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Abstract 

Introduction: The society is becoming more aware of the importance of 
corporate social responsibility (CSR) work. CSR has also be-
come a competitive tool in order to reach out to potential cus-
tomers. There are also many definitions of what CSR actually 
means. These are things that makes it interesting to find out 
how multinational corporations, who has a lot of power, per-
ceive and work with CSR, as well as what can be done to 
make corporations work more with CSR. 

Purpose: The purpose of this thesis is to describe what CSR as a con-
cept means, whose responsibility it is, as well as why corpora-
tions work with it. We also intend to find out what it takes to 
make CSR a more prevailing and decisive instrument for cor-
porations? 

Method: We conducted six unstructed interviews with multinational 
corporations in Sweden. 

Conclusion: Today the phenomena of CSR has no unified definition, this 
is why we believe that a definition that is precise in describing 
what CSR is can be useful. We think that transparency is 
something important since information provided to the pub-
lic, provides consumers and stakeholders with power to make 
information based investment, and purchase decisions. We 
have also concluded that we think that the most important 
factor in driving the CSR work forward and making it grow in 
size, is to make consumers reward the corporations that per-
form well in their CSR activities. 
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1 Introduction 

This part will deal with providing a background of Corporate Social Responsibility and also present the 
purpose of this thesis. 

1.1 Background 

The role of business and the way it is perceived by society has gone through several 
changes throughout the history. Over time, until today, an increased awareness of the im-
pact of business and its interaction with social and environmental issues have emerged 
(Carlsson, Grove & Kangun, 1993). 

In the highly internationalized market of today more focus is put on the ability for corpora-
tions to distinguish themselves on the globalised arena. The new structure of the global 
market has resulted in difficulties to maintain the classical competitive advantages like price 
and quality. New areas have emerged in which potential competitive advantages can be ob-
tained. However, most businesses still strive towards cost effectiveness, using this as their 
main competitive weapon, in the globalized market. Nonetheless, as the society has begun 
to realize the negative effects the traditional industries has brought with them, in terms of 
global warming et cetera, laws and regulations have been emerging forcing businesses to 
limit their activities that are harmful to the environment, like emissions. This has also re-
sulted in that people that are potential customers put increased value in corporations with 
good reputation and that shows contribution to social development (Creyer & Ross, 1996). 

Eberstadt (1997), claims in his study, that the phenomena of corporate responsibility were 
present already in the ancient Greece (cited in Panwar, Rinne, Hansen & Juslin, 2006). 
Over the years corporate responsibility has seen continuous debate about its meaning, ap-
proaches and terminologies. Several terms have been used to explain this social and envi-
ronmental orientation of corporations, some of the most frequent terms are the following 
(Panwar et al., 2006): 

• Corporate citizenship 

• Sustainable entrepreneurship 

• Triple bottom line 

• Business ethics 

• Corporate social responsibility (CSR) 

The most frequent used term is probably CSR, but even though the theory and models sur-
rounding corporate responsibility are abundant (Harrison & Freeman, 1999), the analysis of 
corporate social responsibility (CSR) is still in an embryonic stage and critical issues regard-
ing framework, measurement and empirical method have not been resolved, Academy of 
Management (2003), (cited in Castka, Bamber, Bamber & Sharp, 2004). 

The fast advancement in the area of information technology, during the second half of the 
1900-century, has increased and improved the focus on CSR. These advances have allowed 
instantaneous global information flow at a very low cost. The improvement in the flow of 
detailed information about corporate activities, which is also easy accessible, has increased 
the transparency and public awareness concerning the impacts of corporations worldwide. 
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This has lead to an enhanced global discussion about CSR and its adoption by corpora-
tions. Information technology also gives a system by which corporations can communicate 
their social and environmental orientation to their stakeholders (Panwar et al., 2006). 

Corporations have different motives to adopt the concept of CSR. These motives range 
from meeting basic legal requirements meant to regulate destructive business activities, to 
the consideration of CSR as a tool for increased productivity and improved financial per-
formance. CSR has also been thought upon as a risk management and market-positioning 
tool (Panwar et al., 2006). Anyhow quite a few business leaders have realized the impor-
tance and potential competitive advantages it can bring with it. As stated by Niall Fitzger-
ald, former CEO at Unilever:  

"Corporate social responsibility is a hard-edged business decision. Not because it is a nice thing to do or be-
cause people are forcing us to do it... because it is good for our business" (cited at Interpraxis, 2006). 

It is evident by this statement that some business leaders are aware of the importance to 
work with CSR and look at it as a way to deal with the increased competition. The assump-
tion that working with CSR will become increasingly important to corporations, is also 
supported by a survey performed by GlobeScan where it is documented that more than 
one third of the shareholders had traded shares as an affect of a corporation’s CSR per-
formance (GlobeScan, 2004). 

The awareness of the importance in CSR related work has to some extent created the phe-
nomena “greenwash”. This term means that corporations try to give the impression that 
they are working with CSR issues, with nice presentations, neat packaging and PR related 
work but without any relevant content meaning that the work is a just a publicity stunt. By 
doing this corporations try to benefit from the advantages CSR can provide, without any 
real dedication to the social benefit CSR is meant to produce (Wikipedia, 2006). 

Many of the covered issues in CSR, like environmental issues, have regulations through a 
wide range of existing guidelines at the national, EU and global levels. However, it is im-
portant to distinguish between these base-line standards, such as carbon dioxide commis-
sions and employee legislation, and CSR activity, which is voluntary, business-driven and 
often goes well beyond what is required by legislation (CBI, 2006). The view of the CSR 
phenomena as a voluntary activity is eminent in the European Commission definition from 
2002 “CSR is a concept whereby companies integrate social and environmental concerns in 
their business operations and in their interaction with their stakeholders on a voluntary ba-
sis”(cited in Fox, 2004). However, it is possible that CSR issues will be more regulated by 
ISO certification and legislation in the future (Castka et al., 2004). 

Today not only legal requirements can be seen as determinants of a company’s CSR activi-
ties according to Fox (2004), instead stakeholder expectations are also something that de-
termines the way corporations deal with CSR. One interesting stakeholder group is the 
consumers who according to research by Dawkins and Lewis (2003) values ethical parame-
ters 100% more today compared to five years ago. 

In line with the discussion above, it is clear that today CSR is a multifaceted notion that is 
being used in different ways for different reasons. Since our society of today is strongly in-
fluenced by decisions on corporate level it would be interesting to study corporations’ pre-
sent and future view of CSR. Especially multinationals corporations (MNC’s) would be in-
teresting to study, since these holds a strong power, both financially and socially (Bardhan 
& Patwardhan, 2004). A trend in the society has also been that the society put MNC’s as 
responsible to work towards a more sustainable development (Dawkins and Lewis, 2003). 
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We think important and interesting issues to expand upon, that we have derived from the 
discussion above, is how corporations of today work with CSR and what exactly does it 
mean to work with CSR? What are the main incentives or drivers that can convince corpo-
rations to work harder and more extensive with CSR activities today and in the future? The 
society should be interested in understanding how corporations can limit the negative envi-
ronmental and social effects since this will benefit everyone’s everyday situation. The soci-
ety should also appreciate if information regarding what can be done to make corporations 
work harder with CSR issues since it is our future that is at stake. 

1.2 Purpose 

The purpose of this thesis is to describe what CSR as a concept means, whose responsibil-
ity it is, as well as why corporations work with it. We also intend to find out what it takes to 
make CSR a more prevailing and decisive instrument for corporations? 

1.3 Delimitations 

We have chosen to conduct this study within MNC’s, since these have got a high pressure 
from the general public, to be the most responsible to act towards a sustainable develop-
ment, and to be social responsible in their daily business activities. This pressure has mainly  
arisen, due to the fact that MNC’s are very strong actors, both financially and socially, in 
our society. Furthermore, this study will not make any comparison of CSR activities be-
tween different industrial sectors, instead we will focus on the notion of CSR itself. 
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2 Corporate Social Responsibility 

This chapter contains background information and theories regarding relevant CSR issues. It starts out by 
clarifying the phenomena of CSR, providing a brief historical explanation and then goes on to discuss the 
driving forces behind CSR and CSR’s relation to business competitiveness and management systems et cet-
era. 

2.1 Defining Corporate Social Responsibility 

CSR as a phrase, have been more and more commonly used during the recent years. CSR is 
a tool, which contains several issues and has a wide variety of definitions. When looking at 
some of the definitions we can see that CSR takes several aspects into consideration. Some 
issues are more frequently used then others, these are issues like environment, human 
rights, contribution to economical and social development et cetera. World Business Coun-
cil for Sustainable Development (WBCSD) defines CSR as “the continuing commitment by 
business to behave ethically and contribute to economic development while improving the 
quality of life of the workforce and their families as well as the local community and society 
at large” (cited in Castka et al., 2004). The World Bank, on the other hand, uses the follow-
ing definition “CSR is the commitment of business to contribute to sustainable economic 
development, working with employees, their families, the local community and society at 
large to improve the quality of life in ways that are both good for business and good for 
development” (Fox, 2004). While comparing these two definitions we see that they are 
similar and most definitions are often based on the WBCSD’s one (Castka et al, 2004). 
Lunheim (2003) argues that CSR have been, together with corporate governance (CG) and 
corporate sustainability (CS), often referred to as “ethical business” or “triple bottom line” 
(TBL). Ethical business is defined as an ability to satisfy three bottom lines: economic, en-
vironmental and social aspects (cited in Castka et al., 2004). 

All these perspectives on one and the same term, gives a scope for corporations to inter-
pret CSR as they find most suitable for their organization. Jacques Schraven, the chairman 
of the Dutch Employers Association (VNO-NCW), once stated that "there is no standard 
recipe: corporate sustainability is a custom-made process. Each company should choose 
from the many opportunities which concept and definition is the best option, matching the 
company's aims and intentions and aligned with the company's strategy, as a response to 
the circumstances in which it operates” (Marrewijk, 2003). 

2.2 History 

Hay and Gray (1977) point out that the corporate response to environmental and social is-
sues has been studied by many pioneering authors, which studies’ is viewed as progressing 
through three stages. The three stages are profit maximization management, trusteeship 
management and “quality of life” management (cited in Panwar et al., 2006). In the profit 
maximization management stage, the belief is that the individual’s drive for maximum prof-
its and the regulation of the competitive market would interact to create the highest aggre-
gate wealth for a nation and result in a maximized public good. During the second stage 
there was a shift, from the mere profit motive, to the focus of upholding of equality to-
wards all the competing claims from stakeholders like customers, employees, creditors and 
the community et cetera. Major groups that put more pressure on business during this pe-
riod were labor unions and national governments. During the “quality of life” management 
period, some new social concerns developed. This as a result from the problem that socie-
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ties became drenched with goods and services because of the economic success. These 
other issues of concern were inequitable distribution of wealth, air and water pollution, de-
graded landscapes et cetera. Enhanced focus, on the discussion about the inherent trade-
offs between economic gains and declining social and physical environments. Business was 
now expected to assume responsibilities beyond the area of economic considerations, and 
attempt to be proactively responsive to social and environmental issues in order to improve 
social concerns (Panwar et al., 2006). 

2.3 Layers of responsibility 

Carroll (1991) organized different corporate social responsibilities into a four-layered 
pyramid model, called the pyramid of responsibilities. The four different responsibilities are 
economical, legal, ethical and philanthropical. The pyramid is constructed in a way that one 
kind of responsibility cannot be achieved if another responsibility located beneath it in the 
pyramid model is absent. Carroll (1998) stresses that the pyramid of responsibilities has a 
global reach, resulting in that multinational corporations operating in a globalized economy 
should practice global corporate citizenship. (cited in Windsor, 2001).  

More recently Carroll (2004) implemented the notion of stakeholders in the pyramid of re-
sponsibilities model. Carroll makes clear that economic responsibility means doing what is 
required by global capitalism, legal responsibilities seize that corporations do what is re-
quired by global stakeholders, ethical responsibility means to do what is expected by global 
stakeholders while philanthropic responsibility means to do what is desired by global stake-
holders (CSRQuest, 2006). 

Several researches (Aupperle, 1985; Carroll, 1983) have been made that supports Carroll’s 
model empirically. Pinkston and Carroll (1994) performed a survey among top managers in 
591 U.S. subsidiaries of multinational chemical companies with headquarters in England, 
Germany, Sweden, Japan, U.S., Switzerland and France. Their findings confirmed Carroll’s 
pyramid model but showed exceptions in Sweden and Germany, where legal responsibili-
ties were ranked the highest priority followed by economic, ethical and philanthropical as-
pects (CSRQuest, 2006) 

 

 

Figure 1: Carroll's Pyramid of Responsibilities (collected from CSRQuest, 2006) 
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2.4 Business ethics 

In Carroll’s pyramid of responsibilities (figure 1) we find ethical responsibilities as the sec-
ond highest layer. Ethics is the study of what is right and wrong, good or evil et cetera. 
Business ethics is therefore the study of these factors in business. Ethical managers try to 
act “right” and do good things while avoiding evil things. In general, ethical traditions that 
apply to business hold honesty, protection of life, truth telling, fairness and obedience to 
law et cetera. Several theories have been presented in the field of ethics during the history. 
One of them is Aristotle’s theory of moral responsibility, which states that voluntary 
choices are the base to ethical behavior. Aristotle meant that to be able to act ethically or 
unethically, a person must be able to choose between alternatives, otherwise the behavior is 
involuntary and the person is not liable. Based on this theory managers, and also employ-
ees, who ignoring facts in decisions making act in a way of involuntariness and by that re-
leases them from feelings of guilt (Steiner & Steiner, 2005). 

2.4.1 Theories of business ethics 

Throughout history there has been argued whether ethics in business may be more tolerant 
than social and personal ethics. Basically there are two different views: the theory of amo-
rality and the theory of moral unity. The theory of amorality means that business should act 
amorally and carry out their business activities without reference to the full range of ethical 
standards and ideals that is present in the society. The theory of moral unity hold that busi-
nesses activities should be judged by the general accepted ethical standard in the society, 
not by a special set of more tolerant standards (Steiner & Steiner, 2005). 

In the theory of amorality desire to succeed can be an excuse to neglect ethical standards, 
and actions are seen as good if they make money, even if they brake an ethical standard. 
Followers to the theory of moral unity, on the other hand, claims that “Ethical conflicts 
cannot be avoided simply because they arise in the course of business” (Steiner & Steiner, 
2005, p. 183). 

2.4.2 Ethical values in business 

There are four areas that effect managers and organizations ethical values: religion, phi-
losophy, cultural experience and law. A purpose of having a clear view of ethical values in 
an organization is that it can work as a mechanism which can control employees’ behavior 
in an organization. Ethical values also affect standards of conduct in organizations, the 
strongest forces that affect different code of conducts are leadership, strategies and poli-
cies, organization culture and individual characteristics (Steiner & Steiner, 2005).  

Leadership is probably the strongest influence on integrity, as managers have a sort of ex-
emplary behavior, which they can use to influence and communicate values to the employ-
ees. Difficulties can also arise when managers outlines the strategies for an organization. If 
the strategies contains unrealistic performance goals this could lead to a high pressure on 
the employees who have to meet to goals. This pressure could lead to compromises of ethi-
cal standards just to be able to meet certain goals (Steiner & Steiner, 2005). 

2.5 Corporate philanthropy 

Since the early days of large American industrial firms, the long tradition of corporate phi-
lantropy in the U.S. has remained an expected element of responsible business (White, 
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2005). As seen in Carrol’s pyramid in figure 1, the top of the pyramid of responsibilities is 
represented by philanthropy. Genest (2005) declares in her study that it is common that or-
ganizations has philanthropy embedded in their CSR programs even though the corpora-
tions does not call it philanthropy, instead it is apparent and pursued through the direct ef-
forts of the organization’s CSR program. This means that a lot of organizations, who deals 
with CSR probably work with philanthropy indirectly, even though it is not explicitly em-
phasized. 

Paul (1993, p. 4) defines corporate philanthropy as “a group of people authorized to act as 
an individual, especially in business, who share a concern for the good fortune, happiness, 
health and prosperity of mankind and demonstrate this concern through acts that are good, 
friendly, and helpful”. 

The purpose of corporate philanthropy is defined as: “It is a planned program of strategic 
activities designed to meet the overall objectives of a corporate communication program in 
response to corporate business strategy.” (Porter & Kramer, 2002, p. 14). 

Genest (2005) asserts that there are various activities that corporations can dedicate them-
selves to in order to reach their objectives. Examples are donations to charity institutions 
and engagements in relations with non profit institutions. It can also be cause related mar-
keting, scholarship programs and contribution of technical expertise. When dealing with 
philanthropy in an international perspective, activities such as supporting educational pro-
grams, medical interventions and development of infrastructure are examples of typical 
philanthropical activities. 

2.6 Forces leading to CSR adoption 

Previous studies have stressed the fact that CSR is a philosophical shift inside the corporate 
culture driven by ethical and legislative considerations. However, to what extent to which 
ethical or instrumental, like economic and legal, considerations influence to adoption proc-
ess of CSR is difficult to assess. It is yet important to point out that ethical and instrumen-
tal aspects are not necessarily in conflict, CSR can emerge from either or both. This shift in 
corporate focus towards environmental and social responsibility has been especially high-
lighted during the last two decades, which could be a sign of a change in social values. This 
could also show an increase in respect and consideration of present and future generations 
(Panwar et al., 2006). 

According to Bernstein (2004) CSR benefits both the company and the community. It does 
so since CSR enables businesses to improve their corporate culture and corporate names, 
which leads to the possibility to attract the best employees and also motivate the workforce 
and retain them in the business. While providing these benefits to the company the society 
benefits from the CSR work, which could consist of a variety of services and actions, 
though it has to create some sort of societal benefit in order to be called CSR. 

GlobeScan Inc’s Corporate Social Responsibility (CSR) Monitor is an annual survey about 
public opinion around the world concerning the changing role of companies. The purpose 
with the survey is to cover issues concerning corporate responsibility, and to provide global 
decision makers with information to better understand the trends shaping their interna-
tional business and policy environment (GlobeScan, 2004). 

The 2004 CSR Monitor focus on views, attitudes and behavior of consumers around cur-
rent CSR issues and tries to reflect differences across social borders over the world. The 
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2004 year’s survey include topics like: trust in companies and other institutions, regulation 
of CSR, expectations of companies, communications around CSR, company ratings, ethical 
consumerism etc (GlobeScan, 2004). 

One of the major findings from the survey is that corporations need to understand the 
uniqueness of each market so they can make “tailor-made” campaigns directed towards a 
special type of audience. The survey highlights differences among people from different 
countries and parts of the world. These differences concern how people prefer to receive 
CSR information and corporate CSR activities that they find most interest in etcetera 
(GlobeScan, 2004).  

Globescan (2004) found a majority among countries with an increase in public opinion, 
supporting regulation of CSR, compared to previous years decrease. Two of the countries 
that showed a decrease of demand for CSR regulations during 2004 were Great Britain and 
USA. Expectations of companies to be socially involved are high in most countries and 
employees have a high demand towards their employers to focus more on being socially re-
sponsible. 

People in developed and developing countries put different importance in areas were they 
would like corporations to put their attention, when it comes to CSR and involvement in 
the society. In both developed and developing countries it is a general believe that compa-
nies should involve in education and training. When it comes to the second place, of the 
result in the survey, it is a difference between answers from the developed and developing 
countries. Developed countries wish to see involvement in human health while developing 
countries wish to see involvement in the fight against poverty. As a compliment to this 
question people were asked in which area they thought companies would be most effective 
in improving local communities by their involvement. Overall the opinion showed that the 
environment is the area that people think companies can have the largest impact. The sur-
vey also shows that preference for work around poverty is particular high among Opinion 
Leaders1. The result from this should be that corporations should pay more attention to 
Opinion Leaders because they have a prominent influence on the rest of the public, who 
also are consumers. It is well known that Opinion Leaders often have more impact on the 
general public views then formal leaders of a society (GlobeScan, 2004). 

One other issue in Globescan (2004) concerns ethical consumer activism. The Result 
shows that people are more likely to have punished a socially irresponsible company, then 
to have rewarded a socially responsible one. Developed countries seem to have higher 
grade of Consumer Activists2 compared to the countries in the developing world. In gen-
eral countries that shows a high level of Consumer Activists, also have a high degree of 
consumer empowerment3. 

Finally the survey results promote that ethical consumerism also effects shareholders in 
more developed countries. Shareholders in developed countries consider CSR performance 

                                                 

1 GlobeScan identifies informal Opinion Leaders among the survey respondents. Opinion Leaders are identi-
fied through responses to a series of questions e.g. strength-of-personality questions but also questions 
about education and community involvement 

2 Those who have rewarded socially responsible companies several times and punished an irresponsible com-
pany at least once 

3 Consumers that believe they can make a difference in how responsibly a company behaves 
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when purchasing shares as a type of risk avoidance. Most shareholders believe that there is 
less risk involved in investing in socially responsible companies (GlobeScan, 2004). 

During the recent years companies have been recommended to work with CSR (Sahlin-
Andersson, 2004). Some companies have followed the recommendations while others have 
been more reluctant, arguing that their main objective is to deliver profits. This has created 
a situation where it seems to be important to highlight the issue whether CSR actually can 
create financial improvements or the opposite. It seems like the financial aspect is the sin-
gle most important thing that can influence the amount of businesses working with CSR, 
which underlines the importance for a scientific examination regarding the link between 
CSR and financial performance (McWilliams & Siegel, 2000) (cited in Castka et al., 2004). 

Several studies have been made and the result varies, however in the study presented by 
McWilliams and Siegel (2000) there seems to be no link between CSR and financial per-
formance (cited in Castka et al., 2004). 

2.6.1 Philosophies to adopt environmental policies 

In line with the increased importance of environmental performance, two philosophies 
concerning policies in environmental management has emerged. The two philosophies, 
where corporations usually adopt one of the two, are called the compliance model and the 
strategic model. Corporation’s argumentation and strategy how to attempt to maximize 
stockholder return determines which philosophy they choose. The compliance model sug-
gests that corporations will follow all applicable laws and regulations and will strive not to 
incur fines for environmental noncompliance. When applying the compliance model, cor-
porations views environmental expenditures only as a cost to perform business in a society 
(Miles & Covin, 2000). 

The strategic model tends to be adopted by corporations that views environmental per-
formance costs as investments. Corporations and marketers tend to adopt the strategic 
model when price is not the primary basis of competition and when differences between 
products are recognized to be significant. This will also result in an increased possibility to 
reach market segments that are sensitive to environmental issues (Miles & Covin, 2000). 

2.7 Standardization of CSR and its connection to Manage-
ment Systems 

2.7.1 CSR Standards 

There are two types of CSR standards presented by Castka et al. (2004); the first one is 
standards that focus on particular features of CSR. AA 1000 and SA 8000 are systems that 
are mentioned being located in this category and they deal with aspects such as human 
rights and stakeholder involvement. 

The second type of CSR standards is standards that work in a more holistic way, providing 
the user with a possibility to achieve ethical and social goals within the organisation. Stan-
dards such as SII 10000 and DR 03028 belong to this group and are built up around indus-
try standards such as ISO 14001 and intend to function in a way to help manage a func-
tioning CSR program within the organization (Castka et al., 2004). 
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ISO, known for systems within quality and environmental control, has made a study where 
the result indicated that a CSR standard created by ISO is strongly suggested and that the 
standard would be built around the existing ISO systems 9001 and 14001, which deals with 
quality and environment respectively (Castka et al., 2004). 

According to Castka et al. (2004) standardising CSR is no problem in itself since systems 
like ISO 9001:2000 cover a large part of what is considered to be CSR related work. In-
stead the problem is how to create an organisation that can depend on one single system 
that includes all CSR related aspects. This obviously means that the CSR agenda and struc-
ture should be implemented in a business system. 

2.7.2 Strategic directing of the CSR activities and investments 

Inside the organisation it is the responsibility of the board to monitor and formulate strate-
gic directives related to the CSR activities (Castka et al., 2004).  

There are two different perspectives that are mentioned in conjunction with CSR and the 
relation towards an organisation’s stakeholders: The instrumental approach and the norma-
tive approach (Castka et al., 2004). 

The instrumental approach means that the concern for stakeholders lies in the belief that 
CSR can improve financial performance. According to the normative approach the organi-
sation should work with CSR activities from a strictly ethical perspective, making sure that 
all actions are being executed with high morality from the stakeholders’ perspective (Castka 
et al., 2004). 

It is asserted by Berman et al. (1999) that it is only the instrumental approach that is sup-
ported empirically, however Harrison and Freeman (1999) claims that more research has to 
be conducted within this area in order to make any further conclusions about the norma-
tive approach (cited in Castka et al., 2004). 

Even though more research is desirable it is evident that the instrumental approach is the 
most well established one among researchers and according to Agle et al. (1999) the deci-
sion to make a CSR investment is founded upon the basic interest of the strongest stake-
holders within the organization, such as decision makers on the top of the hierarchy, which 
is often connected to the intention to make a profit or gain an increased market share (cited 
in Castka et al., 2004). 

In line with the above statement Castka et al. (2004) argues that a CSR investment should 
be dealt with in the same way as any investment. Building on this argumentation, together 
with McWilliams and Siegel (2001), it is stated that “the core return on investment in CSR 
is finding the optimum level that balances the need for maximizing profit from CSR while 
satisfying the demand for CSR from multiple stakeholders” (Castka et al., 2004, p.221) 
(cited in Castka et al., 2004). 
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Figure 2: Key CSR Equilibrium (Castka et al., 2004) 

2.8 CSR and business competitiveness 

According to Henderson (2001) working with CSR must to some extent increase the costs 
of the business. This is due to several different factors such as increased costs of doing 
business, lower pay off of investments and in other ways lower the revenues of the busi-
ness. This would consequently lead to decreased financial performance both in the short 
run and in a longer perspective. Henderson (2001) goes on with his arguing claiming that 
this development of lowered financial performance is the direct opposite of the sharehold-
ers primary goal, namely improved profits and financial performance. 

Henderson (2001) asserts that a complete focus and dedication towards CSR activities 
within a business might improve finances to some extent, examples are made of reductions 
in costs et cetera. However the fundamental standpoint obviously is that the additional 
costs that CSR brings with it are larger than the potential improvements in revenues and 
reduction of some costs, meaning that investing in CSR is not good from a financial per-
spective. 

2.8.1 CSR’s contribution to intangible assets 

According to DTI (2003) there are a number of factors that enables CSR initiatives to cre-
ate business competitiveness. One of these factors is intangible values inside a business, 
which are affected by the CSR activities pursued by the firm. According to Ernst & 
Young’s value creation index (VCI), among nine value drivers three could easily be identi-
fied to have a close connection to CSR work. These three drivers are: human capital, brand 
equity and environment. If the value of a business is increased it should be an indication 
that the business has gained an increased competitiveness, and obviously CSR issues have 
the power to be a significant contributor to this increase in value (cited in DTI, 2003). 

2.8.2 CSR’s linkage to corporate reputation 

Another factor that makes CSR activities create competitive advantage is the reputation of 
the business. The reputation of a business is an important factor for business success; a 
frequently used example is the situation in which Enron had it self located before and after 
the scandal. Before Enron could charge prices with large marginal because of their good 
reputation but this situation was changed dramatically over night (DTI, 2003).  

During the DTI seminar (2003) two things were brought forward that indicates that CSR 
can increase and enhance a corporation’s reputation. It is of importance that CSR activities 
are connected to what the given corporation is actually doing. This goes in line with what 
Dawkins and Lewis (2003) says about the importance of making efforts towards working 
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with CSR through efforts closely connected to the core of the business and dealing with 
the main issues that is the result of running the business. This means that a business that 
currently has bad agreements with their staff, meaning that they are underpaid and mis-
treated, should start off by dealing with this issue before donating funds to charity et cetera. 

Secondly it is vital to make sure that CSR activities do not look like they are being executed 
only for an instrumental reason meaning that profit is increased, even if this is what actually 
happens. The reason why this is important is because if the contributor’s who is engaged in 
the CSR activity feels that the task is executed with an instrumental intention the level of 
trust will lessen the sought effect of the action (DTI, 2003). 

Consistency is a significant factor to take into account when dealing with CSR since if the 
company does not live up to the expectations they have created through marketing of their 
CSR work it is highly likely that their “false marketing” will undermine their credibility and 
damage the business reputation (Dawkins and Lewis, 2003). This is closely related to what 
is called “green wash” meaning that the CSR work mainly consists of an extensive market-
ing campaign but without any real content (Wikipedia, 2006). 

According to Dawkins and Lewis (2003) the traditional factors that affects in what way a 
consumer perceived a business, has been value for money, product quality as well as finan-
cial performance. However these traditional factors have started to be replaced by factors 
that are normally regarded as related to CSR. These are factors such as environmental ones, 
treatment of employees and community involvement. In line with the information given 
above it might not come as a shock that the number of consumers, in this case in Great 
Britain, who regard CSR as an important factor when making purchase decisions has in-
creased with 100% during the last five years. 

2.8.3 Three typologies related to ethical consumerism 

According to Dawkins and Lewis (2003) there are potential benefits emerging as a result 
from the increased enlightenment of CSR among consumers. Five typologies have been 
identified representing different consumer patterns. Of these five typologies three make up 
for the ones that too a varying extent values ethical responsibilities when making purchases. 
These three are:  

• The conscientious consumer: This group try to buy ethically as much as possible, 
however factors such as value for money tend to outcompete ethical factors This 
typology makes up for 18% of the population. 

• The brand generation: This typology values good treatment of employees and other 
ethical issues but tend to favour a discussion of ethical behaviour over purchasing 
actions related to ethical factors. When making a purchase decision it is the brand 
name that they think is the most important factor, in this case the brand name 
should be linked to good ethical manners. 6% of the population is represented by 
this typology. 

• Global watchdogs: These are the ones that refuse to compromise when it comes to 
ethic factors related to a purchase. This group makes up for 5% of the population. 

Together these groups relate to 29% of the population, this means that 29% of the popula-
tion are actively taking ethical issues into consideration before making a purchase. This is 
probably something that makes a lot of companies to work, to try to appeal this group, 
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with marketing campaigns emphasizing the CSR work and the ethical excellence of their 
products. 

2.9 CSR Tools 

2.9.1 The UN Global Compact 

The Global Compact is a voluntary initiative in which over 1100 businesses has joined and 
over 200 are large MNC’s. This might sound like an impressive figure but the Global 
Compact has failed to attract the attention of the businesses within the U.S. (Williams, 
2004). 

The Global compact consist of nine principles (se appendix 1) within the areas: human 
rights, environment and labor. The intention is to make corporations and business organi-
sations adopt and work with the nine principles. The Global Compact originates from Uni-
versal Declaration of Human Rights (UDHR), the Rio Declaration of the United Nations 
Conference of Environment and Development (UNCED) held in 1992, and the four fun-
damental principles and rights at work accepted at the World Economic and Social Summit 
(WESS). These three agencies works under the UN (Kell and Ruggie, 1999). During 2004 
another principle was added to the nine existing ones, this principle is dealing with corrup-
tion (Williams, 2004). 
 
As mentioned above the Global Compact is a voluntary tool to which businesses can sub-
scribe. Working with the Global Compact means that the given business has to make some 
statements in its annual report with regards to the Global Compact as well as sending a 
document to the Global Compact web site. Reluctance to follow the mentioned rules for 
two years leads to an automatic removal from the Global Compact list of participation 
(Williams, 2004). 
 

The Global Compact is not supposed to be seen as a code of conduct, instead it is sup-
posed to function as a reference tool which stimulates dialogue. However it is not unlikely 
that this ambition will change over time and develop the Global Compact into a more pre-
cise instrument (Kell and Ruggie, 1999). This leads us towards the problem that was men-
tioned above regarding the failure to recruit companies from the U.S. into the Global 
Compact. The fundamental predicament according to Williams (2004) is due to the lack of 
accountability of the Global Compact. Since there is no real monitoring of the activities of 
the businesses within the Global Compact some thinks that it lacks substance. Some critics 
argue that in order to make the Global Compact more powerful monitoring activities has 
to be created that can control that the businesses live up to what they have said and in-
tended to do. 

2.9.2 Global Reporting Initiative 

The GRI (Global reporting initiative) was founded in 1997 by CERES (the Coalition for 
Environmentally Responsible Economies) and was funded as well as administered by the 
very same organization, CERES. The intention with GRI was to create a measurement de-
vice, related to sustainability factors in the same way that one measures financial aspects. It 
was believed that if one was successful in creating such a measuring system, it would force 
companies to dedicate themselves to sustainability reporting, in order to stay trustworthy 
towards the society and the customers. As it turned out, the GRI became successful in re-
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cruiting a wide variety of firms, and in 1998 GRI expanded from mainly dealing with envi-
ronmental factors, to start working with economic (non-financial) and social sustainability. 
As time progresses, changes are being made of the GRI in order to have it up to date and 
relevant to the existing situation, examples of this are the updates that came in 2000 and 
2002 that changed the guidelines of the GRI (Willis, 2003). 

2.10 Future aspects of CSR 

There are some indications suggesting that CSR will be the factor that will influence the 
development of corporate management systems in the future. The traditional management 
systems, that have been and are used by a lot of corporations makes sure that things are done 
right; however they do not make sure that the right things are done. Doing things right means 
that the ethical values of the organization is supposed to influence the decision making and 
communication within a business leading to a focus on the important aspects when making 
decisions, and in that way ensure that the right things are done right. In this way CSR and man-
agement systems are working together and this is why CSR is likely to have a large impact 
on management systems in the future (Zwetsloot, 2003). 

During recent years, institutions working with socially responsibility investment (SRI) have 
raised the awareness and obtained an increased impact on corporation’s work and ap-
proach to CSR issues. However there is still a problem, consider that SRI still remains at 
the periphery of concern for most companies. The highest influence over corporations’ ac-
tions remains with the mainstream, non-socially responsibility investors, which holds the 
strongest financial power. One future challenge will be to transfer SRI and its principles 
into the mainstream influences. Increased transparencies of SRI procedures are also 
stressed. Increased transparency could lead to an improvement in shareholders investment 
decisions about which SRI firms that are most effective in delivering results with this tool 
(Cramer & Hirschland, 2005). 

2.10.1 Fade, Integrate or Transform? 

White (2005) claims that CSR is at a crossroad and predict the future development of CSR 
in three possible scenarios: fade, integrate or transform. After several years of evolution of 
the issues and the notion included in CSR, it has now reached a point in time where we 
have to decide which form CSR should take in our business environment. Exploring and 
predict future possible scenarios of CSR will help us to evaluate our present CSR work and 
also be able to provide ourselves with guidelines how to reach the future shape of CSR 
work, that we wish to have (White, 2005). 

In the fade scenario, CSR is predicted to move into a sort of hibernation with an uncertain 
future. The CSR work will consists of mainly compliance and philanthropy issues. The in-
tegrate scenario holds a throughout integration of CSR issues in corporations daily business 
activities. CSR issues will be present in company strategies, company practices and norms 
such as the Global Compact, GRI and new ISO CSR guidance. In the integrate scenario 
CEO’s and corporations management will realize the importance of CSR issues, and com-
panies that fail to grasp this will experience a competitive disadvantage. The transform sce-
nario means a totally different approach towards CSR. Increased focus on human rights, 
labor and environmental performance of corporations. Corporations’ fundamental purpose 
will be redesigned and more focus will be put on “wealth creation” instead of the former 
short-term focus on “shareholder value”. This will lead to that all company stakeholders 
shall get their part of the created value that they have helped to create. The eminent pur-
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pose of corporations will be to promote social development, this will partly be maintained 
by further implementing laws concerning CSR principles (White, 2005). 
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3 Methodology 

This part is describes why we did things the way we did and also how we carried out the study. The perspec-
tive from which we conducted our research is explained here as are the methods for data collection and other 
relevant factors to consider when conducting a research of this kind. 

3.1 Research perspective 

The view we had whilst working with this thesis can be interpreted as being a hermeneutic 
one, hermeneutics stands for the science of interpretation and originates from interpreta-
tion of the Holy Bible as well as other text’s (Wallen, 1993). This means that we have been 
concentrating on interpreting data rather than to make exact measurements. A hermeneutic 
viewpoint also means that one uses each new piece of text as a tool to reinterpret the holis-
tic picture. When dealing with qualitative methods, especially in management research, the 
hermeneutical circle is a known phenomena. This term basically holds the same meaning as 
the sentence we mentioned above, namely that in order to understand something, pre-
understanding has to be attained, as well as when one has understood the different parts 
one understands the whole picture (Gummesson, 2000). According to Gummesson (2000) 
this circle should be seen and looked upon as a hermeneutical spiral since there is a re-
peated process of understanding and preunderstanding during the research meaning that 
one takes on a new level of preunderstanding at the different stages of the research. This 
iterative process between understanding and preunderstanding is shown in Figure 3 below. 

 

Figure 3: The hermeneutic spiral (Alvesson & Sköldberg, 1994) 

When we conducted our research we found ourselves in a situation which evidently 
matches the hermeneutic spiral explained above and in Figure 3. We began with a holistic 
picture regarding the topic CSR and began to read literature related within this field. As 
time progressed we began to narrow our readings down towards what the future might 
hold for CSR as well as the forces that makes companies work with CSR activities. This 
also meant that we had formulated our purpose. We consider the movement from a broad 
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perspective towards a narrower scope of perception as a shift from understanding to pre-
understanding within the hermeneutic spiral. This shift can also be seen in Figure 3 where 
there are a number of different stages that leads one through the spiral as well as between 
understanding and preunderstanding. From our point of view we started out the process 
with an immense amount of literature and theory which enabled us to observe the phe-
nomena of CSR. This understanding also developed through our dialog/interviews with 
our chosen companies leading on towards preunderstanding and finally this process led us 
to what we would call an understanding of the “whole” in Figure 3, or a “holistic picture” 
as Gummesson (2000) prefers to call it. 

3.2 A  qualitative research 

A qualitative methodology means that the authors looks upon people, settings and groups 
in a way that does not reduce them into figures or variables (Taylor & Bogdan, 1984).  

Qualitative research is concerned with collecting and analyzing information in as many 
forms, mainly non-numeric, as possible. It tends to focus on exploring, in details, smaller 
numbers of instances or examples which are seen as being interesting or helpful, and aims 
to achieve deeper understanding then what is often possible in a quantitative research 
method (Blaxter, 2001).  

These are descriptions that fits in with the approach used when conducting the research 
within this paper since our thesis consists of qualitative data collected from one hand litera-
ture and research that has already been made within this field and the other hand interviews 
with relevant businesses, in order to get an inclusive picture of the situation which is im-
portant according to Taylor and Bogdan (1984). The interviews we performed were not 
supposed to be quantified, instead they can be viewed as meanings expressed through 
words, which suggest that the data these interviews delivered can be looked upon as quali-
tative data (Saunders, Lewis & Thornhill, 2003) 

We have experienced both benefits and drawbacks with using a qualitative method in this 
research. The positive sides have been that we have been able deepen our understanding 
within the specific topic of this thesis.  We have also experienced that we have been able to 
control that we understand things right, since we have been able to ask questions continu-
ously during our interviews. These things have contributed to providing us with a good 
understanding and an easier learning process than one would have faced with a more gen-
eral quantitative study. 

The drawbacks experienced are that our total reliance on interviews have made us heavily 
dependent on them in our empirical part of this thesis. The problem with this is that we 
had unstructured interviews which means that if the interviewee process stalled we had to 
continue the process meanwhile avoiding to lead the interviewees. The qualitative method 
also meant that we can not generalize our results too the same extent as one could have 
done with a quantitative study.  

3.3 Research approach  

The research approach one chooses depends on whether the theory will be precise and de-
cisive in affecting the design of the research. The degree to which one is aware and clear 
about the theory in the early stages of the research, affects the design of the study (Saun-
ders et al., 2003). 
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3.3.1 An abductive research approach 

Our research approach is abductive since we made this thesis using both theory and an 
empirical framework. 

An abductive approach means that one uses both theory and empirical data in a combina-
tion. One also continuously uses both the theory and empirical findings together in order 
to reinterpret each other. This pattern closely resembles the one that is usually called the 
hermeneutical spiral, however there is no direct connection between abduction and herme-
neutics. An abductive approach also means that the researcher uses existing knowledge to 
find structures and theoretical patterns, in a way as if they were established already. The in-
formation is then used to understand the empirical patterns that the researcher has gained 
through his/hers own interpretation (Alvesson & Sköldberg, 1994). 

The description of the abductive approach given above matches the way we conducted our 
research. We started out by literature and then gathered empirical data, through interviews, 
which in turn directed us to searching additional theoretical information. As described 
above by Alvesson and Sköldberg (1994) the abductive process resembles with the herme-
neutical one, and that is something that we also have experienced when making our re-
search. 

3.4 Literature research 

Our most important sources of information are recent articles and research papers about 
CSR. We compliment with literature about marketing and management. Words we have 
used during our search of information have been: CSR, social responsibility, sustainable 
investments, enviropreneurial marketing and corporate governance. In order make this 
thesis as comprehensible as possible we have made sure that we only used litterature that 
were relevant and contributed to the fulfillment of the purpose. The primary search for 
literature was conducted at the library at Jönköping University. We also used the Internet in 
our pursuit for literature and we mainly relied upon ProQuest ABI/Inform as well as 
google scholar.  

As mentioned above our selection process was conducted in a very thorough way since it is 
important to critically review and assess secondary data. We consequently had the ambition 
throughout the work with this thesis that we searched for as a broad littarature base as 
possible in order to give several authors perspective upon the given matters. 

3.5 Interviewing 

We conducted six unstructured interviews with our interviewees since this was an appro-
priate type of interview to conduct when one is pursuing an exploratory research. We had a 
set of themes as a guideline to follow when conducting the interviews in order to get com-
parable result from the interviews. The persons that were interviewed are corporate repre-
sentatives and the main area touched upon was how companies of today deals with CSR is-
sues and what they thought will happen in the future regarding work with CSR (Saunders et 
al., 2003). 

One of our interviews was conducted through a telephone interview, however we have 
chosen not to expand on the methodological impact of this type of interviewing since we 
did not experience any differences during the procedure compared to a traditional inter-
view. 
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3.5.1 Interviewee selection process 

We concentrated our work to MNC’s since we believed that these are the corporations that 
are most likely to be criticized by the public because of their size, which means that they 
are potential large-scale contaminators. The size of MNC’s also means that they hire large 
amounts of people and should therefore, logically, be the ones that lead the way when it 
comes to CSR initiatives (Astill, 2004). 

In our selection process we selected those MNC’s which we concidered to be most suitable 
for the fulfillment of our purpose. According to Blaxter (2001) this is called a purposive 
sampling strategy, which means that the sampling method is conducted through a 
handpicking process were typical or interesting cases are chosen. Our chosen corporations 
are to a varying extent located and related to Sweden since we were not able to travel 
abroad when conducting the interviews. 

Our six interviews were conducted with Ericsson, Akzo Nobel, H&M, Stora Enso, IKEA 
and Company X.  Company X is an alias for a MNC in our study that wished to be anony-
mous. In our empirical findings the fictitious name “David Davidsson” represents Com-
pany X. All selected MNC’s are selected because they play an important role on the Swed-
ish and the global market, and are seen as interesting operators on the Swedish stock ex-
change, with IKEA as an exception. The selected MNC’s also have in common, that they 
are working actively with CSR issues. For a short presentation about these MNC’s please 
see appendix 2. 

3.5.2 Structure of the Interviews 

We performed unstructured interviews in which we did not have any closed questions and 
we did not have a certain number of questions, which had to be answered (Maylor & 
Blackmon, 2005). Instead we had certain areas which we intended to discuss with the inter-
viewees and we were led by the data in the discussion. We intended to explore the area of 
CSR with the respondent and the interviews were recorded in order to make maximum use 
of the data collected. We did provide the interviewees with a sort of interview guidelines 
before the interview to better prepare the interviewees about which issues we wished to 
touch upon, see appendix 3. 

3.5.3 Limitations 

Since we had a limited time frame we could only make a certain amount of interviews. The 
persons we interviewed affected the outcomes of our interviews to a large extent, which is 
understandable by the fact that the interviewees’ personalities, values and ethics will be re-
flected in the answers from the interview.  

We were aware of the risk of biased answers in our interviews which must be considered as 
a limitation in this study. By this statement we mean that the persons that we interviewed in 
the respective businesses probably were keen on demonstrating a positive picture of the 
company they represented. The consequence of this fact is that we probably did not end up 
with a 100% correct picture of the situation. However, we did our best in interpreting the 
received answers as well as formulate the questions in a way that maximized the probability 
of attaining accurate answers. Our initial intention to overcome biased answers, at least to 
some extent, were to make additional interviews within each company in order to visualize 
different viewpoints within each company. Unfortunately because of difficulties of retriev-
ing access within the companies we had to let go of this approach and the main reason was 
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that with most companies it appeared to be hard enough to conduct one single interview 
with a relevant interviewee. Lack of accessibility to employees in MNC’s, and difficulties to 
get access for interviews with the most suitable persons have also affected the outcomes of 
this thesis. MNC’s lack of time to perform in interviews for research purposes have made it 
hard to accomplish, as mentioned above, our desire to interview different persons within 
the same organization in order to achieve a more comprehensive understanding of the con-
text (Blaxter, 2001). 

3.6 Trustworthiness of the research 

The trustworthiness is an important feature and relates to all types of research, and the 
trustworthiness is determined by the validity and reliability of the research (Merriam, 1998). 

Reliability and validity are different in a qualitative research compared to a quantified re-
search, and deals with different aspects (Merriam, 1998). According to Firestone (1987) the 
trustworthiness of a qualitative study is considered to be the extent to which one provides 
the reader with enough information portraying an image that makes the conclusion of the 
author “sensible”. 

Reliability and validity can be arranged with, may it be in a quantitative or qualitative study, 
if one deals thoroughly with conceptualization, data collection and the data analysis as well 
as data interpretation (Merriam, 1998).  

In this research our main focus of the trustworthiness was emphasized towards validity 
more than reliability which is explained in the following two sections. 

3.6.1 Reliability 

If a study is reliable the result of the study would be the same if one were to conduct the 
study again. Reliability is also known to deal with the measurement accuracy and measure-
ment error, and to what extent the results are “stable” and precise (Befring, 1992). Reliabil-
ity is not usually of the same importance when conducting a hermeneutic study, or at least 
it is not viewed in the same way as in a positivistic study (Hussey and Hussey, 1997). This 
claim is also in line with that of Gummesson (2000) who says that qualitative researchers 
most often aims at high validity, while quantitative researchers emphasize reliability. The 
main problem with reliability in qualitative studies and social science is related to the fact 
that human behavior tend to be constantly moving (Merriam, 1998). When conducting a 
qualitative research the researcher tries to visualize the world as people experience it. Be-
cause of the fact that there are many perceptions of how the world looks like, it provides 
no use to time after time make calculations, in the way that constitutes traditional reliability. 
This means that replication will not provide the same results in a qualitative study (Mer-
riam, 1998). 

Since traditional replication does not fit into a qualitative study, Guba (1985) proposes that 
one should not assess the reliability in the traditional sense, but instead define reliability as 
if the results match the data collected and used within the research. 

In order to maximize the reliability we made sure to minimize subjective assessments and 
consequently deal with the data in a careful way. We also pursued the data collection, inter-
views, in a way that enabled us to compare the results between the different companies, 
and therefore we could structure the results in a way that minimized biased interpretation 
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of the collected data. The intention with this way of carrying out things was to make sure 
that our results matched and were consistent with the accumulated data. 

3.6.2 Validity 

The concept of validity is concerned about whether the findings represent what is actually 
happening in the reality and in the given context (Hussey and Hussey, 1997). 

Validity is a complex phenomena when conducting a qualitative research, since reality is 
not something that is fixed and is multidimensional in its definition. This means that the 
classical definition of producing results matching the reality, is somewhat non relevant 
when conducting a qualitative research. However to maximize internal validity in a qualita-
tive study one can use six different methods put forth by Merriam (1998). 

1. Triangulation: meaning that one uses multiple sources of data to confirm the find-
ings one presents 

2. Member checks: deals with taking the result one collects from different persons and 
returns the results to the given persons. This in order to make sure that they have 
given the right answers and that the answers are sensible. 

3. Long term observation: means that one collects data over a long time and/or repeat 
the observations.  

4. Peer examination: is defined by consulting colleagues to give their reflections and 
advice on the produced findings. 

5. Participatory or collaborative modes of research: involves from the molding of the 
research to interpretation of the findings and results. 

6. Researcher’s biases: meaning that the researcher’s opinion and starting assumptions 
are provided at the start of the research. 

When we made our research we actively used several of the above mentioned methods in 
order to enhance the validity. We constantly put efforts to back up statements with multi-
ple sources, providing our interviewees with their own answers which they could comment 
on, which is called triangulation in the framework above. We have to some extent worked 
with confronting our interviewees with the facts stated in the interviews, to reassure our-
selves that the data was plausible. This means that we have done what in the literature is 
defined as member checks. 

We have not worked with long-term observations, since our time frame was limited. We 
have used peer examination as a tool to increase the validity through asking and discussing 
our findings with other students as well with our tutor. 

For practical reasons we have not been able to involve the participants in our research in 
the shaping of the research, or writing the findings for that matter. 

We tried to visualize our own starting point, in terms of our viewpoints and knowledge in 
the beginning of this research. 

We also aimed at making a thorough research process, using clear and well grounded theo-
ries, since Gummesson (2000) states that inadequate research can harm the validity of a 
qualitative study. 
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3.7 Generalisability 

Generalization is a term that is used to decide whether the research results can be applied 
to other situations than the one being brought forward in the study (Hussey and Hussey 
1997). When conducting a hermeneutic study, which lies under the phenomenological cate-
gory, one is supposed to be able to generalize the result of the study using only a limited 
number of cases, as long as the study has captured the essence of the phenomenas one is 
studying (Gummesson, 1991). According to the statement above, made by Gummesson 
(1991) we should be able to generalize our research findings even though we had a limited 
number of cases within this thesis, since we have made our research using a hermeneutic 
research perspective. However we have decided to rely more on the more complex views 
on generalisability, within qualitative research, presented below. The reason for this is that 
more of the literature pointed in that direction as well as the fact that it made more sense to 
us. 

Generalization is also often mentioned as external validity (Saunders et al, 2003). This is 
also the term Merriam (1998) uses when discussing generalisability. Merriam (1998) illus-
trates a more complex picture of generalisability in qualitative research, compared to what 
Gummesson (1991) declared above. In a qualitative research generalization can be compli-
cated since usually only one or a small number of cases are used (Merriam, 1998). One way 
of looking at generalization in a qualitative research is by letting the people in matching 
situations, decide if they want to generalize the findings to their specific setting (Merriam, 
1998). Another perspective is presented by Stake (1978) who explains that in depth knowl-
edge of something specific, enables interpreters to see similarities in new and different mi-
lieus.  

In order to maximize the relevance of generalization in a qualitative research, one can use 
three ways of conducting things (Merriam, 1998). 

1. Rich, thick description: meaning that enough description is given to the reader in 
order to enable the reader to verify, if his/her situation resembles with the research 
situation. 

2. Typicality or modal category: means that in order to make the reader understand 
how much the situation matches his or her own situation, a comparison of the 
event or program, with the ones within the same category or class, should be made. 
This in order to determine how typical it is. 

3. Multisite designs: is defined as using numerous cases and situations, in order to 
maximize the diversity in the phenomena. 

During our research process, we have worked with rich, thick description and multisite de-
signs, as means to increase the generalisability, we have also been influenced by typicality to 
some extent. Rich, thick description has been used since we have explained in what settings 
and under which circumstances the MNC’s is working with CSR. This should make it eas-
ier for readers to interpret the results, and make qualified assumptions to what extent the 
results can be generalized. Multisite design has been used since we have chosen six MNC’s, 
within different industries, working in different situations with the intention to diversify 
our findings, and enable a possible larger extent of generalization to the reader. 

We did also, to some extent, work with typicality since we compared how different types of 
MNC’s worked with CSR and compared what typical ways of working with CSR, that ex-
isted between the MNC’s. 
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We conclude, that even though generalisability of a qualitative research is something com-
plex, we can say, backed up by literature that the result of this research should be possible 
to transit to different settings. 
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4 Empirical findings 

In this part we will present the result of our empirical study, which consists of six interviews with specifically 
chosen interviewees each representing a given company’s CSR department. 

For details regarding the interviewees and their positions within their MNC’s see appendix 
2. 

4.1 The meaning and definition of CSR from MNC’s point of 
view 

There is different interpretations of the CSR phenomena and what notion the different 
MNC’s have chosen to use in their business activities. According to Davidsson (2006), 
Company X does not have any established definition of CSR. Instead they try to connect 
the notion to their business perspective and to the specific areas where they find them-
selves to be able to achieve the most, but they do have discussions internally how to define 
CSR (Davidsson, 2006). Akzo Nobel, on the other hand, claims that they have discussed 
the notion and work with it to a wide extent. Larsson at Akzo Nobel stresses one area of 
concern when dealing with CSR. They try to manage their business in a responsible way 
which concerns several issues like environmental aspects and procedures concerning can-
cellation of employees et cetera (Larsson, 2006). 

Nielsen (2006) at Ericsson prefers to look upon, and divide, their CSR activities into three 
areas: communication for all, code of conduct and social and humanitarian contributions. 
Communication for all is an idea to develop concepts and products to be able to overcome 
the huge differences in the communicational infrastructure between the industrialised and 
the developing countries. The project is not conducted with just a relief work approach, it 
is also business driven. Ericsson’s code of conduct consists of regular issues like environ-
mental and employment issues. Another main issue in Ericsson’s code of conduct is to 
work towards an energy saving development. The social and humanitarian contributions 
are not business oriented. Instead they are seen as relief actions and are carried out in co-
operation with other organizations like the Red Cross and UN (Nielsen, 2006). 

H&M uses a definition in their CSR report, which is that they work to uphold human 
rights, contribute to sustainable social and environmental development and thereby earn 
trust from their stakeholders. When it comes to environmental issues, H&M partly focuses 
on the supply chain where they make demands on their suppliers and transports activities. 
They also have environmental focus in their sales and distribution channels. From a social 
perspective H&M mainly focus on their supply chain because they believe it is the most 
crucial one.  

“Basically it means to be responsible both for the productions of our goods, and where our goods are sold” 
(Dubowicz, personal communication, 2006-05-03). 

Välimaa (2006) states CSR as working with related issues more deeply than what is required 
by law. Välimaa (2006) means that the legal requirements set the base line for Stora Enso’s 
CSR work. There are differences between corporations on which labels that are given focus 
in their CSR work. Stora Enso concentrates on sustainability, which includes three pillars: 
environmental, social and economical. When Stora Enso talks about CSR they mean the 
social pillar, which includes the well being of people (Välimaa, 2006). 
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Bergmark (2006) at IKEA defines CSR as working with social and environmental issues, 
and uses a number of categories, that together constitutes the fundament on which this 
work depends on. Examples on these categories are: energy and transport, products and 
material as well as leadership and competence. Bergmark (2006) also believes that CSR is all 
about exceeding the legislation if one wants to argue that you are doing CSR work. 

4.2 The development of CSR activities until today, and the 
driving forces behind it 

According to the respondents in the interviews the work with CSR begun before the busi-
nesses actually labeled it as CSR activities. Company X has worked with environmental is-
sues since the 70’s and has worked with something similar to a code of conduct since the 
80’s according to Davidsson (2006). Davidsson (2006) also emphasizes that the initiatives 
came exclusively from within the organization when Company X started to work with 
these questions, though both European and American legislation has affected the devel-
opment of the CSR program to some extent.  

A similar situation is illustrated by Larsson at Akzo Nobel (2006), where the work with 
CSR has been growing into the corporate culture. In line with having CSR aspects embed-
ded in the corporate culture Larsson (2006) explains that this enables Akzo Nobel to re-
cruit the best staff since they receive a beneficial image from working with CSR activities. 
Larsson (2006) asserts that the given industry within which Akzo Nobel operates has had 
its influence on the development of the CSR activities. The reason for this is that the 
chemical industry as well as the paint industry is “risk industries”, and therefore it is even 
more important to deal with these risks, in a thorough way, even extra work might be nec-
essary.  

Nielssen (2006) says that Ericsson initiated their CSR work looking at it as 50% branding 
program and 50% as an internal program, in the sense that employees would feel that 
Ericsson does more than is required by law, and therefore makes employees proud. The in-
ternal program at Ericsson was the only program, of this character, that survived the bad 
years that the telecom market experienced during the early 21st century. This helped to mo-
tivate the employees at Ericsson, and convinced everyone that the business was committed, 
and would not abandon the project regardless of the economic situation (Nielsen, 2006). 

According to Dubowicz (2006) H&M had started out working with CSR issues before they 
got officially hanged out in media by a documentary shown on the Swedish Television in 
1997. H&M had started out with building up their own production offices, which enabled 
them to come closer to the reality. This lead to that people that worked with the produc-
tion saw the need for CSR work. As a consequence a sort of code of conduct was worked 
out that pointed in a direction, where H&M made some commitments towards CSR activi-
ties. Already at this time H&M had made sure, that their order confirmations contained in-
formation that emphasized their non-tolerance towards child labor (Dubowicz, 2006). 

Stora Enso has worked with different social issues for a long time, but it is not until recent 
years it has been known as CSR. For example Stora Enso was building houses and 
churches in Finland for over 100 years ago, but as a formalized form CSR has been around 
since 2002/2003. Since one and a half years, Stora Enso has started to build up a CSR co-
ordinator network. The purpose with the network is that Stora Enso wants to have people 
that are specialized in CSR in all their business units. The network mainly consists of peo-
ple who usually are working in human resources or environmental departments, who also 
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gets educated about CSR issues. Stora Enso’s basic CSR principles are health and safety, 
and well being of employees (Välimaa, 2006). 

Välimaa (2006) means that there are several driving forces to be working with CSR. One is 
the internal force, like the challenge when you are starting up a new business in a new 
country, with for example well known problems with corruptions. Then it is important to 
still be able to maintain focus on well being of people and issues like child labor et cetera. 
There are also a lot of external forces from stakeholders but also from different non-
governmental organizations (NGO’s). Välimaa (2006) claims that both internal and external 
factors connects to the entire globalization discussion that: 

“When businesses are going global they have to work with CSR issues” (Välimaa, personal communi-
cation, 2006-05-17) 

Stora Enso’s consider their CSR departments as an important part of the organization. This 
has been apparent during times of down sizing, because the CSR departments have not 
been affected by these at all. This clearly shows that Stora Enso prioritizes CSR issues, 
which also can build internal corporate pride among employees (Välimaa, 2006). 

Every time Stora Enso starts a new project anywhere in the world, they conduct a social 
and environmental assessment. These are often carried out by some external independent 
organization, often some organization within the UN. These assessments provide the CSR 
department with information, which is evaluated and passed on to the management level. 
The management will then decide whether to invest or not. The collected data will help 
Stora Enso to minimize the social and environmental damage that a possible investment 
could lead to (Välimaa, 2006). 

Välimaa (2006) states that Stora Enso also contribute to a lot of charity work. Välimaa 
(2006) stresses the importance that the charity work is linked to the core business. For the 
moment Stora Enso is working with UNICEF on a charity program. The program’s pur-
pose is to increase young girls reading skills. One interesting view that Välimaa (2006) 
states about Stora Enso’s participation in this charity program is: 

“Since Stora Enso produces paper sheets for example books, this means that if people reads more it leads to 
more potential customers for Stora Enso” (Välimaa, personal communication, 2006-05-17). 

Bergmark (2006) explains that the CSR work of IKEA has its roots in the corporate cul-
ture, and is a result of the company’s values. It is a challenge to develop the CSR work 
since training has to be offered in order to make sure that employees, new and old, are 
aware of the goals and intentions with the CSR work. In combination with the training, 
there are also internal competitions with prices that are arranged, in order to stimulate the 
development of CSR within IKEA. Since the CSR comes from the values within IKEA, 
which includes that IKEA wants to improve the everyday life for people, they automati-
cally are obliged to be working with CSR. But CSR is not only about the good intentions of 
IKEA, it is also relevant and looked upon as a business activity. This relates to the expecta-
tions from customers and media et cetera, and their expectations of those large businesses 
should take their responsibility. If we would not look at it from this perspective, it would 
be negative for our business. Bergmark (2006) explains the situation further by saying: 

“We believe that the CSR work is derived from our corporate culture and vision of IKEA, and I am grate-
ful for this!” (Bergmark, personal communication, 2006-05-24). 
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IKEA works with different focus areas such as transports, training as well as products and 
material. Work is being done within the respective area and is evaluated and followed up 
on, through the use of Key Performance Indicators (KPI), meaning that the performance 
within each field can be seen. These figures are also presented in IKEA’s CSR report 
(Bergmark, 2006). 

4.3 Why do MNC’s work with CSR 

Throughout our conducted interviews we noticed there were some differences between the 
adopted motives that had lead to that the MNC’s initiated their CSR work. 

Larsson (2006) highlights the fact, that there are some differences internally within the 
group of companies in Akzo Nobel. The reason for this is that the Akzo Nobel group con-
tains of quite different lines of businesses. The different lines of businesses choose which 
areas or issues within CSR they find most important to put effort in. Larsson asserts that 
there are still similar basic reflections throughout the group. Larsson (2006) argues that if a 
company has such a long history like Akzo Nobel, it is obvious that it is aware of its de-
pendence on the society, the surrounding world and its employees. The nature of some of 
Akzo Nobel’s products, especially chemicals and previously the work with explosives, have 
also lead to reflections concerning health and safety for employees, when dealing with these 
high risk products. Dealing with high risk products also leads to that you are closely ob-
served, which motivates working with CSR (Larsson, 2006). 

“More and more focus is put on CSR issues and you want to extend your work with it to contain more 
than just environmental issues” (Davidsson, personal communication, 2006-04-28). 

It has almost been a trend in the society, but Davidsson (2006) believes that the most of 
the hysteria has started to fade. Davidsson means that it is still important to work with is-
sues like these, especially in MNC, partly from a risk perspective to protect the brand value.  

“We do not want to be subjected to anything that could harm our brand” (Davidsson, personal com-
munication, 2006-04-28). 

Davidsson (2006) also asserts that Company X has worked with their core values: envi-
ronment, safety and quality since Company X was founded in 1927, so they have awareness 
and find the work with issues like these to be a natural part of their business. 

Ericsson on the other hand, initially planed their CSR activities to partly be a branding pro-
gram, to increase the brand value, and partly to increase the internal belief, that Ericsson is 
a responsible company, among the employees (Nielsen, 2006). During the global decline in 
the telecom sector 2000, there was a shift in the CSR work to mainly focus on the promo-
tion of internal factors. This was due to the need to motivate the employees during this pe-
riod (Nielsen, 2006). 

Except internal and external factors Stora Enso also work with CSR as a way of risk reduc-
tion. The risk reduction is to protect the brand value for bad reputation et cetera. Välimaa 
(2006) beliefs that CSR is a marketing tool but not only a marketing tool. To use CSR 
mainly as a marketing tool is not the right way to work with these issues, but maybe we 
could talk more about our work with CSR than we currently do, Välimaa (2006) says. 

“I think we Nordic people are good at this, to do first and then talk” (Välimaa, personal communica-
tion, 2006-05-17). 
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Stora Enso’s human resources department have noticed, that a lot of younger people are 
considering ethically well performing businesses as something important, when deciding 
where they would like to work. This is also an obvious reason to be working with CSR 
(Välimaa, 2006). 

Bergmark (2006) emphasize that the CSR work of IKEA is something that is derived from 
the core values of the business, hence the business related side of CSR is something that 
comes along with this work. Bergmark (2006) also explains that IKEA does not talk much 
about the CSR work, since IKEA has a tradition of doing things first and then talk. Hence 
this implies that IKEA looks seriously on the CSR work, and not only use it as a mean to 
increase their brand value and image (Bergmark, 2006). 

4.4 The extent to which CSR has establish itself within the 
daily business activities and what has it contributed with 

Akzo Nobel has, since a couple of years, a CSR director who works in the group manage-
ment, and reports to the chief executive officer (CEO). The management in the Akzo No-
bel group has also established two bodies to monitor the CSR integration process. The 
CSR Advisory Group and the CSR Council that will help CSR to be embedded in the cor-
poration. The CSR Advisory Group consists of staff directors from the different depart-
ments, throughout the organization, and mainly fosters the preparations of CSR policies. 
The CSR Council major task is to check the feasibility of the proposals from the CSR Ad-
visory Group, and after an agreement the proposals are sent to the Board of management 
for approval (Larsson, 2006). 

One of Akzo Nobel’s core values is social responsibility. These core values are conveyed 
through the organization in different ways. When employing new staff, the newly employed 
have to read through and sign Akzo Nobel’s “Business Principles”, which contains ethical 
issues et cetera. There are different educational programs, mostly based on e-learning, on 
Akzo Nobel’s intranet, which will help the integration process of the core values. Managers 
are also evaluated in different ways, for example how they have met stated goals. There is 
also an extensive reporting procedure and internal information flow about CSR (Larsson, 
2006). A wide flow of information throughout the organization is also eminent at H&M, to 
give all employees a basic understanding about H&M’s aspects of CSR (Dubowicz, 2006). 

Davidsson (2006) states that Company X’s CSR work still focus on environmental and 
some ethical issues. Company X wish that their CSR work will result in better business 
methods and that their employees will be treated in a good manner. Davidsson also say that 
he does not believe that their CSR work effect all employees throughout the organization. 
Since Company X has been working with these issues for a long period of time, he does 
not think that it will result in any larger changes just because they change the name for it to 
CSR (Davidsson, 2006). 

Välimaa (2006) assert that Stora Enso holds a high level of awareness throughout the or-
ganization when it comes to CSR. Stora Enso’s corporate governance structure contains a 
sustainability committee who works with CSR issues et cetera. All divisions are represented 
in the committee. The sustainable committee, meets two times per year to discuss and 
evaluate their CSR activities (Välimaa, 2006). 

Communication regarding CSR is mainly carried out through the CSR coordinator net-
work, Stora Enso’s intranet is also used. These two information channels are mainly used, 
and Välimaa beliefs that these are useful both externally and internally. Stora Enso also got, 



 Bilagor 

 31

since around three years ago, an extensive educational system, which sustainability is a part 
of (Välimaa, 2006). 

According to Bergmark (2006) CSR is a natural part of the work at IKEA, and there are no 
departments that are not affected by the CSR agenda. IKEA’s code of conduct has estab-
lished itself within the business activities, and no supplier can expect to close a deal with 
IKEA if the prerequisites are not fulfilled. This type of activity is an example, basically all 
activities are affected by the CSR thinking within IKEA (Bergmark, 2006). 

Bergmark (2006) asserts that one evidence on IKEA’s commitment to CSR, and the 
spreading of the CSR thinking within the organization, are obvious since the CSR manager 
directly reports to the senior management level. 

4.5 CSR a cost or an investment for MNC’s 

Larsson (2006) explains that Akzo Nobel look upon their CSR work as an investment, in 
what they call “license to operate”, meaning that people acknowledge and accepts the work 
of Akzo Nobel. This is also directly related to the image of Akzo Nobel, hence investing in 
CSR should improve the reputation and image of the business. Larsson (2006) also stresses 
that not working with these questions is not an option for Akzo Nobel, which underlines 
the importance of CSR issues. 

Dubowicz (2006) explains that H&M looks at the CSR work as an investment and not as 
“charity work”. One reason for this is that all the CSR activities are related to the core 
business of H&M, meaning that H&M works with improving things that are connected to 
their business activities. Dubowicz (2006) describes H&M’s view of CSR as an investment 
not as something that one can calculate and translate into exact monetary terms. However, 
H&M are committed to these issues because they believe they are important and will stay 
important in the future. Dubowicz (2006) also reveals that there is a business case in these 
questions, but as mentioned above, the positive outcomes are hard to exactly identify. 

Davidsson (2006) looks at the CSR work Company X is executing as an investment in 
three ways. First CSR is something that is highly valued within the generation of the 1980’s 
and this means that Company X has to be good at working with CSR in order to be able to 
recruit employees from this age group. Davidsson (2006) state that it is a key issue for 
Company X that they can recruit the best possible employees to their organization, as the 
success of Company X is directly dependent upon this. 

Davidsson (2006) asserts that the CSR work made by Company X, also affects the brand of 
Company X, this is especially important since Company X has a good reputation in areas 
related to CSR such as environmental and social issues.  

“If Company X were to neglect working with CSR the result could be destructive for the brand name and it 
is easy to see when looking at what happened for corporations such as Enron in the U.S.” (Davidsson, 

personal communication, 2006-04-28) 

Davidsson (2006) also regards CSR as an investment since improving CSR areas often can 
lead to lower costs. An example of this is that if Company X cuts their energy consumption 
they will automatically save costs as well. Davidsson (2006) believes that it is important that 
businesses can connect their CSR activities to an actual business case, meaning that there is 
a pay off in monetary terms when working with CSR. The reason for this is that this will 
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make companies more eager to work with these questions, though one has to accept that 
the pay-off time is considerably longer than the one of a more “conventional” investment. 

Nielsen (2006) explains that from Ericsson’s point of view, CSR is definitely a cost. How-
ever, if it could not be seen as an investment, the stakeholders would never accept that 
Ericsson is working with CSR. Nielsen (2006) says that since Ericsson has not worked ac-
tively on communicate their CSR activities externally, the internal reaction has instead been 
a success. Many employees has appreciated Ericsson’s social work, called Ericsson re-
sponse, and this has brought good things with it. One large benefit of the mentioned inter-
nal success, has been that it is easier to recruit new staff, as well as keeping the existing staff 
motivated, convincing them that Ericsson is working for a good cause (Nielsen, 2006). 

Stora Enso regard their work with CSR as an investment, but Välimaa (2006) stresses the 
fact with the difficulties to be able to measure the results from activities like these. 

“We have actually played with the idea, of calculating how much the gains are from the CSR and sustain-
ability work. I think it would be really hard to value the gains from working with CSR, but maybe it 
would be worth the hard work if one could use the result to convert the non believers of the benefits of 

CSR.” (Välimaa, personal communication, 2006-05-17). 

Stora Enso put up targets with their CSR activities, which they follow up, in order to be 
able to control that they make improvements (Välimaa, 2006). 

Bergmark (2006), at IKEA, asserts that working with CSR brings costs with it, especially in 
terms of employee costs. However Bergmark (2006) states that: 

 “CSR is an investment and the payoff time is often surprisingly short for CSR investments.” (Bergmark, 
personal communication, 2006-05-24). 

The CSR work can also be considered as an investment, since it benefits the brand, but this 
type of benefit is harder to measure in exact terms (Bergmark, 2006). 

4.6 The long term objectives and expectations of CSR 

Stora Enso works towards the goal to have a decision making process that is integrated by 
CSR issues. 

“A good job for any CSR department is to make themselves unemployed” (Välimaa, personal commu-
nication, 2006-05-17) 

By this Välimaa (2006) means, that one goal with CSR work should be that the investment 
department will know all relevant information, including CSR issues, when considering in-
vestment decisions. Välimaa (2006) also stresses the importance of following the current 
global agenda, to be able to be up to date with new CSR issues et cetera. 

According to Bergmark (2006) the long term goal of IKEA’s CSR work is that:  

“The business of IKEA is supposed to have a positive impact on people and the environment” (Bergmark, 
personal communication, 2006-05-24). 

This goal means that IKEA works to make sure, that the positive effects of their business 
prevail over the negative aspects of the business activities (Bergmark, 2006). 
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4.7 Conceptual changes of CSR within the next ten years 

Nielsen (2006) explains that the future of CSR might to a large extent be decided on who 
becomes the next general secretary of the UN. The reason for this is that the general secre-
tary of the UN are responsible for launching the millennium goals, as well as the global 
compact, and those are factors that directly affects corporations. Nielsen (2006) says that it 
is not very likely that the minimum requirements regarding CSR work are likely to decrease, 
even though a new general secretary might be more leaned towards a focus on business ac-
tivities, since the work has come so far. Instead the issue should be how fast the develop-
ment of CSR will expand. 

Dubowicz (2006) predicts that the hype around CSR will go down in the future and instead 
we will see that more and more will be standardized. However, this does not mean that the 
legislation will increase or expand, which is not something that H&M is afraid of, but many 
actors does not live up to the current legislation today, and therefore increasing the legisla-
tion would probably not be very beneficial. An additional reason for this is also that sanc-
tioning of non compliance is not a practical possibility today, hence increased legislation 
would not increase CSR commitment in the respective non compliance corporations 
(Dubowicz, 2006). 

Larsson (2006) predicts that there will be an increased amount of CSR related legislation in 
the future. This will probably be the case even though Akzo Nobel, together with other or-
ganizations, exceeds the minimum requirements of today. An example of that is Akzo No-
bel’s sustainability report that they do not necessarily has to offer, but have chosen to do so 
anyway. In a sense this kind of behavior could be seen as a way to show the government 
that there is no need for increased legislation.  

“The future is likely to bring with it new and increased legislation within the CSR area” (A. Larsson, 
personal communication, 2006-05-02). 

A similar picture to the one given by Larsson (2006) is illustrated by Davidsson (2006) who 
also believes that the future will bring with it more and increased CSR legislation. Today 
quite a few things related to CSR are voluntary, however Davidsson (2006) says that volun-
tary actions often initiate a situation where legislation follows as a result of the voluntary 
actions. 

Välimaa (2006) believe CSR will be more integrated in organizations in the future, and that 
CSR issues will be more regulated by legislation. 

Bergmark (2006) illustrates a picture of the situation today, where there are two fractions 
that have different opinions regarding the legislation of CSR in the future. One side argues 
for more legislative pressure, while the other side claims that this is not the right way to go, 
since the change and CSR work should come from within the business. IKEA are firm be-
lievers, that legislation is not the right way. Instead IKEA believes that if a business does 
not work with this voluntarily, they will not accomplish much even if there is legislation 
imposed on them. This means that the future of CSR is hard to predict, but Bergmark 
(2006) goes on by saying that corporations that work with this, in the right way, are likely 
of becoming the winners of tomorrow. This statement implies that CSR could probably 
become an even more established phenomena in the future (Bergmark, 2006). 
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4.8 Areas of improvement regarding MNC’s CSR work 

One area that Stora Enso could make some improvement in is health and safety (Välimaa, 
2006). 

“We had seven people dying during 2004, and the same amount of deaths during 2005. This is a horrible 
result” (Välimaa, personal communication, 2006-05-17). 

Välimaa (2006) highlights “systematic stakeholder engagement” as another area of im-
provement. Stora Enso could work closer to stakeholders to be able to get feedback about 
weaknesses et cetera. This could lead to a faster response to external changes regarding 
CSR issues (Välimaa, 2006). 

Bergmark (2006) explains that it is within the issue of climate change that IKEA faces their 
greatest challenge. Especially transports are a tough issue, since the development is moving 
in the wrong direction. More and more transport is moved to trucks instead of railway, 
which means that the pollution increases. The reason for this is the large inefficiency in the 
railroad network and the absence of new innovations within this area. This is not some-
thing good, and it is a tough issue says Bergmark (2006). 

4.9 Areas which MNC’s believes they can contribute with 
positive development within 

Nielsen (2006) believes that the areas which Ericsson can contribute the most within are: 
making the work effective when it comes to the work Ericsson does when a disaster 
strikes, and this is related to what is called Ericsson response. The second is the communi-
cation for all program, bridging the technology gap between the industrialized and the de-
veloping countries. The last one is that Ericsson believes that they can decrease the energy 
consumption in their products, leading to a cleaner environment. 

Davidsson (2006) explains that the main area which Company X works the most within, 
out of the umbrella of CSR activities, is the environmental work. And obviously this is one 
of the areas in which Company X believe they can contribute the most within. 

Larsson (2006) says that Akzo Nobel contributes the most within the areas health, safety 
and environment. Even though Larsson (2006) states that these are areas that Akzo Nobel 
does good in, this is also areas that one can always get better in. But an indication that gives 
an idea about the commitment from Akzo Nobel is that their intention is to be leading 
within the mentioned areas, obviously this has produced results (Larsson, 2006). 

Stora Enso’s strength is that they have been able to implement CSR well in their organisa-
tion. This is for example useful during mergers and acquisitions when it becomes easier to 
implement CSR issues in the management systems et cetera (Välimaa, 2006). 

“Some companies look at sustainability as a separate department, doing something and publishing some-
thing. We put a lot of work into CSR and talking to, for example, our sales division and working on the 

integration into the supply chain.” (Välimaa, personal communication, 2006-05-17). 

Bergmark (2006) believes that IKEA can contribute the most within the area of suppliers 
and producers around the world. Not only by requiring high demands on them, but also 
help them, to live up to the expectations. 
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5 Analysis 

With the theoretical and empirical parts as a base, we will in this section analyse and discuss relevant as-
pects of CSR that is connected to the purpose of this thesis. The analysis also serves as a base from which we 
make our conclusions. 

5.1 Why do MNC’s work with CSR 

It is easy to criticise MNC’s, claiming that they do not take enough responsibility when it 
comes to sustainable development, holding social and environmental issues. However it 
seems like quite a lot of work is being dedicated to CSR, at least compared to what one 
could think when following the debate that is going on today, concerning the ethical re-
sponsibility of large MNC’s. 

It seems like the extent to which a given corporation work with CSR is determined by two 
factors: the extent to which the corporation is operating in a branch with bad reputation 
concerning environmental and social issues. The other one, is that it also seems to be im-
portant in what way the corporation look at CSR, is it something that it has to do in order 
to stay out of trouble, or is it also something that it can use as a competitive tool?  

It is apparent that all of the MNC’s we have interviewed seems to look at CSR as a phe-
nomena that one cannot ignore, or only use as a marketing tool commonly known as 
“green wash”, without conducting any real CSR activities. This might be a regional phe-
nomena, among the northern countries, that corporations here do not promote CSR to the 
same extent, or “talk as loud”, that corporations in other parts of the world do. Both Stora 
Enso and IKEA verified this fact. Stora Enso believed that northern countries are good at 
CSR work and do not just use it as a marketing tool. 

One interesting issue that is often discussed is why companies work with CSR. The reasons 
commonly mentioned vary, but frequently occurring reasons given are legislative demands, 
business incentives and good intentions from the corporations’ point of view. Corporations 
working with CSR, looking at it from a business perspective, seem to be controversial. A 
common public opinion is that if corporations involve financial aspects into the CSR equa-
tion, it is looked upon as a bad thing for some reason. Probably many look at financial 
gains and CSR as two opposites, being mutually exclusive. However, in reality this does not 
have to be the case. All the MNC’s we have interviewed, emphasized that improving the 
CSR of the given business often leads to financial gains, even though this is virtually im-
possible to measure on an exact level. For example, H&M stated that there are a business 
case in these issues, but the outcomes are hard to identify in an accurate way. 

These things resemble much with what is discussed in the literature regarding CSR. Bern-
stein (2004) states that CSR benefits the company since it improve the corporate culture 
and corporate name, leading to possibilities to hire the most qualified employees and moti-
vate the workforce. This is exactly what many of the MNC’s has described, according to 
our empirical findings, as a benefit with CSR and also something that makes companies 
undertake CSR work. This way of dealing with CSR is called the instrumental approach in 
the theory. This means that the CSR work is business driven, more than originating from 
core ethical principles, according to Castka et al. (2004). Miles and Covins (2000) states that 
working with CSR provide businesses with an opportunity to attract customers in segments 
that are sensitive to environmental issues. This should of course be something good but 
today only 5 % of the consumers are categorised as being major dependent on ethical is-
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sues, when making purchase decisions (Dawkins & Lewis, 2003). This is also underlined by 
the interviewed MNC’s, who seem to consider other aspects than ethical consumerism as 
important ones when dealing with CSR. Especially the mentioned reasons above, like keep-
ing the employees happy, and recruitment issues are more commonly emphasised. Akzo 
Nobel explained that their work with CSR issues enables them to recruit the best staff since 
they receive a beneficial image from working with issues like these. Also Ericsson meant 
that their CSR work also helped to motivate their employees. 

Even though factors related to business competitiveness, like benefits for the brand are be-
ing mentioned as being a reason to work with CSR, the initiation of CSR programs, also 
seems to be dependent on the corporate culture, and values of the MNC’s. Many of the in-
terviewed MNC’s, like Akzo Nobel and Company X, argues that they have been working 
with CSR long before the concept became officially known. This means that more “noble” 
values than financial incentives and governmental pressure, make MNC’s work with CSR in 
some cases. According to Castka et al. (2004), this is labelled as the normative approach. 
However, most MNC’s do not have an option since not working with CSR would most 
likely be very damaging to the brand name of the given company. 

5.2 Narrowing down the definition of CSR 

One thing that is apparent when studying both literature about sustainability and discussing 
CSR with MNC’s, is that CSR can have several meanings. For some CSR means working 
with improving social issues, some include environmental aspects and the definitions 
among the literature are to say the least immense. The confusion of the definition of CSR 
is underlined by the definition provided by Marrewijk (2003), who defines CSR as a custom 
made process and there is no standard recipe. Instead every organization should choose 
their own definition related to their business. 

There might be a need to give the notion CSR a fixed definition that enables corporations 
to work with established and predetermined issues. This in order to make sure that some 
aspects are not ignored by corporations. Because of the lack of definition of the notion 
CSR, corporations can still claim to be working with a full-scale CSR program, even though 
they are conducting a limited amount of social and sustainability work. Today there are 
some measurement tools that have taken on a full-scale perspective of CSR. Maybe the 
most common, and established one, is the Global reporting initiative (GRI). The GRI is a 
measurement tool that includes the most relevant aspects that one can link to CSR. Clearly 
defined measurement and reporting tools, like the GRI, should be good to lead the devel-
opment of CSR and these could easily be implemented into annual reports. This is imple-
mented in Finland right now, in line with new legislation. If the GRI, or any other meas-
urement tool, becomes solidly rooted and accepted within CSR reports, we could be one 
step closer to a unified definition, of which concepts that should be included within the no-
tion CSR. 

According to Carroll’s (1991) pyramid of responsibilities, the definition of CSR includes 
four layers, representing different CSR responsibilities, being: economic responsibilities, le-
gal responsibilities, ethical responsibilities and philanthropic responsibilities. Judging by this 
model we find it hard to see that a business can claim to work with CSR just by working 
with economic responsibilities. Looking at the next step that is legal requirements it is also 
unclear if this is enough to be called CSR work.  
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However, it is at this stage that most companies in our empirical section begin to label 
work as CSR related, even though when confronted, most seem to think that one should 
go beyond legal requirements in order to be working with CSR. The last two layers are evi-
dently the ones that most of our interviewees seem to discuss when describing how they 
define and look at CSR. Stora Enso states CSR as working with related issues more deeply 
than what is required by law. 

We consider the definition of CSR as being mostly related to work that goes beyond meet-
ing current legislation. This goes in line with the definition given by CBI (2006), where CSR 
is defined as something that often goes well beyond the legal requirements. However, this 
definition is a bit tricky since the legislation differs around the world and a company that 
has exceeded the legal requirements in China might be on a lower level than a company 
that operates in Sweden that just about meets the legislative demands. According to a defi-
nition of CSR that is based on exceeding legal requirements, the company in China would 
be considered to work with CSR while the company in Sweden, that outperforms the one 
in China with its CSR work, should be considered not to be working with CSR. 

We also believe that it is possible to define CSR to something more specific than Mar-
rewijk’s (2003) definition, as something that the businesses can decide by themselves de-
pendent on their specific situation. We believe that corporations should adapt to CSR and 
not the other way around. This would also provide a base to make more holistic measure-
ments of corporations CSR work, like mentioned above, measurements such as the GRI 
could probably become even larger if corporations worked with a unified definition. In our 
empirical data we have seen that some MNC’s have approached CSR as a tailor-made solu-
tion, this could be a good thing but there are also drawbacks such as avoiding specific areas 
for varying reasons. This is the main problem with having corporations adapting CSR to 
themselves rather than adapting to CSR. 

We believe that Carroll’s pyramid of responsibilities within CSR is an interesting starting 
point when defining what CSR consists of. However we believe that the assumption that 
each level has to be fulfilled before the next step can be obtained is a bit ambiguous, since a 
corporation that performs unethical activities also could be dedicated to some kind of phil-
anthropic activities et cetera. We believe more in a definition where the respective respon-
sibilities are visualised as potentially contributing to each other. This is visualised in figure 
4, which we have developed, where each responsibility affects CSR in a way that not neces-
sarily mean that one responsibility must be considered to be fulfilled in order for the busi-
ness to be able to work with another one. It is also of importance to visualise that a specific 
responsibility might affect another one, as an example a high level of ethics are likely to in-
crease the probability of a business to work with philanthropy. 

To give advice to a new definition of CSR is hard, but we believe it should categorically be 
defined as work going beyond legal requirements, despite the difficulties that brings with it 
which we discussed above. This way of defining CSR is also in line with our empirical ma-
terial. Some MNC’s already define CSR as going beyond the legal boundaries which adds 
credibility to this type of definition. We would also like to see that the definition would in-
clude some sort of base areas that could be linked to some sort of measurement tool, in 
line with GRI for instance. This would effectively increase the transparency, since all com-
panies that work with CSR, has to present the actual results within the given areas of CSR. 



 Bilagor 

 38

 

Figure 4: The relationship between responsibilities 

It is hard for us to be specific about special areas that could be included in a definition of 
CSR, but we think that the base areas seen in the UN global compact, human rights, envi-
ronment, corruption and labour, provide a good base to start from. In order to make a 
more exact definition we believe that a more comprehensive research is needed. 

5.3 The role of transparency in CSR 

The phenomena of transparency seems to have been, and still are, an important part in the 
development of CSR. The development of modern information technology, like the Inter-
net et cetera, started a new era of information flow. These improvements in the informa-
tion flow increased the awareness and gave a worldwide transparency of corporations’ 
business activities to the public, which is mentioned in Panwar et al. (2006). The increased 
transparency has resulted in several changes in the business and social environment. 

A higher level of transparency forces corporations to create and maintain changes in their 
organisations regarding social issues, during recent years often collected under the notion 
CSR. Our empirical findings have shown that MNC’s feel obliged to take the public opin-
ions into consideration, when making business decisions. Stora Enso asserted that there are 
a lot of external forces from stakeholders to be working with CSR. IKEA also highlighted, 
that there are expectations from customers and media et cetera, that large corporations 
should take their responsibility in the society. The CSR work has developed a higher level 
of transparency in corporations, as a result from all the sustainability reports et cetera that 
has become more apparent during recent years.  

Transparency gives, and increases, the power to consumers to put demands for improve-
ments regarding business activities and also issues regarding social factors. This means that 
in the end, there are the consumers who have a big responsibility to change their behaviour 
towards corporations, and to make changes in their patterns of consumerism. We will ex-
pand this argument in the next section of the analysis. 
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We have developed figure 5, which aims to explain, how transparency is a key element in 
providing more information, and thus power, to consumers and other important stake-
holders in the society. CSR work is often presented or communicated in some way, often in 
a CSR report. The extent to which the reports or communication reflects all parts of the 
work, and is clear to the receiver, is defined as transparency in figure 5. 

The model starts with transparency of business activities that enlighten stakeholders about 
the current work that are being done, regarding CSR activities in corporations. The trans-
parency provides information that primarily gives consumers, as well as the group called 
other stakeholders, information that enables consumers to make purchasing and invest-
ment decisions, based on the given company’s CSR performance.  

Also NGO’s can more easily base their decisions regarding the work MNC’s perform 
within CSR, if more information is shared to the public by the MNC’s. However, the bene-
fit might not be experienced as strong as the other two groups perceive it. This could be 
seen as a measure that has increased the power of these two, three including NGO’s, 
stakeholder groups since they now have the opportunity to make decisions that impact on 
the MNC’s business, based on CSR information. 

 

Figure 5: Transparency as a path to stakeholder power 

Corporations and laws obviously affect the transparency of CSR, but not in the same way 
as the other stakeholder groups. Instead corporations and laws are constantly responsible 
for the transparency and can change this at any given time. With this we want to say that 
increased transparency is likely to lead to a greater CSR commitment by the MNC’s, since 
the corporations that performs well, should be rewarded by increased sales et cetera. This 
leads to a positive cycle where continues information, provided to the public, automatically 
will benefit the companies who works and performs well within the CSR area. A prerequi-
site for this model to work, is that consumers and the other stakeholder group, prefers to 
do business with the MNC’s that performs well, and communicates their CSR work. 
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An interesting side note is that GlobeScan (2004) found that an increased public opinion 
wants to see more legislation within the area of CSR. This implies that the CSR legislation 
could be harder. However, it is uncertain whether the public opinion can affect that new 
legislation will be practically enforced. We believe that a higher level of transparency will 
lead to a better society with fair working conditions et cetera, when MNC’s have to be 
more responsible when conducting production in developing countries. Hence, transpar-
ency is a key element to improve the society, as well as CSR itself. 

5.4 Consumers control the future and destiny of CSR 

In order to make sure that CSR do not become just another management fad, without any 
real impact on the way corporations conduct their business activities, it is important that 
the awareness of CSR is established among the consumers. A method to do this was pre-
sented in the transparency section above. It is the consumers that have the potential power 
to make corporations work harder with CSR issues. The reason for this is that the profit 
driven corporations are dependent on the consumers. If consumers make active choices 
promoting ethically well performing businesses, this would be an incentive for businesses 
to focus more towards CSR activities. The day an ethical and sustainable product attracts 
more attention, and is more appealing to a consumer, than an unsustainable product with a 
lower price, it is much more powerful than legislation. This because it makes businesses 
compete against each other, in being the best performing CSR business, in order to attract 
customers.  

The effect of this situation would imply that if companies that cannot live up to the expec-
tations of their consumers/customers will loose their “licence to operate”, and the conse-
quences could evidently be seen in the financial result of the business. This way of reason-
ing, makes sense if we look at the empirical research we have done in this thesis. Akzo No-
bel explained that they also looked upon their CSR work as an investment in their “license 
to operate”, meaning that people acknowledge and accepts the work of Akzo Nobel. 
Maybe the most extensive CSR work seems to be performed by the companies that most 
of all emphasize using CSR as a competitive tool in order to attract customers. 

The main issue is that consumers cannot demand that corporations should work harder 
with CSR issues if the demands are not being manifested by the buying behaviour of the 
customers. If one person claims that a business is polluting the world but still buys their 
products, the consumer automatically gives the business his or hers support, regardless of 
what the person says. It is worth noting that only about five percent of the total amount of 
consumers is actively letting their views upon what is ethically right to direct all of their 
purchasing decisions, this according to Dawkins and Lewis (2003). However Dawkins and 
Lewis (2003) also states that factors related to CSR are becoming increasingly important for 
consumers when making purchase decisions, which have increased in importance by 100% 
during the last five years. This indicates that the development is going in the right direction. 

With this we want to say that it is up to the consumers to decide whether or not, corpora-
tions will change and work even more with CSR in the future. Legislation and corporate 
champions might also be contributing to some extent, but we believe that it is the consum-
ers that are the key if the future of CSR is going to evolve into the right direction. New leg-
islation might obviously lead to improvements, but it only means that corporations will live 
up to the minimum standard and when meeting the requirements the improvement process 
is brought to a halt. 
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6 Conclusions 

In this chapter we will present our conclusions based on the most important information we have discussed 
in the analysis, as well as answering the purpose of this thesis. 

The reasons why companies work with CSR ranges from looking at it as a business activity 
that enables corporations to generate profit, to perceiving it as something that is originated 
from the core values within the firm. Often the case in reality is something in between 
those two extremes. It is common that corporations work with CSR because they do not 
want to do anything that could damage their brand, as well as making sure that they have a 
good reputation, enabling them to recruit the best employees et cetera. Another important 
factor is that corporations have to work with CSR because of the legislation within the area 
of CSR. 

In order to make CSR more effective and influential in the society, we believe that a cohe-
sive definition is necessary. The reason for this is that there currently are a large number of 
definitions holding different meanings. A narrowed down and more precise definition will 
make sure that no companies use CSR as only a marketing tool, but instead they have to 
deal with specific areas in order to work with CSR. We have proposed a definition that is 
based on the assumption that one has to go beyond the legal requirements. We also believe 
that the four main areas in the UN Global compact (see appendix 1), can provide a funda-
ment in the definition, since these areas are relevant to consider for most corporations. To-
gether with the UN Global compact we think that the GRI also represents relevant factors 
to consider when defining CSR, this is especially important since if used properly, GRI im-
proves corporations’ communication about their CSR activities to the public. 

In order to provide the public with information about CSR, enabling stakeholders to affect 
corporations through directed investments and purchases, we consider it important to in-
crease the transparency. The transparency of corporations’ CSR work is communicated 
through CSR reports, as well as through different channels of media like newspapers, the 
internet and TV. The information provided to the public, especially to the consumers, ena-
bling targeted purchasing and investment decisions, are according to us a factor that in-
creases the power of the stakeholders. This increased power will make corporations use 
good CSR performance as a competitive tool leading to a cycle of continuously increasing 
CSR dedication and transparency. Though this requires, that the consumers prefer to pur-
chase their products and services from the best performing CSR corporations. 

We believe that the most powerful way of increasing the amount of work corporations 
dedicate towards CSR activities, is to provide the public with as much information as pos-
sible concerning corporations CSR activities. The transparency this offers to especially the 
consumers make sure that consumers/customers can make purchasing decisions based on 
the companies CSR performance. We believe that it is the consumers that have the largest 
potential to make corporations accelerate the pace of development within the area of CSR. 
The reason for this is that if consumers demand more CSR activities and manifest this de-
mand through purchasing decisions, corporations will have to use high quality CSR work as 
a mean to increase their competitiveness. It should be noted that we found that the com-
panies that regards CSR as a competitive tool today, to a large extent also were the ones 
that seemed to work the most with CSR. This indicates that the competitive factor is an 
important incentive that makes corporations expand their CSR activities. 

We are aware of the fact that increased transparency alone will not do the job, since today 
only 5% of the consumers let ethical issues direct their purchases. This means that in the 



 Bilagor 

 42

future the consumers must make ethical matters such as companies CSR performance the 
deciding factor, outcompeting price and quality as the main purchase determinants. We be-
lieve that it is only then CSR will become the decisive and powerful tool it is supposed to 
be. Until that day comes CSR will probably continue to be something many corporations 
work with only living up to the minimum requirements the legislation represents today. 

6.1 Reflections 

In order to make fundamental changes and add power to CSR we concentrated on con-
sumers in this research. This since we believe that it is the strongest group that has the 
most potential to influence what corporations does in the long run. However there are 
many other factors that are relevant to consider. One thing is that the investment decisions 
of today seem to be very focused towards short term profit and gains. Shares are bought 
today and are sold tomorrow. A long-term ownership perspective where ethical values are 
important does not seem to be common these days. We think that investors should be 
more careful and not only be tempted by short term gains, but instead focus on ethical 
variables like CSR performance when doing investments. This could possibly also turn out 
to be profitable in a long term perspective.  

We also believe that many businesses seem to have a collection of values that are commu-
nicated to the public, and also pursue a lot of good work within their CSR programs. How-
ever, the very same organizations can take decisions that are totally unethical all of a sud-
den, making one wonder if these values really reflect the true nature of the corporation. 
These are our own general thoughts of the markets in general and should absolutely not be 
considered to be directed to the corporations that are included in this study. 

When visiting the companies that were included in this study we became almost exclusively 
impressed by the way the corporations worked with these issues. It is apparent that the 
companies take their CSR work very seriously and all interviewees seemed to possess an 
impressive knowledge within the field, and did not seem to be holding back any informa-
tion. We suspect that it was so since companies situated in the Scandinavian countries gen-
erally perform very well when it comes to CSR. 

One thing that we have experienced during the work with this research is that it seems like 
a lot of people tend to believe that MNC’s and corporations in general should act more 
ethical, but very few seems to consider changing their purchase patterns in order to reward 
the corporations that performs well in CSR. 

6.2 Implications for future research 

We believe that a research expanding on how one can make consumers to value well per-
forming CSR corporations, more than they do today, would be interesting. If one can iden-
tify how to increase the consumers’ valuation of CSR aspects in their consumer pattern, we 
think that a significant step towards a brighter future could be taken. 

It would also be interesting to make comparisons between specific industries in order to 
see if there actually are differences in the CSR work. There seems to be a strong connec-
tion when one makes a brief overview of companies that work in branches with bad repu-
tation like the oil industry, and other branches that are looked upon as more harmless. 
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Appendix 1: The Principles of the UN Global Compact 

There are ten principles in the UN Global Compact (UN, 2006): 
 
Human rights: 
Principle 1, Business should support and respect the protection of interna-
tionally proclaimed human rights, and 
Principle 2, Make sure that they are not complicit in human rights abuses. 
 

Labor: 
Principle 3, Businesses should uphold the freedom of association and the ef-
fective recognition of the right to collective bargaining. 
Principle 4, The elimination of all forms of forced and compulsory labor. 
Principle 5, The effective abolition of child labor, and 
Principle 6, The elimination of discrimination in respect of employment and 
occupation. 
 
Environment: 
Principle 7, Businesses should support a precautionary approach to environ-
mental challenges. 
Principle 8, Undertake initiatives to promote greater environmental responsi-
bility, and 
Principle 9, Encourage the development and diffusion of environmentally 
friendly technologies. 
 
Anti-Corruption: 
Principle 10, Business should work against all forms of corruption, including 
extortion and bribery. 
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Appendix 2: Selected MNC’s 

All selected MNC’s are selected because they play an important role on the Swedish and 
the global market, and are seen as interesting operators on the Swedish stock exchange, 
with IKEA as an exception. The selected MNC’s also have in common, that they are work-
ing actively with CSR issues. 

H&M: 

H&M are a worldwide actor in the fashion industry, represented in 22 countries and has 
over 50,000 employees. H&M have been in the industry for over 50 years and were during 
the 90th hardly criticized in media for not being social responsible. At H&M we interviewed 
K. Dubowicz (personal communication, 2006-05-03). 

Company X: 

Company X is a famous MNC known for its good norms and values, and has over 80,000 
employees. At Company X we interviewed D. Davidsson (personal communication, 2006-
04-28). 

Ericsson: 

Ericsson is a world-leading provider of telecommunications equipment and related services 
to mobile and fixed network operators globally. Ericsson was founded in 1918. At Ericsson 
we interview D. Nielsen (personal communication, 2006-05-02). 

Akzo Nobel: 

Akzo Nobel is an international Fortune 500 company, represented in over 80 countries. 
Akzo Nobel has over 60,000 employees divided into 13 business areas. Akzo Nobel has a 
wide range of products in the areas of healthcare, coating and chemicals. At Akzo Nobel 
we interviewed A. Larsson (personal communication, 2006-05-02). 

Stora Enso: 

Stora Enso produces paper, packaging and forest products. The Stora Enso Group has 
46,000 employees in more then 40 countries. We conducted our interview with M. Välimaa 
(personal communication, 2006-05-17). 

IKEA: 

IKEA has 220 stores in 33 countries, and producers over 9,500 articles in the area of home 
furnishing. The first IKEA store opened in 1958 in Älmhult, Sweden. At IKEA we inter-
viewed T. Bergmark (personal communication, 2006-05-24). 
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Appendix 3: Interview guidelines/areas 

1. What meaning does the term Corporate Social Responsibility hold for 
you? 

2. When did your organisation start to work with CSR issues, and what 
kind of driving forces made you start? 

3. What is your motive, driving force, to be working with CSR related is-
sues? 

4. How does your organisation work with CSR issues today? 

5. What meaning does CSR have in the daily business activities, and what 
has it contributed with in your organisation? 

6. Do you look upon your work with CSR as an investment or as a pure 
cost? 

7. What are your organisational goals in the long run, and what expecta-
tions do you have on your work with CSR issues? 

8. In what ways do you believe that the work with CSR issues will develop 
during the coming ten years? 

 

 


