour is not affected to the same extent.  

The consumer behaviour is affected to some extent though. As mentioned, levels of posi-
tive responses are high when it comes to first and foremost Cause-related marketing and 
Social responsible business practices, but also Corporate philanthropy and to some extent 
Corporate social marketing. These results indicate that this type of marketing messages can 
in fact change a consumer’s buying behaviour process. It is likely that the buying decision 
making process is influenced in the information search step. The need step is not likely to 
be affected, because the information that a company is more environmental friendly are 
not likely to make a consumer realize a need to buy a product or service. However, in the 
searching for information when planning to buy a product or service the message might 
have an effect. If the marketing message and the need from the consumer for some reason 
co-occur or if the consumer “finds” the marketing message, when searching for informa-
tion, that could have a big influence when later evaluating the different alternatives avail-
able. This is examples of external information search and the sources where the consumer 
might hear about the marketing message can be for example from social contacts, com-
mercial sources, advertising, sales persons and media (Kotler et al., 2005 and Wells & Pren-
sky, 1996). Also, if the marketing message comes before the actual need to buy a product 
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or service from the company, the consumers is likely to use the memory to retrieve the in-
formation. 

4.3 Results from part 2 

In this part the result from part 2 of the questionnaire will be presented. Graphs are used 
to show an overview of the answers. The frequency tables for each question with percent-
ages can be found in appendix E. First, the data collected from the questionnaire are pre-
sented and then parts of the Theoretical Framework are used in order to analyse suitable 
questions together. 

4.3.1 Question 1 

 

The first statement is if the respondents think that it is important that companies inform 
their customers about their environmental work. The answer to this is that a strong major-
ity, 68.2 per cent, agree completely or agree much with that it is important. Only 10.6 per 
cent answered that they do not agree at all or agree little. The most frequent answer was 
agree completely, with 44.2 per cent. 

Agree completely 4 3 2 Do not agree at all 

Statement 1: I think it is important that companies inform their customers about what 
 they are doing for the environment. 
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Table 4-13 Statement 1 
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4.3.2 Question 2 

 The second statement is if the respondents think it is important that independent organisa-
tions scrutinize companies’ work for the environment and inform the consumers about it. 
More than two thirds, 73.7 per cent, agree completely or agree much. The most frequent 
answer was agree completely, 48.4 per cent, in other words almost half of the respondents. 
Only 8.4 per cent answered agree little and no one answered that they do not agree at all. 

Agree completely 4 3 2 Do not agree at all 
Statement 2: I think it is important that independent organizations scrutinize companies’ work for 
 the environment and inform the consumers about it. 
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Table 4-14 Statement 2 
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4.3.3 Question 3 

Table 4-15 Statement 3 

Statement 3 is if the respondents trust the information companies publish in their market-
ing about their environmental work. The results on this question is clustered around the 
middle of the scale, with the agree little and agree to some extent answer alternatives both 
being the most frequent answers, with 34.7 per cent each. Only 4.2 per cent answered agree 
completely and 7.4 per cent do not agree at all. 

 

Agree completely 4 3 2 Do not agree at all 
Statement 3: I trust the information companies publish in their marketing 
 about their environmental work. 
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4.3.4 Question 4 

Table 4-16 Statement 4 

With statement number four the aim was to test whether the respondents trust the infor-
mation originating from third party sources. As in question three the answers are clustered 
in the middle of the scale with 23.2, 28.4 and 36.8 per cent of the answers on alternative 
two, three and four respectively. Most respondents (35) agree much with the statement 
while 9 respondents agree completely. That means that 46.3 per cent of our sample an-
swered that they agree completely or much while only 2,1 per cent answered that they do 
not agree at all and 23.2 per cent that they agree a little. 

4.3.5 Analysis of questions 1 to 4 

Analysing these results confirms what was written in the introduction, that the customers 
would like to know what the companies are doing. This is verified by both the first and the 
second question where 68.2 and 73.7 per cent respectively chose to agree much or com-
pletely. The response to these questions clearly shows that the basic opinion is that the in-
formation about the company’s environmental work is important information that the re-
spondents wants to take part of. This is probably because the consumers want to make 
good purchasing decisions and that is difficult without all relevant information. The knowl-
edge about which causes the company support and what they are doing to improve the is-
sues are information that could very well be of importance when making a purchasing deci-
sion. If the customer is choosing between two similar products or stores the customer 
might choose the one from the more social responsible company. 

The questions also gave a hint about how the consumers perceive the credibility of compa-
nies compared to that of third party organisations. The fact that the respondents think it is 

Agree completely 4 3 2 Do not agree at all 
Statement 4: I trust the information a third party (for example media, governmental  
organizations and environmental organizations) publish about a company’s 
environmental work. 
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important for third party sources to inform about the environmental work of companies 
gives us the impression that our respondents to an extent think that the companies them-
selves are not completely trustable or that they might withhold this kind of information. 

The impression from question two is indeed underlined by the answers on question three. 
Most respondents answer that they agree only little or partly with the statement. Still, they 
do not totally disagree with the statement, so they trust the information but only to a cer-
tain extent. This is related to statement 2 when the response was that the majority of the 
respondents think it is important that a third party scrutinize the environmental work of 
the companies. It is clear that they believe more in information when a third party informs 
them, than when the company informs about itself. This is further proved by the answers 
collected on statement four where it shows that consumers trust third party organizations 
to a larger extent than the companies. 

Hence, the respondents clearly think it is important that independent organisations scruti-
nise the work of the companies, because they do not fully trust the companies’ informa-
tion. Instead they would appreciate an objective view of what the companies are doing.  

Because of this it seems reasonable to believe that out of the four promotion strategies pre-
sented in our theoretical framework, publicity would be the one most suitable for informa-
tion about environmental work. The reason to believe that is the fact that in the case of 
publicity the message originates from another source than the company itself (Peter & Ol-
son, 2008). Whether this is true in the case of our respondents are investigated in question 
7, and analysed below. 

Some comments to the questionnaire were about the trustworthiness of companies, and 
some respondents stressed that it is important that the company can show results from 
their environmental work. This would increase the extent to which the respondents would 
trust the company and possibly also the extent to which they are effected by the CSR activ-
ity, since without any “proof” the respondents are not sure whether the initiative would ac-
tually be valuable or not. 
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4.3.6 Question 5 

Table 4-17 Statement 5 

Statement 5 is designed to test whether consumers think that companies should use active 
marketing methods in order to inform consumers about their environmental work. Most 
respondents answered that they agree much (31.6 per cent) or that they agree partly (32.6 
per cent) to this question. 6.3 per cent who do not agree at all, 16.8 per cent who agrees a 
little and 12,6 per cent who agrees completely places the average answer somewhere be-
tween agree much and agree partly.  

 

Agree completely 4 3 2 Do not agree at all 
Statement 5: I think that companies should market their environmental work actively to  
me as a consumer through for example promotions in media. 

50 

40 

30 

20 

10 

0 

Count 



   

45 

 

4.3.7 Question 6 

 

Table 4-18 Statement 6 

Statement 6 asks the respondents if they think it is enough for companies to provide in-
formation that they can take part of if they are interested. On this statement most respon-
dents, 28.4 per cent, agreed partly and therefore chose the third alternative. 36.9 per cent of 
the respondents answered that they do not agree at all or that they agree a little while 33.7 
per cent of them chose to agree completely or much. This makes the distribution of an-
swers on this question rather even. 

Agree completely 4 3 2 Do not agree at all 
Statement 6: I think companies should only supply information about their environmental work  
that consumers can get when needed or interested. 
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4.3.8 Question 7 

 

Table 4-19 Question 7 

In the last question the respondents were asked how they would like to get information 
about companies’ environmental work. They were asked to choose a maximum of two al-
ternatives, therefore the total number of responses could be the double, however the total 
number of responses was 178, meaning that 28 respondents only chose one alternative. 

The most frequent answer was by far “in the store, on packages etc” with 27.5 per cent. 
“From environmental organisations” and “the company’s webpage” were the second most 
popular choice with 16.9 per cent each. “Through media...” were not far after them with 
13.5 per cent, while “advertisements...” got 6.7 per cent and “from employees...” 2.2 per 
cent. Please note that the percentage mentioned in this section is the percentage of the an-
swers received and not as in the rest of the questions where the percentage is the amount 
of respondents choosing that alternative.  

When considering the theory about promotion it is therefore possible to say that sales 
promotion seems to be the most positive one when it comes to environmental work, since 
information in the store or packages can be types of sales promotion. The second one is 
publicity, which in this question was seen in the alternatives of “from governmental organi-
sations”, “from environmental organisations” and “through media”. Advertising were not 
considered as a favourable way to be informed as it was found on a third position of the 

The company's 
webpage 

Through media 
(not paid by the 
company, e.g. 

articles and 
news) 
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packages etc. 
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company (e.g. 
in TV, radio and 

newspapers) 
Question 7: How would you like to get information about companies’ environmental work? 
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promotion strategies. The least positive way to be informed was however personal selling, 
since “from employees” were the alternative that got least responses. 

It seems like the respondents prefer to have information available if they are interested, 
rather than being actively approached by the company with the information. 

One reason why publicity is among the favourable promotion strategies is that the informa-
tion is often considered as more reliable when it is coming from a third part, as was stated 
by Peter and Olson (2008) in the theory. 

A comment from one of the respondents was that promotion paid by the company was 
not valued, since the company could better use that money on their work for the environ-
ment instead. 

Another comment was that it is negative if the company pay for advertising, since that 
make the information very subjective. Instead the respondent values the information from 
objective organisations. 

4.3.9 Analysis of question 5 to 7 

These three questions regard how the respondents would like to be informed about the 
company’s environmental work. The first two deals with how active the company should 
be, if they should actively promote their environmental work in for example media or if 
they should rather just provide information that the consumer could get if interested. The 
trend of our respondents is that they think it is important that company’s inform about 
their environmental work, however it seems to be more unsure how active they want the 
company to be. Since not many answered that they agree completely with that companies 
should be active, they are probably sceptic to the company being too pushing with their in-
formation. The respondents agree only to some extent that company should just provide 
information, so they seem to want the company to be a bit more active. 

On the seventh question, the most favourable alternatives included “in the store, on pack-
ages etc”, “from environmental organisations” and the “the company’s webpage”. These 
are all alternatives where the company has to be active to some extent. The most active al-
ternatives “advertisements...” and “from employees...” were the least favourable and hence 
this tells that the respondents do not want the company to be too forward, as was inter-
preted on the two earlier questions as well. Peter & Olson (2008), writes that a marketing 
strategy is intended to be put in the consumers environment and thereby influence the con-
sumers affect, cognition and also behaviour. The answers to these questions tells us that 
our respondents think it is ok, to some extent even preferable, for companies to take up 
space in the environment in order to communicate this kind of message. 

Further, from these last questions on part two of the survey there are some interesting 
connections to be made to the first part. First of all it is interesting to see the connection 
between sales promotion and Cause Related Marketing. On both questions asked about 
CRM in part one of the surveys the method received highly positive answers from our re-
spondents. It can be said that Cause Related Marketing and certain types of sales promo-
tion lies rather close to each other and since sales promotion ranks high on this part of the 
survey these two notions combined seems to be highly effective when communicating to 
consumers.  
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The other alternatives in part one of the surveys does not really have any clear connection 
to any of the marketing strategies presented in this thesis. Instead the company often have 
the option to choose how they should try to communicate the message. 
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5 Conclusion 

The aim of this section is to conclude the most important findings from the results and analysis. 

 
The first research question stated was: How is marketing of CSR by a company perceived by con-
sumers? 
For all the six different initiatives the respondents answer that they get at least a somewhat 
more positive perception of the company. It was also concluded from the questionnaire 
that the respondents really think it is important that the companies inform what they are 
doing for the environment. One reason for this is that in order for the consumers to make 
a good purchasing decision they want to know all relevant information, and the company’s 
environmental work is among that information.   

Therefore it is concluded that it generally is positive to market CSR to the consumers. Thus 
it exists an opportunity for Swedish companies to do this more often, in order to make the 
consumers more satisfied and to be able to gain more benefits from their CSR activities.  

The second research question was stated as follows: How are the different CSR-strategies per-
ceived by Swedish consumers and how might this affect their behaviour? 

There were evident differences between the CSR initiatives for both of the two questions 
in part one of the survey. The first question was if the initiative makes the respondent more 
positive towards the company and the second question meaning if the initiative increases 
the respondent’s willingness to buy from the company. The initiatives that influenced the 
largest positive changes of the respondents’ perception of the company were social respon-
sible business practices, corporate philanthropy and cause-related marketing, with the first 
mentioned getting a little bit better results than the other two. Cause promotion got the 
lowest result, while corporate social marketing and community volunteering got a bit better 
results, but still lower than the top three. The initiatives that increased the willingness to 
buy from the company the most were social responsible business practices and cause-
related marketing, while cause promotion and community volunteering got the lowest re-
sults. 

The respondents prefer the initiatives that involve a higher effort from the company; where 
the company are doing something rather than they encourage others to do something. 
Hence, based on the results and comments from the questionnaire and other comments in 
the process of this thesis the authors believe that incentives from the company that shows 
the willingness to change, is regarded as more positive from the consumer point of view.   

For all the alternatives the perception was much more changed to the positive than the 
willingness to buy. This implies that information about CSR initiatives have a greater im-
pact on the respondents’ perception of the company than the purchase intentions. Thus, it 
seems that this type of marketing strategy trigger affective and cognitive processes more 
than the overt consumer behaviour is affected.  

The brand image is positively affected because of the affective and cognitive responses to 
towards the information (the stimulus). The affection is in this case probably the one with 
the lowest intensity, evaluation, while the cognitive responses probably involve understand-
ing, evaluating and thinking. The respondents are likely to perceive the cost for the com-
pany as higher when the effort is coming directly from the company. Also, they might, by 
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using their cognitive understanding, thinking and evaluation, believe that these alternatives 
give a better effect for the environment than the others. 

The consumer behaviour is affected to some extent. As mentioned, levels of positive re-
sponses are high when it comes to first and foremost cause-related marketing and social re-
sponsible business practices, but also corporate philanthropy and to some extent corporate 
social marketing. It is likely that the buying decision making process is influenced in the in-
formation search step. If the respondents get information about CSR in that step they are 
likely to take that information into account, and be more likely to buy from the company 
due to that information. If one of the respondents is choosing between two similar prod-
ucts or stores he or she might choose the one from the more social responsible company. 

The third research question stated were: How would the consumers prefer to get information about a 
company’s CSR activities? 

The consumers think it is important to get information about a company’s CSR initiatives, 
as was concluded before. However, the best source of information is not the company it-
self, according to the respondents, but rather they think it is important that a third party is 
scrutinising what the company is doing and inform them about it. 

The companies are not seen as completely trustable, but the respondents still believe in the 
information to some extent. The information from an objective third party is more trust-
worthy, and hence more valuable. When the information is coming from the company it is 
also important that the company is able to show some results from the initiatives, so that 
there is any “proof” that the initiative is really leading to a better environment.  

The most favourable way to be informed was “in the store, on packages etc”, from “envi-
ronmental organisations and “the company’s webpage”. The most active, “advertise-
ments...” and “from employees...” were the least favourable of the alternatives. 

Therefore it can be interpreted that the company should not be too forward and pushing 
the information too much on to the consumers. Instead it is seen as better if the informa-
tion is easily available for the respondents to take part of when interested, and if the com-
pany is active to some extent. This also means that the respondents are open and willing to 
let companies take some place in their environment. 

To sum up the conclusions the answer to the purpose of this thesis is: The perceptions 
from Swedish consumers on companies communicating CSR activities are generally posi-
tive. There are however dissimilarities in how positive the activities are regarded. Further, it 
is concluded that the overt consumer behaviour can be affected as well, although not to the 
same degree. Other conclusions drawn are that extent of effect on consumer perceptions 
and behaviour seems to be correlated with the source that delivers the message. 
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6 Discussion 

This section includes a discussion of this thesis’ contribution and limitations, and some suggestions for 
further research.  

6.1 Contribution and limitations 

The contributions done by this paper is likely to be seen as valuable from the point of view 
of companies, environmental organisations, governmental organisations etc. It provides in-
formation that would help these institutions to make good decision regarding how they 
should use CSR as a marketing tool and in what way they can communicate their initiatives 
to the consumers. 

Regarding limitations of the research there are a few that has limited our results. First, the 
age of the respondents were not very equally distributed. The most part of the respondents 
were in the age span of 20-25 years old. This limits the ability to make generalisations to the 
whole population. However, as discussed in the method section, theoretical generalisations 
are justified and in this case satisfactory.  

Further, the fact that not any qualitative research is included in this thesis might be seen as 
a weakness. A study using a mixture of qualitative and quantitative methods would be ideal 
for this type of research. Despite this a quantitative approach was seen as acceptable, since 
the quantitative data contributed with a lot of useful information, and the thesis could have 
ended up too wide if more data would have been included.   

6.2 Suggestions for further research 

When reviewing what has been the results of this thesis a lot of new and other interesting is 
realised. First of all, it might be important to include more qualitative ingredients in this 
type of research. This would enable the researcher to gain a deeper knowledge about the 
consumers’ opinions. The results from such research could easily be combined with the re-
sults from this thesis and other research.   

Further, we think it would be interesting to examine how the consumer would like to re-
ceive this kind of information. So more research should be done on what channels are 
most appropriate to use for companies wanting to communicate their CSR activities.  
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Appendix A – The Questionnaire in Swedish 
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