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Abstract

There is a shift of values in the Western society of today from material to immaterial values
Löhman and Steinholtz (2003). This changes together with the interest among people in
Sweden and  in the rest of the Western world to travel and experience new cultures the de-
veloping world has come closer. This has raised the awareness of the role of companies re-
garding social responsibility since most companies have suppliers, producers or some other
kind of involvement in developing countries. Today several companies are engaged in cor-
porate social responsibility (CSR) issues. However, the topic of CSR has to a large extent
divided a large part of the Swedish business world due to the strong opinions regarding this
topic.

The purpose of this thesis is to investigate how the concept of CSR is perceived by Swed-
ish corporations and what implications it yields. This will be done by comparing the views
of three different groups: managers in Swedish small and medium sized enterprises
(SME’s) and managers of Swedish large sized enterprises (LSE’s), responsible for CSR im-
plementation, supplemented with the view of independent thinkers.

To perform the study a qualitative method has been used. Eleven interviews have been
conducted with company representatives as well as independent thinkers that are involved
in or have a great knowledge in the field of CSR. The respondents have been divided into
three groups: ethically driven SME’s, LSE’s working with CSR and independent thinkers.

The concept of corporate social responsibility is perceived very differently in between the
three groups. The views are split regarding their fundamental understanding of CSR, which
is reflected in their relation to stakeholders as well as their thoughts about the future devel-
opment of CSR. The motives, ideological and commercial, for working with CSR also dif-
fers and some external thinkers believe that there are no motives for engage in CSR at all.
The ethically driven SME’s have built their core business on social responsibility and is
therefore the backbone of the companies. The LSE’s core business is not built on social re-
sponsibility, but rather on demands from the customers, who they regard as a critical
stakeholder group. Some of the independent thinkers instead adhere to the shareholder ap-
proach and reject the concept of CSR. Nevertheless, all of the respondents agree on why
CSR has developed, which is due to globalisation.
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1 Introduction

This chapter deals with an introduction of the thesis. It starts with a broad background about the subject
studied. Then it narrows down to a problem discussion, which leads to the purpose of the thesis.

1.1 Background

Change is constant. The society together with its values and beliefs is constantly changing.
There is a paradox in today’s society with its consuming and materialistic attitude together
with the increase of postmodern values (Inglehart, 1990), where lifestyle is more important
than economic gain. Löhman and Steinholtz (2003) confirm that there has been a shift
from material to immaterial values in the Western society, which started to accelerate dur-
ing the 1990’s. This goes hand in hand with the theories of the generations X (born be-
tween 1962 and 1977) and Y (born between 1978 and 1994), who want to feel that they are
doing something good for the society and making a difference in people’s lives. Generation
Y also admire honesty and ethical behaviour in their role models and leaders and expect
these people to practise what they preach (Gooderham & Nordhaug, 2003). This change is
society together with the trend of travelling and experiencing new cultures has made the
world more tangible for the ordinary person and customer in developed countries. An out-
come of this is that it is harder for people to accept an unfair history of a product such as
immoral treatment of people in other countries and thereby have higher demands on the
corporations having their production in these countries (B. Söderberg, personal communi-
cation, 2006-03-15). Jensen (1999) argues that the society has moved away from the agrar-
ian society to the industrial society to the information society and that it is now entering the
dream society. The dream society is society where businesses, communities and individuals
will thrive on the basis of their stories. An example of this is that consumers happily pay
more for eggs from free-range hens because of the story behind the egg (Jensen, 1999).
The story behind the product or service has become increasingly important and therefore
companies have to be aware and take responsibility to ensure that their products and serv-
ices have a good history.

Wangari Maathais, the 2004 Nobel Prize Laureate, stresses that firms need to take respon-
sibility for a more sustainable and healthier environment, since they continuously use the
world’s resources. Sustainable development, democracy and peace are inseparable accord-
ing to her. Moreover, she states that this is the time for these issues and that consumers
will support companies that accept and take social responsibility (Granström, 2005). Thus,
will firms not only be accountable to their shareholders, but to a wider group of
stakeholders, which includes local and regional communities within the firms operate
(Gooderham & Nordhaug, 2003). Today, some small and medium size enterprises, SME’s1

companies have built their business idea and vision directly on ethical considerations and
these companies hade have a great media exposure around the world.

With lead words of openness and transparency the ethical demands and pressures on large
scale enterprises (LSE’s) have increased. Today these companies are not accountable only

                                                  

1 1 SME – Small and Medium Sized Enterprises, small enterprise have fewer than 50 employees, the annual turnover should not
exceeding 7 million or an annual balance sheet total not exceeding 5 million euro. Medium enterprise should have fewer than 250
employees and their annual turnover should not exceed 40 million or the annual balance sheet less than 27 million euro
(http://europa.eu.int/scadplus/leg/en/lvb/n26001.htm, 2006-05-21).
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to their shareholders but to a wide range of stakeholders since they have to accept that they
will be held accountable for both economic and political development in the areas where
they function as well as their employees’ working conditions. A common response has
been to create codes of conduct or ethical codes that are specific to the firm (Gooderham
& Nordhaug, 2003). Apart from corporations there are a number of voluntary and non-
governmental organisations that work with ethical questions, such as GRI2, the millennium
development goals3, corruption and fair trade. Hence, it is in this light that the current
subject for debate, corporate social responsibility (CSR), has come forth and there is a
strong indication that CSR is a current and relevant topic that is receiving increased atten-
tion in both business and social life.

Today CSR is voluntary, however, it is an intensive debate if CSR should continue to be
voluntary or whether a regulatory framework should establish minimum standards. There
are some indications of the current interest in this area such as the ISO 26000 standard,
which will be launched in 2008 (Arbetslivsinstitutet, 2006). However, there are some critical
voices around the increasing interest about CSR. This spring it has been a vivid debate in
the Swedish newspaper, Svenska Dagbladet, where Mats Qviberg, CEO at Investment AB
Öresund, argues that this mixed-up debate about ethical and sustainable development has
to be stopped. Others agree and say that capitalism has been proven to be the most effec-
tive means ever created for raising the living standard of the public. By acting in their own
interest, the capitalist create jobs, produce goods and services and being innovative they
raise society’s standard of living (Cbisonline, 2006).

1.2 Problem Discussion

Nowadays some of the largest global brands have so much economic power in developing
countries that their influence can have a greater impact on environmental and social issues
than the local government. Of the world’s top 100 economies are 51 corporations and only
49 are countries according to Deri (2003). Many people are questioning what role the com-
panies should have and what their involvement should be. Frankental (2001) states that
CSR initially emerged as a response to the social consequences of structural economic
change. It implies that a company is responsible for its wider impact on society.  Due to the
economic structural change a lot of companies have been forced to rethink its strategy and
have diverted enormous resources into responding to non-governmental organisational
(NGO) concerns and a number of other companies are committed to producing annual
social reports.  He further argues that these reports have been dismissed by some NGO’s
as “window dressing”, but the fact that companies have started to accept that they have to
account for their wider impact on society is an important step in this development.

                                                  

2 The Global Reporting Initiative (GRI) – is a globally applicable Sustainability Reporting Guidelines. The organisation uses these guide-
lines for reporting the economic, environmental, and social dimensions of their activities, product, and services
(http://www.globalreporting.org/about/brief.asp, 2006-05-21).

3  The Millennium Goal – are eradicate extreme poverty and hunger, achieve universal primary education,  promote gender equality and
empower women,  reduce child mortality,  improve Maternal Health,  combat HIV/AIDS, malaria and other diseases, ensure environ-
mental sustainability, and develop a global partnership for development (http://www.undp.org/mdg/, 2006-05-21).
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“…nowadays CEOs must satisfy their shareholders’ expectations of profits and growth without ignoring
the demands of another class of stakeholders that is growing in power activists and advocacy organisations
that research and campaign on various social and political causes…”

            (Deri, 2003, p. 26)

Deri (2003) suggests that companies should make alliances, not war, with crusading exter-
nal stakeholders. Consumers have become more concerned about health, social or political
issues and the activists who get their attention and organise them have become more em-
powered than ever before. In general the public increasingly expect corporation to act in a
more socially responsible way, and that the companies should offer services and products
that do not cause any social and new environmental risks. According to a survey, related to
the CSR issues, eight out of ten people in Europe and the USA were willing to pay more
for a product or service from a company who works with social responsibility (Deri, 2003).
CSR is at its crossroads, there are some questions that dominate the CSR agenda. There is a
debate whether sustainable development should be a concern for companies at all, if yes,
should it continue to be voluntary or regulated by some minimum standards (Gooderham
& Nordhaug, 2003). The same discussion is in full progress in Sweden, and lately the de-
bate on CSR has been intensified in the media during this spring. The critical voices think
that it is a mixed-up debate about ethics and that the new ISO standard, which is to be in-
troduced in 2008, is not of any significance. According to Thomas Östros (2006), minister
of commerce in Sweden, many of the Swedish companies represent the international model
for CSR issues. He further states that CSR is not only an obligation for companies, it might
also be a competitive advantage. Swedish companies must take the business opportunities
that international markets offer, which is a question of survival for both companies and the
country Sweden, Östros argues. The Swedish government works actively to increase the
awareness of social and environmental responsibility. This has become a question of prior-
ity for the government to actively stimulate Swedish companies in corporate social respon-
sibility (Östros, 2006).  Also in the EU CSR is a current topic for discussion, CSR is on the
European Commission’s agenda and it aims to promote CSR management skills and foster
it among small and medium-sized businesses and to integrate it into EU polices (Gooder-
ham & Nordhaug, 2003).

Why has CSR become of increased concern, and what is the meaning of this and which
implications will it have in the future? There are probably several influences in this area,
such as the society with its values and beliefs, unexpected scenarios and events, and the
stakeholders’ influence on the companies. Several engaged people within this area are trav-
elling around Sweden and give lectures in social responsibility and some of them have got
lot of exposure in the newspaper, radio and television.

Lectures given by the Member of Parliament Alf Svensson and the entrepreneur Björn
Söderberg at JIBS in April 2006 about corporate social responsibility left us with more
questions than we had when entering the lectures, such as: will companies have the option
of not involving in CSR activities in the long run? The topic of CSR has divided a large part
of the Swedish business world due to the strong opinions regarding this matter. In the
limelight of the above it is of interest to go behind the different motives of CSR in order to
receive some indication of what the future holds regarding CSR. Will CSR fade away from
corporate and public agendas or will it becomes aligned, integrated and be fully institution-
alised in a company’s strategy and operations (White, 2005)?
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RQ = Research questions

Figure 1.4. Disposition of the Thesis.

RQ

Background
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Method

Discussion

Conclusion

Analysis

Empirical
Findings

1.3 Purpose

The purpose of this thesis is to investigate how the concept corporate social responsibility
(CSR) is perceived by Swedish corporations and what implications it yields. This will be
done by comparing the views of three different groups: managers in Swedish SME’s and
managers of Swedish LSE’s, responsible for CSR implementation, supplemented with the
view of independent thinkers.

1.4 Outline of the Thesis

The disposition of this thesis will be based on the illustration below.

Background

This chapter deals with an introduction of the
thesis. It starts with a broad background about
the subject studied. Then it narrows down to a
problem discussion, which leads to the purpose
of the thesis.
Frame of reference

The frame of reference deals with theories and
other sources used to facilitate the empirical
study. The frame of reference deals with the
concept of CSR, stakeholders, motives and
benefits and obstacles with CSR. At the end of
the chapter a summary connects the different
themes, which leads down to the research
questions. These questions form a foundation for
the analysis.
Method

This chapter describes how the empirical study
has been performed. The choice of approach and
technique, and other methodological issues
concerned with the subject are described and discussed.

Empirical Findings

This chapter deals with the result from the empirical study. A presentation of the three
groups as well as the result from the eleven interviews is represented in this chapter.

Analysis

The analysis is a mix between the frame of reference and the results from the empirical
study. Within the analysis the research questions will be answered and thereby constitute a
foundation for this chapter. The analysis follows the structure of the research questions.

Conclusion

This chapter presents the conclusion of the thesis and answers the purpose from the back-
ground.

Discussion

In this chapter we further discuss the thesis and the subject studied.
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2 Frame of Reference

The frame of reference deals with theories and other sources used to facilitate the empirical study. The frame
of reference deals with the concept of CSR, stakeholders, motives and benefits and obstacles with CSR. At
the end of the chapter a summary connects the different themes, which leads down to the research questions.
These questions form a foundation for the analysis.

2.1 Disposition of Frame of Reference

In adherence to the purpose and problem discussion we have created the frame of refer-
ence. Different definitions are discussed and the current history of the subject is described.
When doing the theoretical research we found that the stakeholder approach was a signifi-
cant theme within the CSR field, hence this approach is described. To be able to discover
the implications of CSR, we have chosen to focus on the ideological and commercial mo-
tives of CSR. The benefits and obstacles of CSR are also included, which we think is of
importance in connection to the purpose and the different groups studied. In the purpose
it is described that we are to focus on both larger and smaller companies and therefore the
concept of CSR is described and discussed in relation to smaller companies as well.

2.2 Contemporary History and the Driving Forces

The comprehension of what is creating value for companies and individuals have changed
radically (Henderson, 2001; Löhman & Steinholtz, 2003). The individual and the company
have gained more power in proportion to state and politicians. There are three important
parts in this development; the change in values from material to immaterial values, indi-
vidualisation and deregulations (Löhman & Steinholtz, 2003).

Around the world there are other strong driving forces with the power to be large organi-
sations.UN’s Global Compact is an appeal to all the worlds companies to contribute to a
sustainable development by following nine principles in their business (Löhman & Stein-
holtz. 2003). The nine principles build on the UNs universal declaration about Human
Rights, ILOs (International Labour Organisations) convention about fundamental ways of
working and the relationship to the environment. There was also a signing in Johannesburg
2002, which states that within ten years it should exist sustainable production- and con-
sumption pattern. The idea got the name Triple Bottom Line, which means to create condi-
tion to actually measure how sustainability develops. At EU’s meeting in Lissabon 2000 it
was decided that EU should be the strongest economy in the world built on competence
and sustainable development, this is put together in EU’s Green Paper (Henderson, 2001).
When it comes to sustainable accounting of companies who work with CSR, they report
financial-, social- and environmental issues. GRI, Global Report Initiative is a framework
with guidelines about how and what the companies should report (Henderson, 2001).    

The forces behind CSR are according to Löhman and Steinholtz (2003); customer and so-
ciety, the employees, the owners and investors. They adhere that the customer is one of the
strongest forces behind a company’s work with CSR. The customer is also one of the com-
pany’s most important stakeholders. The customer, either she is a consumer or a B2B
company, expects value from the company which meets the price that she has paid. Why
should the company care about the public? One reason is that most people in Sweden own
stocks either direct or indirect though the national pension insurance fund and by that
owns the company or are at least potential investors. The fund owners pressure becomes
stronger and stronger, argue Löhman and Steinholtz (2003). Another reason is to attract
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competent co-workers. Citizens have impact on the companies as consumer, employees
and owners. Customers demands have increased, today it is not any longer enough to de-
liver a good, product or service. The product or the company has to stand out with some-
thing, values which the customer could identify with. Examples of unethical behaviour
could be large severance payments and extensive bonuses to top managers, and the exploi-
tation of people and the environment in developing countries.  From a CSR perspective
the employees is one of the absolutely most important strategic stakeholders for the com-
pany. If the company not treats their employees well, they run the risk to lose important re-
sources – the competence (Löhman & Steinholtz, 2003).

According to Dr. Simon Zadek, chairman at the institute AccountAbility in London,
“…finance is going to be the strongest driver in the CSR-development the next five years” (in Löhman &
Steinholtz, 2003, p. 70). What he intends with these words is the fast development espe-
cially in United Kingdom and remaining Europe and how the financial actors have devel-
oped their actions. A different picture of what a company is responsible for in combination
with a changing view of what creates financial value over time have lead to a new way to
view the financial area (Löhman & Steinholtz, 2003).

2.3 What is Corporate Social Responsibility?

Since the 1970s the society’s expectations on business ethics have steadily increased (Lan-
tos, 2001). Today companies are expected to offer products and services that do not cause
any environmental or social harm and preferably contribute to the sustainability of the en-
vironment and the livelihood of people in producing countries (Deri, 2003).

Corporate social responsibility (CSR) is an evolving concept with unclear boundaries and
without precise definitions (Frankental, 2001; Lantos, 2001). Therefore no universal defini-
tion of CSR exists. Companies and organisations often create their own definition or inter-
pretation of CSR and adjust it to their interests. It is in general difficult to know what com-
panies should be responsible for regarding CSR (Tullberg, 2005).

Frankental (2001, p.19) argues that CSR in general implies that “a company is responsible for its
wider impact on society”, which grasps the major idea of CSR. The World Business Council for
Sustainable Development defines CSR as: “CSR is the continuing commitment by business to be-
have ethically and contribute to economic development while improving the quality of life of the workforce
and their families as well as of the local community at large” (Moir, 2001, p.18). Frankental (2001)
takes it further and says that CSR has to be about the company’s long-term effect on soci-
ety, otherwise he regards CSR as a PR strategy:”CSR is about a company’s long-term footprint on
society. It is about the extent to which a company is prepared to examine and improve its impact on all
those affected by its activities and to view its long-term reputation within the context of the social and ecologi-
cal sustainability of its operations” (Frankental, 2001, p.23). According to Andriof and McIntosh
(2001) CSR include four distinct areas, which are the environment, the workplace, the
community and the marketplace. The companies can actively work within these four areas
and set up programs to actively control and change the effects of their operations. Moir
(2001) adds two important areas, ethics and human rights that large companies in Europe
look at regarding CSR. Löhman & Steinholtz (2003) regard CSR as a combination of three
separate parts: sustainability, corporate accountability and corporate governance. Sustain-
ability is about balancing the social, economic and environmental issues in the world so
that our survival is not threatened in the long-run. Corporate accountability is about the
company’s reliability and the concept is used when discussing how the company is handling
this situation. The concept of corporate governance is used in the discussion on how com-
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panies are run, which is mainly about openness and reliability. According to Carroll and
Buchholtz (2003) a firm that is socially responsible should strive to make a profit, obey the
law, be ethical and be a good corporate citizen, this model will be further developed below.

2.3.1 Four Kinds of Social Responsibilities

Carroll (Carroll & Buchholtz, 2003), who is frequently quoted in this field of research, de-
scribes CSR as a concept that involves four kinds of social responsibilities: economic, legal,
ethical and philanthropic. Economic responsibility is to produce goods and services that the so-
ciety wants and sell them at a price that society thinks represents their true values and these
values also provide the business with profit. Legal responsibilities are about the laws, which
are the ground rules in society, which business are expected to adjust to. It is the responsi-
bility of business to society to obey the laws. According to Carroll the legal responsibilities
do not meet all the expectations society have on business since the law cannot address all
topics, the law lags behind current issues of what is regarded as appropriate behaviour and
the law is made up by lawmakers that have their personal and political interests. Ethical re-
sponsibilities incorporate activities and practices that are expected by the society but that are
not included in the laws. “Ethical responsibilities embody the full scope of norms, standards, and ex-
pectations that reflect a belief of what consumers, employees, shareholders, and the community regard as fair,
just, and in keeping with the respect or protection of stakeholders’ moral rights” (Carroll, 1999 in
Carroll & Buchholtz, 2003, p. 37). Changes in ethics or values can become the driving force
behind the creation of new laws and regulations. At the same time ethical responsibilities
can be seen as encompassing newly emerging values or moral principles that society ad-
heres to and expect business to meet, although it might not be required by law. Philanthropic
responsibilities are voluntary activities that are not obligated by law and are not generally ex-
pected of business, but have to do with the business’s desire to engage in social activities
that are not required. Still the public has expectations on the businesses to be involved in
philanthropy and therefore these activities have become part of the social contract between
business and society. The difference between ethical and philanthropic responsibilities is
that philanthropic responsibilities are not regarding moral and ethics (Carroll & Buchholtz,
2003).

2.4 Stakeholder Management Approach

The stakeholder management approach is a response to the growth and complexity of pre-
sent corporations and the need to understand how they operate with their stakeholders and
shareholders. Stakeholder theory claims that corporations should treat all their stakeholders
fairly and by doing so it can enable the companies to perform better in the marketplace
(Berman, Wicks & Otha, 1999 in Weiss, 2006). In contrast to the shareholder approach,
which focuses on financial and economic relationships, the stakeholder management ap-
proach also takes the non-market forces into account. The non-market forces are, beside
the economic aspects, those that affect the organisations and individuals, such as moral,
political, legal and technological interests (Weiss, 2006). Weiss (2006) argues that there is an
ethical dimension to the stakeholder approach that says that profit maximisation is con-
strained by justice and that companies should act in socially responsible ways to ensure
their legitimacy.

Stakeholders can be defined as “ …individuals, companies, groups, and even nations that cause and
respond to external issues, opportunities and threats” (Weiss, 2006, p.2). They can be divided into
primary and secondary stakeholders groups depending on their importance and closeness
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Figure 2.4.1. The Pyramid of Corporate Social Responsibility.
(Carroll & Buchholtz, 2003)

to the firm. Primary stakeholders are those that have a direct interest, often in monetary
terms, in the organisation and its success, such as shareholders, customers, and employees.
Clarkson (1995, p. 106) defines it as “one without whose continuing participation the corporation can-
not survive as a going concern”. Secondary stakeholders are defined as “ those who influence or affect,
or are influenced or affected be the corporation, but they are not engaged in transactions with the corporation
and are not essential for its survival” (Clarkson, 1995, p.106). They have not a direct interest but
a more representational stake of public or special interest, such as local community groups,
special interest groups, environmental groups and so on (Weiss, 2006; Carroll & Buchholtz,
2003). When the stakeholder theory is connected to CSR the focus is not only on the pri-
mary stakeholder groups, but the focus is to create value for all stakeholder groups. Halal
(2000) calls this the corporate community and presents a theory where the stakeholders
work together with the firms to create value for all parties. The stakeholder management
approach aims at accomplish win-win outcomes. In the context of CSR win-win means, ac-
cording to Weiss (2006), that making decisions considered being moral will benefit all par-
ties regarding justice, fairness and economic interests.

To illustrate the stakeholder approach the four-part definition of CSR, presented earlier, is
pictured in a stakeholder model called the Pyramid of CSR (Carroll, 1991 in Carroll &
Buchholtz, 2003).

2.4.1 The Pyramid of Corporate Social Responsibility

The four-part definition of CSR is visualised in four layers in the Pyramid of CSR (Carroll,
1991 in Carroll & Buchholtz, 2003). Carroll and Buchholtz (2003) emphasise that the
pyramid should be seen as a whole and the different parts should not be separated since
they are not mutually exclusive.

At the base there are economic
responsibilities, which could
include to be profitable as a
company, minimise cost and
maximise sales or make sensible
strategic decisions. Economic
performance is something that
is required by the society. Next
comes the legal building-block,
since companies are expected to
obey the law, because the law
mirrors what the society regards
as accepted or unaccepted and
is therefore also required by
s o c i e t y .  T h e  e t h ical
responsibilities are not required
but expected by society and this
is the obligation to do what is
right, just and fair for the
company’s  s takeholders .
Examples of ethical responsi-
bilities could be to assert ethical
leadership, avoid questionable
practices or operate above the
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minimum standard of the law. At the top are the philanthropic responsibilities that are
about business being expected to be a good corporate citizen and improve the quality of
life for the society. This could be visible in for example corporate contributions, in pro-
viding programs supporting the community or engagement in volunteerism. The philan-
thropic responsibilities are desired and to some extent expected by the society.

The four-part definition of CSR and the Pyramid of CSR represent a stakeholder model
where the different responsibilities affect different stakeholders. Economic responsibilities
affect employees and owners, since if the business is not profitable they are the groups that
will be directly affected. Legal responsibilities are vital regarding the owners but it is also
important in the relation with employees and consumer stakeholders. Ethical responsibili-
ties have an impact on all stakeholders but they engage consumers and employees most
frequently. Philanthropic responsibilities have their major impact on the community but it
also has an affect on the employees since the company’s philanthropic performance affects
the employees’ morale.

This way of thinking is also presented in connection to small and medium sized enterprises.
A model has been developed to illustrate the concept of CSR as well as the stakeholder re-
lation in SME’s, which will be further described below.

2.4.2 SME’s and CSR

To be competitive the SME must adapt itself to the new demands from the market and so-
ciety where it is located. The flexible and personal styles of many small and medium sized
enterprises give them the opportunity to react fast on changes in society, since it is easier
for them to see and take of advantage of new markets opportunities than larger companies
(Företagens sociala ansvar & Europeiska kommissionen Generaldirektorat Näringsliv,
2006).

Wickham (1998) discusses that all stakeholders of an enterprise have interest in the enter-
prise’s success because this success provides wealth by which the stakeholders can fulfil
their personal goals. The stakeholders have expectations about what the enterprise can
achieve and how it should undertake its business. Smaller enterprises are often very good at
manage stakeholder relationships with neighbours, local groups in the community and the
local authorities since they are integrated and visible in the area where they operate
(Företagens sociala ansvar & Europeiska kommissionen Generaldirektoriat, 2006).

Further Wickham claims that the moral dimensions of the entrepreneurs activity can not be
ignored. When an enterprise have decided to take social responsibility and the people
within the enterprise have comprised it, it must be determined by standards, personal
judgement and cultural norms.  Carroll (1979 in Wickham, 1998) proposes a multi-
dimensional model to understand CSR in SME’s. The model has four dimensions.

The people to whom the venture has social responsibility is the first dimension. The entre-
preneurial enterprise has social responsibility to all stakeholders that are affected by the
enterprise activities. The second dimension is the levels of social responsibility accepted. In
this dimension there are a various types of social responsibility; economic, legal, moral and
discretionary.

Economic responsibility – refers to the basic function of the venture and demands that it
produces products or services and sells them with profit. This is necessary for the venture,
if it should be able to survive on the market. Legal responsibility – this responsibility re-
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Figure 2.4.2. Levels of entrepreneurial responsibility (Wickham, 1998)

quires that the venture operates within the law. Some important examples of laws that af-
fect the organisation are rules of employment, tax and accounting laws. Moral responsibili-
ties – refer to the unwritten rules about “what should be done or not”.  They may be hard
to observe until someone breaks them. These unwritten rules are different in different
contexts due to cultural norms and ethical standards. Discretionary responsibilities – this
kind of responsibilities are the ones that the entrepreneur accepts for his/her business even
though it is not
expected that the
business need to
accept them. For
example, the way the
organisation treat its
employees, or the way
it manages the impact
of its activities on the
environment. This
level may reflect
beliefs and standards
which are held by the
entrepreneur.

The third dimension is the issues which are accepted to be a part of the venture’s social re-
sponsibility. There are several issues which can be accepted by the entrepreneur. According
to Wickham (1998) the entrepreneur frequently takes a positive attitude to wider social is-
sues such as treatment of the environment, relationships with developing countries and
ethic discrimination. The last dimension is the venture’s approach to social responsibility. The
venture can have either a defensive, reactive or proactive approach. A venture taking on
discretionary responsibilities and being proactive has made a strategic move. If this meets
approval of the stakeholders it can provide a means by which the business can differentiate
themselves from competitors and gain competitive advantage on the market. The venture
can specify the business’s social responsibility in its mission statement, and the social re-
sponsibilities that the business accept and how it defines them, should create the basis for
the entrepreneurs vision. If the venture is reactive, the business does not see social respon-
sibilities either as a source of advantage or as a problem. A defensive approach means that
the business has decided that social responsibility is a liability and hinders the venture’s per-
formance (Wickham, 1998).

2.4.3 Criticism

Many managers generally think about stakeholders in terms of moral and social responsi-
bility rather than in competitive advantages and economic value (Halal, 2000). The
stakeholder management approach is widely accepted.  However during the 1990s this ap-
proach central principle of “balancing” interests among stakeholders and the organisation
was abandoned. The typical CEOs wage increased more than 20 per cent annually to mil-
lions of dollar per year, while employees’ wages stand still. Moreover, the same company
often lays off thousands of workers even if the company is reasonable profitable (Halal,
2000). It seems that corporations still favour financial interests rather than “balanced”
management, which is an important part of the stakeholder theory.  There is a conflict
between profitability and responsibility in some companies. The shareholder approach is
neglected by supporters of the shareholder approach, since it favours shareholders interests
and profit.



16

2.5 Shareholder Perspective

Moir (2001) affirms that it depends on the economic perspective of the firm if it will un-
dertake CSR. According to the neoclassical view there is no room for activities that might
conflict with profit maximisation (Gooderham & Nordhaug, 2003; Moir, 2001). The view
of Milton Friedman is often mentioned to visualise the contrast of profit maximisation and
shareholder interest against stakeholder interests and CSR (Carroll, 1999; Moir, 2001, An-
driof & McIntosh, 2001; Sison, 2000). Friedman (1970) adheres that the firm’s goal is to
make as much profit as possible to satisfy its shareholders. Today many still argue that so-
cial responsibility is not a proper concern for business, although this view was more com-
mon during the 1980s (Andriof & McIntosh, 2001).

According to Karlsson (2006) a company is foremost responsible to its owners and the
other stakeholders should be respected but should not be allowed to influence decisions
made at the company. The CSR movement is a threat to capitalism and the wellbeing of
companies, claims Karlsson (2006) and thereby agrees with Friedman. Karlsson (2006)
points out that prosperity has been created through capitalism and the free market and that
this fact is most often not mentioned in the debate about CSR. The stakeholder theory ig-
nores that value is created through the shareholders that invest their resources in the com-
pany. Therefore should the shareholders have exclusive right to the company’s profit
(Karlsson, 2006).

The stakeholder model of CSR is a reaction to Friedman’s shareholder paradigm (Lantos,
2001). There are many researchers in this field that declare that CSR should not just be
about meeting the needs of shareholders but all stakeholders of the company (Moir, 2001;
Frankental, 2001; Carroll & Buchholtz, 2003, Van Luijk, 2000; Andriof & McIntosh, 2001).
They are questioning that business is socially responsible if it is only the shareholders inter-
ests that are reflected in companies and not other groups in society. Van Luijk (2000)
maintains that the core concept of business ethics and CSR is about taking all concerned
stakeholders’ interests and rights into consideration. Frankental (2001) concludes that CSR
will not really matter until it includes all stakeholders of a company.

2.6 Different Expressions of CSR

The motives for CSR can be different from company to company, it can be either ideologi-
cal or commercial. The effect of a company involving in CSR, regardless of its motives, will
lead to a web of moral discussion where it is hard to know what is ethical and what is not.
Therefore it is important for corporations, who are working actively with CSR, to know
where they stand in this question and that the organisations implement CSR issues further
down in the organisation (L’Etang, 1994).

Independent of the company’s motives, the Confederation of Swedish Enterprise (2004)
stresses that a cornerstone of CSR is that it is voluntary, because voluntary action implies
that companies themselves have the option to choose how to shape and express their social
responsibilities. This is valuable because it allows companies to base their CSR work on the
conditions in their particular industries along with the changing values. However, it is im-
portant that the company has a definition of its CSR activities and its relationships for
which the company is directly responsible for both externally and internally (L´Etang,
1995). The motives for CSR can be a strategic choice for the firm, but it can also be a re-
sponse to the changing environment, since the society is constantly changing. However,
Tullberg (2005) claims that many of the companies that have converted to CSR are those
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that have been attacked and criticised regarding these matters. Another reason for using
CSR is that companies are worried about the value of the company brand.  According to
Tullberg (2005) bad publicity can weigh more than the most expensive advertising cam-
paign. Many companies outsource more or less everything and just keep the brand and this
make the company very vulnerable regarding this matter.

2.6.1 Ideological  Expressions of CSR

Social responsible companies have under a long time understood it is important to take
care of their employees. The last decades these companies also have extended the bounds
of their responsibility to embrace protection of the environment. The increasingly impor-
tant role companies have in society is now leading to new challenges, risks and demands
(Amnesty International, 2001). According to Frankental (2001) CSR can only have real sub-
stance if it includes all stakeholders of a company and if its definition of CSR is connected
to the goals of social and ecological sustainability. Further, it should be open to public in-
spection, be embedded across the organisation both horizontally and vertically and also be
rewarded by financial markets. Frankental (2001) emphasises that an indicator of how CSR
is regarded in the company is closely connected to where this function is located in the or-
ganisation. He further argues that if CSR has real substance in the company it should be
embedded in the organisation both horizontally and vertically and that the company’s mo-
tive should be more ideological than commercial.

Furthermore, Johnson and Scholes (2002) argue there are three levels of business ethics in
a company, which concern business. The ethical issues are present at the macro level, which
is about the role of business in the national and international organisation of society. The
second level is within the macro framework; at this level CSR is concerned with the ethical is-
sues when strategies are formulated and implemented within the company. The last one is
about the individual level, which deals with the behaviour and actions of the individuals
within the organisation. At this level it is the moral comprehension of the individual human
being that deicides the level of CSR.  Frankental (2001) further states, it is about a com-
pany’s long-term footprints on society, and to which extent the company is prepared to ex-
amine and develop its impact of their operations.

Moreover, Johnson and Scholes claim that the
corporate governance actions for an organisation
determine the minimum obligation for the
organisation towards its different stakeholders. A key
strategic issue within the company is to decide what
level of CSR the company will adhere to, the ethical
stance. It implies to which extent the organisation will
exceed its minimum obligations to stakeholders.
There is important that the managers and employees
understand and influence these moral standpoints that
the organisation is taking. There are four levels of
ethical stance, which rank businesses moral objectives:

• Short-term shareholder interests, which means
to maximise short-term shareholders profits
and to meet the minimum obligation that is
required by law (Johnson & Scholes, 2002).



18

• Long-term shareholder interests, is more or less similar as the previous group, but
the strategic perspective is longer. The relationships to the shareholders and as well
as to other stakeholders are managed proactively and carefully due to long-term
self-interest (Johnson & Scholes, 2002).

• The third level, multiple stakeholders’ obligations, has a different ethical stance.
Stakeholders’ interests and expectations are more incorporated in the organisations
purposes and strategies. This kind of company goes beyond its minimum obliga-
tions; it could be to avoid manufacturing or selling an anti-social product, keeping a
unit within the company although it has low profitability to be able to preserve jobs
and be prepared to accept reduction in profitability for the social good (Johnson &
Scholes, 2002).

• Shaper of society is at the ideological level. The organisation is concerned with
shaping the society and trying to make a difference to contribute to a better world.
Financial considerations are of secondary importance. However it can be easier for
a private, family-owned business to operate at this level, since it is not accountable
to external shareholders (Johnson & Scholes, 2002).

The ethical stance helps the organisation to determine how it will try to reach its goals and
how it will relate to its various stakeholders (Johnson & Scholes, 2002). Companies have
different basic values of CSR, which depends on the ideological beliefs, moral and ethical
values of the organisation. It is obvious that the CSR movement finds its basic values from
ethical and moral philosophy and L’Etang (1995) argues that CSR is founded on justice and
fairness and helps the company to make social contribution to society (Barakat & Tarestad,
2004).

However, CSR is not only about to reaching the company’s CSR programme goals to sat-
isfy different stakeholders, according to L´Etang (1995) CSR is an ongoing process, con-
stantly monitoring the environment and relationships and not to a fixed mission in relation
to specific groups with a predetermined priority that remains static. Those companies that
want to be proactive in the CSR area must be more creative than those who are reactive
companies. However, both groups can benefit from innovative thinking. The philosopher
Immanuel Kant argued that:

“it is wrong to use people as a means for one’s own need and that one has an obligation to treat people with
care and respect” and “…the moral worth of an act is judged by asking whether the individual is wiling for
the act to become a universal law. Thus, the goodness of an act is not judged solely by the goodness of the re-
sults produced but by the praiseworthiness of the invention which motivated it…” (in LÉtang, 1995
p.126).

This is an important basis when it comes to CSR, but at the same time it is necessary to be
aware of the relationship between giver and recipient. It is not possible to fulfil all individ-
ual’s wishes and the organisation will fail to meet everyone’s demands, however the com-
panies should be aware of this dilemma since this is the core of CSR.

According to Löhman & Steinhotlz, (2003), it is possible to create values in a company by
working with CSR. A well-known example is the Grameen Bank in Bangladesh, the bank
gave loans to 3 million women in thousands of small Bangladeshi villages. The loans not
only lift half the recipients from poverty it also provided Grameen Bank with resources to
expand globally (Wall Street Journal, 1995b, in Parker, 1996).
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2.6.2 Commercial motives for CSR

In the late 90’s many companies begun to adopt a more proactive approach, and especially
those companies that had been hit by human rights criticism. Looking at several of these
criticised companies today most of them include CSR in their strategy (Amnesty Interna-
tional, 2001; Tullberg, 2005).

Stoll (2002) states that companies who donate to charitable organisations hope that these
gifts or donations will not go unobserved by stakeholders of the local community. Many
companies want consumers to know about the good they do, and hope that their good ac-
tivities will be positive for the bottom line. However, these companies that declare their
wish for being a positive force in the community will most likely be more thoroughly scru-
tinised and faced with public inspection. Further L’Etang (1994) discusses that public rela-
tions and CSR are activities that are interconnected and that CSR is a tool for public rela-
tions. Companies communicate their social responsibility programmes through promo-
tional brochures, leaflets, and social reports to establish relations with particular groups and
to signal messages to other groups in the society. There is an opportunity to build goodwill
by promoting the benefits of the company’s CSR programmes to its stakeholders. Accord-
ing to L’Etang (1994) CSR affects a company’s image and reputation, and may be an in-
vestment the day when a crisis occurs and the company needs all the goodwill it can gather
together. Hence, the reputation and image of the firm are affected if the CSR program is
promoted.

According to Roche (2004) and Whistler (2003) CSR is at the heart of risk management
strategy, companies cannot afford to make any mistake. Risk management is about the
value of the brand and the effects the organisations actions could have on them. Compa-
nies have to balance short-term market expectations with long-term goal, financial per-
formance with responsiveness to cultural values, environmental stewardship, competitive
advantage with corporate accountability and transparency (Whistler, 2003). A possible way
to reduce risk and increase business opportunities is by “doing the right thing” by using
CSR programmes to create value (Whistler, 2003). By seeking the best advice and expertise
available for all areas, including environmental, social and financial areas, the company can
reduce risks. There is a heavy pressure on companies (Whistler, 2003), thereby it is good to
have a crises management plan in place (Higgins, 2002; Löhman & Steinholtz, 2003). Com-
panies who do not act accordingly can be exposed to increased risk that might cause the
brand to degenerate and tarnish the company’s reputation (Kotler et al, 2001; Löhman &
Steinholtz, 2003; Roche, 2004).

Earlier companies that have been involved in social causes have chosen to keep a low pro-
file. However, recently this has changed and many companies had started to promote social
issues (Bloom, Hussein & Szykman, 1995). This trend will probable continue according to
Bloom et al. (1995) as companies begin to benefit from these initiatives. In 1984 American
Express promised to donate one cent for each cardholder transaction to the restoration of
the Statue of Liberty. 1.7 million dollar was collected for the restoration and the truncation
activity raised 28 per cent. Since then strategic philanthropy and cause-related marketing
have become to be sophisticated brand-building strategies (Higgins, 2002). Higgins also
claims that strategic giving can do miracles for corporate image, employees moral and
brand sales. This can be done through a social marketing programme, which deals with per-
suading people to engage in a socially beneficial behaviour. There are several other types of
marketing initiatives; philanthropic efforts, cause-related marketing and social responsibility
programs.
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It will be a short presentation below about different ways to market CSR. (it will only touch
upon different ways to marketing CSR). First, in its philanthropic activities the company gives
donation or gifts to a charitable cause. Many fast-food restaurants and credit card compa-
nies often use cause-related marketing programs, and this is a way to tie the money or gifts to a
charitable cause with purchases made by consumers (Bloom et. al., 1995; Higgins, 2002).
Higgins (2002), defining cause-related marketing as a long-term partnership between a non-
profit organisation and a company that is part of coordinated marketing program. Both
partners should benefit from this relationship. A company, who works actively with social
responsibility programs, deploys personnel in human resources, operation, finance or other
discipline to help the company perform as a good corporate citizen. Being proactive help
the company to place it at the forefront of social questions such as environmental protec-
tion or to be reactive, for example to help rebuild a reputation stained by past corporate
actions, such as industrial spills. Social marketing program can be a part of a larger social
responsibility effort by trying to persuade people to engage a socially beneficial behaviour
(Bloom et al, 1995; Kotler et al, 2001).

According to the Confederation of Swedish Enterprise (2004) there are number of motives
for corporate commitment to the community. These motives are: it attract future employ-
ees, creation of competitive advantage, creation of good-will toward politicians and other
decision makers, avoidance of business risks and brand reinforcement. Moreover, another
motive to have a good reputation is that it can attract future competent co-workers, and a
way to keep its knowledge and resources (the employees) within the company. Today it is
very expensive for the companies to attract future potential employees with money (Löh-
man & Steinholtz, 2003).

2.7 Benefits of CSR

Companies benefit society by building up and spreading international environmental stan-
dards and good practise in different areas, such as workplace safety (Confederation of
Swedish Enterprise, 2004). One important part of global changes is a new kind of relation-
ships between LSE’s and government, NGOs and international agencies. Governments
have lost more and more power to LSE’s, and if CSR can help the society to economic
growth it is good. Or as the previous CEO of ABB, Percy Barnevik, said “Will we be able to
give hope to all the poor, who for so long have been oppressed by an inhuman system and denied economic
development as well as an acceptable environment” (Schmidheiny, 1992 in Tullberg, 2005 p. 264;
Henderson, 2001 p.112).

Higgins (2002) claims CSR is intended to deal with a corporation’s reputation and the rela-
tionships with key stakeholders. He further argues that long-term survival of a company is
to a certain extent dependent on keeping relationships of trust with stakeholders. Compa-
nies have to take care of their relations with stakeholders since good relations lead to prof-
itability (Confederation of Swedish Enterprise, 2004). By using ethical statements and code
of conduct for employees the companies have the power to change the behaviour of em-
ployees and suppliers. The companies can demand suppliers to accept these ethical state-
ments otherwise they might run the risk of loosing a customer (Tullberg, 2005).

Confederation of Swedish Enterprise (2004) discusses how environmental accountability,
social responsibility and good profitability are all connected. It will be difficult in the long
run to finance environmental progresses and responsibilities to the society if profitability is
ignored. Or if the environment is ignored, the corporations risk their reputation, and this
has an effect on the company’s profitability. They further say, if companies ignore their so-
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cial responsibility there are also human resources issues to consider, they may for example
lose knowledge, which in turn will also affect profitability. According to L’Etang (1994) is
economic activity not separated from moral activity, since the capitalists themselves believe
that the free market institution is a sign of the nature of a good society. Therefore, eco-
nomic goals are social and political goals, and therefore can a corporation benefit even
more than they do at present by having a CSR programme (L’Etang, 1994). Hence, both
the society and companies would benefit by taking these considerations into account.

2.8 Obstacles related to CSR

Business is not social work, the conflict of CSR has been discussed for a long time in the
management literature (Shankman, 1999 in Barakat & Tarestad, 2004). Furthermore,
L’Etang (1995) agrees with one of Friedman strongest and valid criticism of CSR, compa-
nies and the mangers are taking over functions of government by acting in the field of so-
cial welfare. Friedman argues “…that business is socially responsible in its profit-making function and
he sees altruistic acts carried out on behalf of business as a violation of business´ function and obliga-
tions…” (in L’Etang, 1994, p.118). CSR supporters are met with resistance, and from their
opponents’ point of view capitalism has proven to be the most effective means to raise the
living standard in a society. By being innovative, creative jobs and produce goods and
services it will gain the society in general. The opponents state that the only responsibility a
company has to take into consideration is to make as much money as possible within the
law. When a company is doing wrong, there are the citizens and governments that have to
act through the democratic legal process and create and implement laws and regulation
when companies do wrong (Cbisonline, 2006). Moreover, they argue that companies that
strive to behave more unselfishly and philanthropically will backfire and reduce the overall
social welfare. Tullberg (2005) discusses if company philanthropy really is a virtue. Propo-
nents of CSR often claims that companies have “a duty to give something back to the society”
(p.268) and that an extra duty is needed to deserve a licence to operate. However Tullberg
(2005) and Confederation of Swedish Enterprise (2004) stress that companies’ basic con-
tribution and the business mission are the services and products that meet the needs of its
customers.

A downside with marketing CSR is when companies spend more resources on advertising
the good action than on the good action itself, and secondly when companies designed
campaigns to help them to avoid deserved moral blame (Stoll, 2002). According to Higgins
(2002) Philip Morris had a campaign, named People, in which the company advertised that
they were a philanthropic company, but the campaign become heavily criticised. Philip
Morris had spent 3 million dollars to advertise a 100 000 dollars donation.

Tullberg (2005) wonders if business ethics have a grand theory, and according to propo-
nents to the stakeholder theory, there is a grand theory. The theory has lots of supporters,
academics as well as practitioners. He further claims the stakeholder theory has a striking
characteristic. Employees are having a special relation to the company, which gives them
special rights. They are not just someone. It is the same for the suppliers, the customers
and the community, which the company interact with. By having this special relationship
with some stakeholders the company discriminates others mean Tullberg (2005). He won-
ders why companies should care more about employees than for those who want to be
employed in these companies.

Another critical voice is Henderson (2001), he rejects the CSR doctrine. According to
Henderson (2001) the doctrine is based on a false perspective on problems, occurrences
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and economical conditions. If the principles should be generally implemented the welfare
would be negatively affected and the market economy would be undermined. He argues
that the conception of maximising profits is replaced by ”acceptable levels” of profit. The
expressed contribution to society of a company is falsely departed from making profits
(Henderson, 2001). He further claims companies and large business organisations that sup-
ports CSR have in many cases not questioned the arguments and demands from groups
that have hostile attitudes towards business motives. When CSR-companies are facing
larger expenses and less profit, they have a great interest in making sure that competitors
that are not yet into CSR should be forced to submit to CSR. This should be done by
bringing pressure on them from the public or by regulations. The effect is less competition,
which has a negative effect on the market economy (Henderson, 2001).

2.9 Future

It is of vital importance that companies live like they learn in the future. There are a lot of
companies that have an extensive CSR programme to inform and to point out values of the
company, but forget to have a regulation or someone who audit the company. A regulation
framework such as GRI, shows how a company can report their result in the three dimen-
sions; finance, social performance and environment (Löhman & Steinholtz, 2003; Whistel,
2003).  Frankental (2001) agrees and suggests that one way to make sure that markets re-
ward ethical companies is to change accounting systems. Thus, those companies are
audited not just according to their financial performance, but also according to environ-
mental and social performance. In the nearby future executive boards must be able to de-
fend not only their financial performance but also how they govern the company. Roche
(2004) agree with this and argues that CSR is inextricably linked to Corporate Governance,
and is therefore connected to its business strategy. It will include their stewardship of in-
tangible assets, environmental risk and corporate behaviour. Getting negative publicity the
company’s positive achievements will be overshadowed, but getting positive publicity can
offer a high profile to the company. By carefully planning to ensure the right culture, peo-
ple, processes and systems are in place in the organisation the company is able to deliver
maximum shareholder value (Roche, 2004).  Hence, according to Roche, CSR can go hand
in hand with maximising shareholder value. Furthermore, according to Mainelli (2004) the
ultimate reward for CSR in a commercial organisation would be a convincing increase in
shareholder value.

White (2005) claims that CSR is at a crossroads, and there are different ideas of what the
future holds. The emergence of corporate social responsibility during the last years is due
to the global system characterised by complexity and rapid change. It is a struggle for com-
panies how to manage the opportunities and risks of this new world. White (2005) de-
scribes three different scenarios, the fad-and-fade scenario, the embed-and-integrate sce-
nario, and transition-and-transformation scenario. The three scenarios have different out-
comes.

• The fad-and-fade scenario – This scenario is possible if it will be an economic
global downturn, caused by an energy chock, a failure of several global financial in-
stitutions and investment funds or over-capacity in many extractive industry and
manufacturing sectors. The consequences of this economic global decrease can be
company downsizing that affects a large number of suppliers and workers around
the world. Therefore, will business and government turns to basic economic sur-
vival and recovery from the crisis. CSR will silently move into hibernation, and the
future will be uncertain. It is not necessary that will CSR fade away due to external
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forces, it can also be a reflection of its own failure to address, environmental, gov-
ernance and social challenges of business.

• The embed-and-integrate scenario – In this scenario CSR has moved to be embed-
ded in companies’ strategies and operations. CEOs and top managers no longer
asks for the business case of CSR and in the organisation CSR is generally accepted.
For SME’s and LSE’s, or for public and private companies the CSR is the rule, the
companies that fail to take hold of this will find themselves at a competitive disad-
vantage. CSR has added value for shareholders, reputation and brand.

• The transition-and-transformation scenario – Now have the wealth creation and
stakeholder governance been replaced instead of the earlier view shareholder value.
Now are all stakeholders investors and deserve to take part in the governance and
benefit from its surplus.

What will happen next, CSR has during the last years made progresses within the business
world and in the academic area. But still there are only few regulations on how a company
should work with CSR, and no distinct definitions what a company’s responsibilities are re-
garding CSR (Löhman & Steinholtz, 2003). Two critical voices, Henderson (2001) and Cbi-
sonline (2006) claim that the load of CSR on businesses is hurting both organisations and
society, and the wealthy society will maybe move to a risk society. However, Mainelli (2004)
states that CSR initiatives are here to stay and although it costs money it should generate
better returns and attracting investment. However, Henderson (2001) argues that the lack
of displayed resistance from companies against CSR and the fact that the majority seem to
consider the principles as generally accepted are reasons to really take CSR seriously. No
other method or perspective has gained such support in debates on company obligations to
society among companies and the public (Henderson, 2001).

2.10 Summary of the Frame of Reference

There is no single definition of the concept of corporate social responsibility. There are
however one definition that we think comprise it rather well: ”CSR is about a company’s long-
term footprint on society. It is about the extent to which a company is prepared to examine and improve its
impact on all those affected by its activities and to view its long-term reputation within the context of the so-
cial and ecological sustainability of its operations”(Frankental, 2001, p.23). Nevertheless, several
authors do believe that the concept of CSR involves several different parts and the Pyramid
of Corporate Social Responsibility (Carroll, 1991 in Carroll & Buchholtz, 2003) is illustrat-
ing the four parts that comprise the concept of CSR. This model is a stakeholder model,
since the CSR theory is closely connected to the stakeholder approach and to a large extent
based on this approach. From here is it interesting to find out:

What is the meaning of CSR the concept according to the managers of SME’s and LSE’s and the inde-
pendent thinkers?

What should a firm’s relation to its stakeholders be like, according to the managers of the SME’s and
LSE’s and the independent thinkers?

There are different thoughts about what has driven the development of CSR forward, and
Löhman and Steinholtz (2003) argue that one of the forces behind CSR is the demand
from customers and the society. Other important parts of the development are: deregula-
tion, individualisation and a change from material to immaterial values (Löhman & Stein-
holtz, 2003). There are also different motives for a company using CSR and they can be
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either ideological or commercial. Some companies have more ideological motives than oth-
ers, and accordig to Frankental (2001) there are some companies which use CSR as a PR
tool. Johnson and Scholes (2002) have a model of four possible levels of ethical stance
within a company. This model gives a picture if the ethical stance level is at its lowest level,
to maximise short-term shareholders profit, or if the company is at the ideological level,
being shapers of the society.  Higgins (2002) claims that CSR is intended to deal with a
corporation reputation and the relationships with key stakeholders, such as employees,
customer and society. CSR can also benefit the society with building up and spreading en-
vironmental standards and spreading good practices in different areas (Confederation of
Swedish Enterprise, 2004). However, if CSR principles should be generally implemented
the welfare would be negatively affected and also market economy would be undermined,
according to Henderson (2001). Therefore, it would be interesting to know that the re-
spondents think about the forces behind the CSR development and their motives to work
with CSR, and if they have experienced any benefits or obstacles related to CSR:

What drives the development of CSR and what are the motives for it from the managers of SME’s and
LSE’s and independent thinkers point of view?

What are the advantages and disadvantages of working actively with CSR according to the managers of
SME’s and LSE’s and independent thinkers?

CSR is at a crossroads and the future holds some different scenarios; the fad-and-fade sce-
nario, the embed-and-integrated scenario, and the transition-and-transformation scenario
(White, 2005).  Due to the uncertain future it is interesting to find out:

What do the managers of SME’s and LSE’s and independent thinkers believe regarding the future devel-
opment of CSR in Sweden?
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3 Method

This chapter describes how the empirical study has been performed. The choice of approach and technique,
and other methodological issues concerned with the subject are described and discussed.

There are different ways of performing research and there are many different views on how
to perform research in a correct way (Ritchie & Lewis, 2003). However, this is dependent
on how the researcher regards knowledge to be created. We have realised that the concept
of CSR is more about individual interpretations rather than objective truths. We agree with
Ritchie and Lewis (2003) who say that that the researcher and the social world have an im-
pact on each other and that the researcher is influenced by perspectives and values when
performing research. Hence, to be able to understand a subject of this nature an interpreta-
tive approach is suitable,  (Ritchie & Lewis, 2003). By using both the understanding of the
participants of the study as well as our understanding we will create an understanding of
the phenomenon studied

3.1 Research Approach

Two main approaches on how to perform research are the quantitative and the qualitative
approach (Berg, 2001; Holme & Solvang, 1997; Krag, 1993; Patel & Davidsson, 2003;
Trost, 2005; Yin, 1994). These two approaches are different in the way information is gen-
erated, processed and analysed (Patel & Davidsson, 2003). The quantitative method is more
formalised and structured and the researcher is to a large extent in control. There is a dis-
tance to the respondents in the empirical study and this method is mostly used for statisti-
cal analysis (Holme & Solvang, 1997; Patel & Davidsson, 2003). The qualitative method has
a low level of formalisation and its purpose is mainly about understanding. This methodo-
logical approach is signified by closeness to the individuals in the empirical study (Holme &
Solvang, 1997). The purpose and problem of the study should serve as a guide for which
method to choose (Patel & Davidsson, 2003). The goal is not to draw general conclusions
about a particular subject, but to gain a deeper understanding of the problem we are
studying therefore it is suitable to use a qualitative approach (Holme & Solvang, 1997; Patel
& Davidsson, 2003; Trost, 2005).

It is fundamental to be able to interpret and analyse the information in order to understand
the implications or consequences of CSR. The advantage of the qualitative approach is that
it increases the flexibility while gathering the empirical material, since we can adapt and
adjust the empirical research as well as the questions asked during the work process. How-
ever, the weakness of using a qualitative method is that it is very much dependent on the
researcher, since the researcher interprets the information gathered the study will be sub-
jective to some extent (Holme & Solvang, 1997). Nonetheless, we believe that a qualitative
approach is most appropriate for our study and that the advantages exceed the disadvan-
tages with this methodological approach. Due to the fact that the focus of a qualitative ap-
proach is to observe a smaller group and interpret and the underlying patterns, see how
they perceive their social environment and how they interpret their and other peoples be-
haviour.

The material collected through a qualitative approach is not meant to be used by itself but
should be interpreted with help of a theoretical perspective to make it interesting (Trost,
2005). There are three alternatives that can be used in the working process of relating the-
ory and empirics: deduction, induction and abduction (Patel & Davidsson, 2003).
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Regarding deduction, the researcher adapts everything to a specific theory or theoretical
framework. The theory decides what empirical material that should be collected, how this
material of information is interpreted and how the analysis should be performed. This is to
a large extent an impartial method of research because of the focus on an existing theory,
although the theory used will colour the research to a large extent and the researcher might
therefore not discover new things during the study. When working in an inductive way the
researcher is performing an empirical study without a theoretical base, instead the collected
empirical material formulate a theory. There is an attempt of subjectivity since the research
will to a large extent be tainted by the researchers ideas and perceptions and thereby lose
objectivity (Patel & Davidsson, 2003).

Regarding our study it cannot be considered strictly inductive nor strictly deductive. We
had a frame of reference that we worked from when performing the empirical study and
therefore the study cannot be regarded as inductive. However, the frame of reference was
not complete and we diverted from it and modified it during the process, therefore the
study cannot be viewed as purely deductive. Rather a mix between the two different meth-
ods is applicable. Abduction, which is rather common in qualitative studies, can be seen as
a combination of deduction and induction. It means that from one empirical event it is
possible to create a hypothesis or theory, which is tested on new empirical observations
(Patel & Davidsson, 2003). We created a frame of reference according to the theories about
CSR and from the first observations we created thoughts or hypotheses on how the an-
swers were to be from the respondents and from there adjusting the frame of reference. By
doing the empirical research as well as gaining the knowledge from the frame of reference
we got a wider comprehension of the topic and are therefore hopefully able to give a more
understandable picture of the area studied. Hence, we think that an abductive approach
was most suitable for our study. However, there is a drawback with the abductive approach
as well, since the researcher is tainted from his or her earlier experiences or research and
that affects the outcome of the study. We have been interested in the topic of CSR before
starting this study but we did not have much experience in the field. Although, previous
knowledge and preferences might have affected the study, nevertheless we have tried to
remain as unbiased as possible when collecting data and analysing the results.

3.2 Data Collection

The qualitative approach contains many different options, such as interviews, focus groups,
case studies and so on (Seale, Gobo, Gubrium & Silverman, 2004). When we started to
think about the thesis we considered using focus groups, but because of practical reasons
we had to put that idea aside. Instead we decided to use interviews as research method. Ac-
cording to Riley et al. (2000) interviews are often said to provide a richness of data, as long
as the collected data is carefully interpreted. Regarding the purpose of the thesis we believe
that an interview study is a suitable method. Since it gives us a deeper understanding of the
subject studied as well as a comprehension of how individuals involved in CSR interpret
this concept and the consequences of it.

3.2.1 Interviews

An interview can be unstructured, semi-structured or structured. An unstructured interview
contains no questions that are planned ahead, but all questions arise while performing the
interview. A structured interview has predetermined questions with fixed options for re-
sponse. A semi-constructed interview have traits from both the structured and the un-
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structured interview since questions and discussion areas are set before hand but during the
interview the interviewer can ask additional questions that may arise (Lee, 1999; Berg,
2001).  For this study we have chosen to use a semi-structured method for interviewing,
which means that a framework of questions or discussion areas were set up before per-
forming the interviews but we were able to divert from them when needed (Appendix 1, 2,
3). We also adjusted the questions according to the answers received from the person in-
terviewed, which is possible in a semi-structured interview (Krag, 1993). This method of
collecting data therefore gave us the possibility of asking more questions during the inter-
view outside the set framework of questions. We did this in order to get a clearer picture of
something or if we found something especially interesting that we wanted the interviewee
to describe further. When having this flexibility the interviewees are given a higher level of
freedom to give extensive answers and this facilitates the process of analysing and com-
paring the information received (Krag, 1993).

Trost (2005) adheres that questions in a qualitative interview should be characterised by
simple straightforward questions with complex and dense answers. We tried to formulate
the questions so that they would be easily comprehended and the questions were slightly
modified for each group of interviewees, since we had three different groups (will be fur-
ther described in section 3.2.2), so that it suited each particular group. Some of the ques-
tions were about the negative and positive aspects about a specific matter and those ques-
tions were separated, so we asked one question about the negative and one about the posi-
tive aspects so that the interviewee would understand and answer both parts of the ques-
tion, which is suggested by Trost (2005). All the interviews were performed in Swedish and
the questions and answers were later translated to English.

One of the strengths with qualitative interviews is that the situation is very similar to an or-
dinary everyday situation and an ordinary conversation. By having this situation disturbing
factors and bias can be eliminated to a large extent and will thereby give a more trustworthy
result (Holme & Solvang, 1997). Trost (2005) mentions that it is important for the person
interviewed to feel safe and relaxed in the environment where the interview is taking place.
Regarding the interviews that were done face-to-face almost all of the interviewees were
able to decide on the place where to perform the interviews, which we judge as a place
where they feel safe and relaxed. Most of the interviews that were performed face-to-face
were held at the representatives’ headquarters. Although, one of the interviewees we met at
a café and for another respondent we prepared a classroom at Jönköping University where
the interview could be carried through.

During the interviews one of us took notes and one of us asked questions, when needed
the other person filled in or explained if something was unclear. The interviews were re-
corded with an mp3 player. This has been helpful since we could concentrate more on lis-
tening during the interview and afterwards we have been able to listen to the interviews
over and over again, which is mentioned by Trost (2005) as well as Seale et al. (2004) as one
of the advantages of recording. All of the interviewees accepted that we recorded the inter-
view. The time varied quite a lot in time, from about fifteen minutes to one and a half
hours for each interview. The interviews made over the telephone came out to be shorter
than the interviews done face-to-face. The representatives for the ethically driven compa-
nies tended to extend their answers and talk more than the persons interviewed in the other
groups. This might give us a clearer picture of these companies since we were given more
information. We sent the interview guide to the interviewees if they asked for it, but we did
not send them any specific questions but only areas for discussion (Trost, 2005). This was
made in order to get spontaneous and authentic answers. From the process we have real-
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ised that it is difficult to perform interviews in an objective way, when not having experi-
ence in the field. However, Seale et al. (2004) adhere that there is no ideal interviewer since
there will always be several influences on the interview regarding age, gender, body lan-
guage an so on.

3.2.2 Sample Selection and Interview Process

There are many different ways of choosing individuals for an interview, however the selec-
tion is a significant part of the research process since it directly affects the outcome. The
selection of the sample is not made randomly for qualitative interviews but is made strate-
gically to fit the study (Holme & Solvang, 1997). Riley et al. (2000) call this convenience
sampling where the selection is based on the purpose of the study and the people available
for an interview. For this study it was necessary to get a broad sample that reflected several
angles of the problem, but still had relevant knowledge and connection to CSR. We wanted
to perform interviews with people that are engaged and are driven by these type of issues.
Therefore, some research was performed by reading newspapers and searching the Internet
to get an overview of CSR in Sweden. Before we performed any interviews a lecture by
Björn Söderberg was attended, it was about “Being an entrepreneur and make profit on
something that is good for others”.

Ethically driven SME’s

We made an interview with Söderberg for about one hour right after his lecture in a class-
room at Jönköping International Business School. Söderberg told us about his companies
that are situated in Nepal and fully owned by him. Watabaran is a company producing pa-
per products from recycled paper and WebSearch Professional is a website development
company that only employ women. Fair Enterprise Network is a network working with
companies that have social responsibility as a foundation and both Watabaran and Web-
Search Professional are part of this network. Being inspired by Söderberg’s lecture and his
way of doing business we started to look for similar companies, SME’s with a clear focus
on ethical questions. We asked Söderberg of companies that he regards as ethical and he
mentioned among others Dem Collective, Fair Unlimited and Scandic Hilton. Dem Col-
lective and Fair Unlimited are both SME’s that have taken a clear ethical standpoint, which
serves as the foundation in these companies. Dem Collective is a company that produces
clothes in Sri Lanka and its value chain is considered to be fair in all its steps. Fair Unlim-
ited is an economic association having lectures about fair trade and sells fair trade labelled
goods, which are produced in developing countries, to companies. During the following
weeks we emailed these two companies. From an email conversation with one of the foun-
ders and owners of Dem Collective, Annika Axelsson, we decided to meet at Café Publik
in Gothenburg. The interview was held at a café and therefore it was some disturbing ele-
ments, such as music playing and people walking by, which might have affected the trust-
worthiness of the interview although not to a large extent. This was the longest interview,
which was about one and a half hours, and although Axelsson is a rather talkative and ex-
pressive person we realised that we had to revise the questions for the next interview. We
tried to keep the interviews to an hour so that the interviewees as well as interviewer could
stay concentrated during this time. We revised the questions, as suggested by Trost (2005)
and realised that several questions were similar and not completely relevant. Fair Unlimited
was the last company that represented the ethically driven SME’s. Via email we decided to-
gether with Daniel Mensch, the CEO of Fair Unlimited who is also one of the owners and
founders of the company, to have a telephone interview. We phoned his office in Stock-
holm and the interview went smoothly for about one hour and it worked well with the re-
vised questions.
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LSE’s working with CSR

Another group of companies that we found interesting, when searching and reading within
the field of CSR, were the Swedish ambassadors for CSR. These companies are large
Swedish corporations that are part of an EU project regarding CSR, Swedish Partnership
for Global Responsibility. This project is an initiative that aims at encouraging Swedish
companies to be ambassadors for human rights, anti-corruption and a decent and sound
environment all over the world and the companies joined this project in September 2003.
We sent an identical email to all of the companies that are part of the project, where we ex-
plained the purpose or our study and asked if they wanted to meet us for an interview.
H&M, Vattenfall, ICA and Löfbergs Lila responded and through email conversations we
decided to meet representatives from H&M, ICA and Vattenfall at their headquarters in
Stockholm and with the representative from Löfbergs Lila a telephone interview was suit-
able. At H&M we met Karolina Dubowicz, who is responsible for communication and in-
formation at the CSR department, for about 45 minutes. At ICA we met Lisbeth Kohls,
who is Senior Vice President for Corporate Responsibility, and performed an interview for
about 45 minutes. At Vattenfall we met Åsa Pettersson, who is Coordinator Public Affairs
and project leader for CSR reporting, for about 40 minutes. With Kathrine Löfberg, who is
the Marketing Director at Löfbergs Lila, a telephone interview was performed for about 30
minutes. The fifth company, Scandic Hilton, which is also a large corporation is not part of
the EU project as the others. Why we chose to approach the company was due to the fact
that one of the interviewees Björn Söderberg, recommended us to contact Scandic Hilton
because of the company’s extensive work with CSR. By email we decided to have an inter-
view over the phone with Jan Peter Bergkvist, Director of Sustainability at Scandic Hilton,
it took around 30 minutes. The questions that we had formulated for this group of respon-
dents worked well and we just minor adjustments during the process.

Independent thinkers

Since we wanted to get a nuanced and balanced picture of CSR we realised that we needed
to involve some independent thinkers who are involved and engaged in CSR questions, but
who are not representing a particular company. Thus, these independent thinkers are not
representing a company’s opinion but rather their individual thoughts, although their or-
ganisation and company might share their views. In a relatively early stage in the process we
attended a lecture by Alf Svensson, MP and former party leader of Kristdemokraterna,
“Ethics – the road to success” at Jönköping University in March. After the lecture we
agreed with Svensson to perform an email interview. Svensson is a supporter of ethics and
thinks that corporate social responsibility is of importance for the Swedish society. This
spring there has been a vivid debate regarding ethics and CSR in the Swedish newspaper,
Svenska Dagbladet. Mats Qviberg started the debate by saying that companies should not
involve in ethics or CSR. When following this debate we realised that it would be interest-
ing to include Qviberg in our study. We contacted his secretary via email and received a
time when we could call him. This interview turned out to be very short, around 15 min-
utes, and there were also some interruptions were Qviberg had to take another phone call
and so on. This might have affected the trustworthiness of the study, still this interview
came out to be very valuable as contrast towards most of the other interviewees’ view of
CSR. However, the third independent thinker agrees with the ideas of Qviberg. Kristian
Karlsson and his book Avlatsindustrin, released this spring, were mentioned by Qviberg in
the debate on Svenska Dagbladet, Qviberg has also written the foreword to this book.
Karlsson is also critical towards the CSR movement and try to work against it. We there-
fore made contact with Kristian Karlsson by email and decided to make a phone interview.
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This was the last interview conducted in our study and it ran smoothly without any distur-
bance for about 35 minutes. Karlsson is very articulate and were able to explain the
thoughts of the critics in a sensible way, which increases the trustworthiness of the study.

It was important for the study to also integrate a more negative or critical perspective on
CSR, since most of the companies that are embracing CSR think positively about it, to be
able to do a balanced and to the largest extent possible an unbiased analysis.

3.2.3 Obstacles

Berg (2001) adheres that an interview can be performed by phone, Internet or by a meeting
and we have used all of these. The most preferable way is to meet the person interviewed
and we did that for five interviews (Berg, 2001). It was not possible to meet all of the re-
spondents and therefore five interviews were held over the phone and one via email. How-
ever, we do believe that the result would have turned out even better if we could have met
all of the respondents, since we lost some of the trust that is built up during a meeting, the
face-to-face contact and body language when interviewing over the phone or Internet
(Trost, 2005).

In addition, we experienced that misunderstanding arise more easily when not meeting face
to face. When having an interview over the phone with one of the respondents the conver-
sation started with a misunderstanding. The misunderstanding was regarding the purpose
of the thesis and that we wanted a nuanced picture of the situation of CSR in Sweden, in-
stead the interviewee gave the impression that we accused him for being against CSR. Even
though we had contacted and thoroughly explained the purpose and problem of the study,
this obstacle arose. The misunderstanding was very hard to overcome during the interview
and together with several interruptions during this time, probably indicating that the inter-
viewee was very stressed, the interview turned out to be rather short. The outcome of the
interview would probably have been significantly improved if we could have met the inter-
viewee face to face and in that way overcome the barrier of misunderstandings. There were
also some obstacles arising regarding the email interview. We met Svensson after his lecture
and asked him for an interview, together we decided to perform an interview via email. We
sent the questions to the respondent, but we did not receive any response. We therefore
made contact again after a few weeks and suggested that if he did not have enough time he
could just answer some of the questions. After another few weeks we received an email
with rather short and concise answers. Since we regarded Svensson as a significant and im-
portant respondent for our study we made the decision to include the interview although
not all of the questions were answered. We could have overcome this obstacle by having a
fact to face interview, although it was not possible due to the interviewee’s demanding
schedule.

Nevertheless, obstacles can arise even though there is a meeting face to face, which we ex-
perienced when were in Stockholm to perform an interview. The interviewee arrived about
ten minutes late and she told us that the company had been accused of having a supplier
that is using child labour and that she later on was to be in Danish TV to discuss this mat-
ter. In spite of this incident we could perform the interview and although the interviewee
was under stress she was very professional and answered all the questions and gave us the
material we needed. As mentioned earlier the interviews were recorded. An obstacle that
arose in relation to this was that one of the interviewees had a hard time to express her
opinions clearly while being recorded and talked much more freely when the mp3 player
was turned off, this is rather common according to Seale et al.(2004).
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3.3 Trustworthiness

Trustworthiness is about having quality in the performed study. Validity and reliability are
concepts that are often mentioned with regards to trustworthiness and the quality of data
collection. Regarding the qualitative research the concept of validity concerns the whole re-
search process in the qualitative study, which means that it is not only related to the collec-
tion of data (Patel & Davidsson, 2003). The validity is strengthened if the researchers are
able to grasp ambiguous and contradictory matters from the study, which we regard as one
of the strengths with our study of the three groups. The concept of reliability is interpreted
in the qualitative study, in contrast to the quantitative study, as dependent on the subject
studied and therefore we do not expect the respondents to have exactly the same answers if
the interviews were done over again. Nevertheless, the reliability is high since new perspec-
tives and knowledge about the views on CSR have been brought forth by our study.

Regardless of the obstacles arising during the study we consider it to have a high degree of
trustworthiness. We have tried to do trustworthy interpretations of the interviewees and
have tried to grasp ambiguous and contradicting information to be able to create a valid
picture of the subject studied. We have also tried to be conscious of disturbing factors,
such as misunderstandings, own interpretations and interruptions, when collecting the em-
pirical material in order to increase the trustworthiness of the study. The use of the mp3
player, semi-structured interviews as well as the closeness to the interviewees that we met
face to face contribute to the trustworthiness of the study. Holme and Solvang (1997) add
that the validity in a qualitative study is ensured by the closeness to the object studied and it
gives freedom to the empirical study, compared to a quantitative study.

Due to the number of interviews as well as representatives form the different groups show
several angles of the subject studied and thereby increase the trustworthiness. There are
relatively large differences between the three groups and if for example the critical respon-
dents would have been excluded from the study the outcome would have looked very
much different. The study would then have been more biased towards a positive view of
CSR. In addition, a good qualitative analysis has a good logic where all parts related and
create a meaningful whole (Patel & Davidson, 2003). We think that the difference among
the interviewees has created a vivid picture of the phenomenon studied and that by pre-
senting and relating all the parts the outcome turned out to be very meaningful.

3.4 Analysis and interpretation

Holme & Solvang (1997) adhere that there are no given routines, procedures or techniques
for drawing conclusions or making analysis from qualitative research data. They regard the
analysis of the information given as the most difficult part of qualitative methods since the
material needs to be organised and structured after the information is collected. Neverthe-
less, Patel and Davidsson (2003) mention that it is valuable to analyse the empirical material
during the working process and not wait until all the material is collected, as is often the
case with quantitative data. Hence, we have continuously evaluated and discussed the mate-
rial and compared them with the frame of reference to get a clear picture of the analysis of
the study. By doing this we have come up with new ideas and become aware of some inter-
view questions not being clear enough and consequently modified them during the process.

By formulating research questions in connection to the purpose of the study as well as the
frame of reference we could focus on the most important empirical material and create a
sensible structure. The empirical findings as well as the analysis are built on the structure
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from the research questions to get a clear understanding (Patton, 1990). Our aim with the
analysis is to discuss and answer the research questions. The empirical material collected
from the interviews will be analysed together with the frame of reference, which will create
a foundation from where the conclusions will be drawn. In the conclusion we will fulfil the
purpose of the thesis.
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4 Empirical Findings

This chapter deals with the results from the empirical study. A presentation of the three groups as well as
the result from the eleven interviews is presented in this chapter.

The ethically driven SME’s have all based their business idea on social and ethical re-
sponsibility.

Annika Axelsson, who is one of the two founders and owners of Dem Collective, was in-
terviewed  March 28 at Café Publik close to Dem Collective’s office in Gothenburg. Dem
Collective is also situated in Sri Lanka where the clothes are manufactured.

Björn Södernberg, who is the founder and owner of Fair Enterprise Network, Watabaran
and WebSearch Professional, which are all situated in Nepal, was interviewed March 15 at
Jönköping International Business School.

Daniel Mensch, who is the CEO and one of the owners and founders of Fair Unlimited,
was interviewed over the phone April 28. Fair Unlimited is situated in Stockholm.

The LSE’s are all working actively with CSR but their business ideas are not built on these
values.

Lisbeth Kohls, who is Senior Vice President for Corporate Responsibility at ICA, was in-
terviewed April 10 at ICA’s headquarter in Solna, Stockholm. ICA is a member of Swedish
Partnership for Global Responsibility.

Karolina Dubowicz, who is responsible for communication and information at the CSR
department at H&M, was interviwed April 11 at H&M’s headquarter in Stockholm. H&M
is a member of Swedish Partnership for Global Responsibility.

Åsa Pettersson, who is Coordinator for Public Affairs and project leader for the CSR re-
porting at Vattenfall, was interviwed April 11 at Vattenfall’s headquarter in Stockholm.
Vattenfall is a member of Swedish Partnership for Global Responsibility.

Kathrine Löfberg, who is the Marketing Director at Löfbergs Lila, was interviewed over
the phone April 24. Löfbergs Lila is a member of Swedish Partnership for Global Respon-
sibility.

Jan Peter Bergkvist, who is Director of Sustainability at Scandic Hilton International, was
interviewed April 24 over the phone.

The independent thinkers are all involved in the current debate about ethics and CSR.

Alf Svensson, who is an MP and former party leader of Kristdemokraterna, was inter-
viewed by email.

Mats Qviberg, who is the CEO of Investor AB Öresund, was interviewed April 26 over the
phone.

Kristian Karlsson, who is the author of the book Avlatsidustrin and active at Timbro idé,
was interviewed May 5 over the phone.
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4.1 Concept of CSR

What is the meaning of CSR the concept according to the managers of SME’s and LSE’s and the inde-
pendent thinkers?

4.1.1 Ethically driven SME’s

Taking social responsibility is number one in the group of ethically driven companies.
Söderberg argues that a company has a responsibility as everyone else. He thinks a com-
pany should have a positive effect and not a negative effect on society. Axelsson points out
that having an ethical foundation in a company is more important today than it has ever
been before. Since companies have so much power today, some even have more power
than nations. She thinks that working actively with CSR goes without saying. Mensch pre-
fers to use the concept of sustainability instead of corporate social responsibility and the
also points out that environmental responsibility and social responsibility are intercon-
nected.

Söderberg thinks that CSR is about values and about deciding within the company what
values the company should have and work according to that.

“It should be clear what the company stands for regarding ethics, from the first line worker to the CEO of
the company”.

Such as when the purchaser is about to buy something to the company that he/she then
looks up the supplier and see if they work with human rights, or when the money is in-
vested that it is checked that the money is not invested in weapons and drugs. If the values
are not implemented in the organisation it is a risk that the concept of CSR just become
empty words. Söderberg’s advice is to search for what is ethical and at the same time try to
create profit as well.

The background and framework for Fair Unlimited, according to Mensch, are about re-
spect for individuals and culture as well as respect for workers and workers’ rights. Axels-
son refers to the Bible and the golden rule and says:

“whatever you want other people to do to you, you should also do to them”

She thinks that it is natural to be fair in all steps of production and manufacturing and
thinks that it should not be any question for companies to not take this responsibility.
Söderberg agrees with this and says that customers should buy a product because it is good
and then it should be an absolute condition that these product and services are produced in
a fair way. All products should be produced in a fair way, according to Söderberg. He also
adds that is not welfare that companies are doing, the products and services have to be
good, but they should also be fairly produced.
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However, Axelsson is critical to the general attitude regarding CSR and thinks that it has
become a fashion word. companies to large extent use the concept of CSR to appease a
market in the Western world, since customers are demanding companies to be more so-
cially responsible. Mensch concludes that the ethically driven companies are not so many
and for most companies profit is number one and that is the major difference.

Ethically driven SME’s Answer – meaning of the CSR concept?

Fair Enterprise Network Companies have responsibility as everyone else

Dem Collective Working actively with CSR goes without saying

Fair Unlimited Respect for individuals, workers and culture. Major difference is that profit is not number
one

4.1.2 LSE’s

Löfberg at Löfbergs Lila adheres that the work with CSR should be connected to the busi-
ness both locally and globally. The company prefers to use the concept of sustainable de-
velopment and has integrated three concepts in this definition. These three concepts are
social responsibility, improved environment and economic growth. Whom Löfberg at
Löfbergs Lila thinks it is responsible for regarding sustainable development are employees,
customers, suppliers and the surrounding world. Bergkvist at Scandic Hilton also empha-
sises the three parts of social, environmental and economic responsibility when regarding
CSR or as he also calls it sustainability. Pettersson at Vattenfall also agrees with this think-
ing regarding CSR and affirms that sustainable development, having a long-term perspec-
tive and trying to diminish the impact made on the environment are important. Vattenfall
also accounts according to social, environmental and economic criteria, which is closely
connected to the interests of the stakeholders of the company, according to Pettersson.
Due to the codes of conduct developed at H&M Dubowicz adheres that CSR is very con-
crete at H&M, however she thinks that it is sometimes hard to know how to perform it in
reality.  The codes of conduct include safety, workers rights, working environment as well
as an environmental perspective. HM defines CSR as: “a concept whereby companies integrate so-
cial and environmental concern in their business operations and in their interaction with their stakeholders
on a voluntary basis in order to meet or exceed the ethical, legal, commercial, and public expectations that
society has on business” (H&M, 2005) ICA has developed “ICAs goda affärer” (ICA’s good
business) as part of its work with corporate responsibility. Kohls states that ICA do not use
the expression CSR but rather CR, corporate responsibility, due to the company including
environmental and quality issues in this concept as well. “ICAs goda affärer” includes a
stakeholder perspective with focus on profit, ethics, dialogue, safety, quality, health and the
environment.

LSE’s Answer – meaning of the CSR concept?

H&M Social and environmental concern, economic growth and stakeholders. Codes of Conduct.

ICA “ICAs goda affärer” – stakeholder perspective, profit, ethics, quality, health, environment

Vattenfall Sustainability - Social responsibility, improved environment, economic growth. Stakeholders

Scandic Hilton Sustainability - social responsibility, improved environment, economic growth

Löfbergs Lila Sustainability - social responsibility, improved environment, economic growth. Stakeholders

Table 4.1.1. A summary of the ethically driven SME´s meaning of the CSR concept.

Table 4.1.2. A summary of the LSE´s meaning of the CSR concept.
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4.1.3 Independent thinkers

Qviberg thinks that being socially responsible is: “to take responsibility for co-workers and custom-
ers so that they are happy and comfortable”. Karlssons view of social responsibility encompasses
companies who follow the law and offer goods and services on a free market and exchange
value for value with others with an aim to earn money or something else that the company
strives for. He is against the ongoing debate about CSR, which says, according to Karlsson,
that companies should recreate their role and become partial aid organisations, to be able
to be considered as socially responsible. Instead he thinks that: “companies are socially responsi-
ble when offering goods and services on a free market”. He continues to argue that all companies
that follow democratic law are ethical as long as they have not been proven to be unethical.
Qviberg asserts that ethical companies are those that try its best to make the company
grow and provide a good and safe working environment for its employees, such as Volvo,
Ericsson, Ikea, all companies who do the things that they are good at.

Svensson regards corporate social responsibility as something that is grounded in the un-
derstanding of the mutual dependence in between human beings. He emphasises that as
humans we are during some time in our lives dependent on other people to take responsi-
bility and care for us. Karlsson, on the other hand, makes a distinction in between the indi-
vidual and the company. He thinks that it is only humans and individuals that can be re-
sponsible for anything and it is only humans that can take any ethical responsibility. He
close his argumentation by saying:

“It is only humans that can be ethical and responsible for something, companies can never be responsible for
anything”

Independent thinkers Answer – meaning of the CSR concept?

Qviberg Be responsible for co-workers and customers. Do what you are good at.

Karlsson Offering goods and services on a free market. Only individuals can be socially responsible,
never companies.

Svensson All humans are dependent on each other and therefore have to help each other.

4.2 Stakeholder relationships

What should a firm’s relation to its stakeholders be like, according to the managers of the SME’s and
LSE’s and the independent thinkers?

4.2.1 Ethically driven SME’s

Söderberg do not hesitate when saying that: “the local community in Nepal is the most important
stakeholder group”. Söderberg stress that these people have to understand what the compa-
nies are doing and why they are doing it. Söderberg and representatives from Watabaran
have informed about the company and about paper recycling in the media in Nepal, as a
consequence other companies have started as well since it is cheaper to recycle paper than
to produce new paper. Watabaran has influenced the community with its thoughts and val-
ues. The employees have to live what they learn and are not allowed to litter when they are
working and not during their time off. There is a pride in the company and among the em-
ployees. Regarding Dem Collective Axelsson declares: “the employees at Sri Lanka as the most
important stakeholder group, without question”. The situation for the employees at Sri Lanka have
changed radically compared to the working conditions they had before they joined Dem

Table 4.1.3. The independent thinkers summary of the meaning of the CSR concept.
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Collective. Since their life and situation has changed due to their improved working situa-
tion and salary, Axelsson feels that Dem collective has a huge responsibility regarding the
employees and do not want to let them down. Mensch emphasises that: “the suppliers are the
most important stakeholders for Fair Unlimited”. The company is working on and trying to create
a market for the producers that are situated in developing countries. The suppliers and Fair
Unlimited teach each other about fair trade and try to do it practically together.

The second stakeholder group of importance is the Swedish companies that are customers
or potential customers, Söderberg asserts. Many of the Swedish companies that are cus-
tomers are seriously interested in ethical questions. Söderberg is often invited to hold lec-
tures at Swedish companies and in that way he is able to influence them to think more ethi-
cally and promote his companies products. The stakeholders that influence the companies
the most are the consumers and Söderberg thinks that this group make an enormous dif-
ference. He also mentions shareholders or owners of companies, who among other things
demand sustainability statement of accounts, and thinks this is an important group since
they have a lot of power.

For Dem Collective the raw material supplier in India is another a very important
stakeholder. The company has a long-term relationship with this cotton producer in India
and their relationship is built on trust. Dem Collective always buys from the same producer
although the price increases due to obstacles such as flooding. Due to this relationship
Dem Collective is able to provide ethical cotton although it might cost more, but the con-
sumers can be sure they get a fair product.

Concerning Fair Unlimited Mensch sees, in addition to suppliers, the customers as very
important stakeholders, if a company has no customers noone will buy the products. In
addition, the network around social responsibility and ethics, such as Globalt ansvar and
Rättvis handel, are very interesting and important stakeholders for Fair Unlimited. Mem-
bers of the fair trade network check each other to see of the guidelines are followed and
therefore this network has a large effect on the company.

Ethically driven SME’s Answer – the firm’s relation to its different stakeholders?

Fair Enterprise Network Local community in Nepal.

Dem Collective Employees in Sri Lanka.

Fair Unlimited Suppliers in developing nations.

4.2.2 LSE’s

All of the respondents representing the LSE’s regard the customer to be the most impor-
tant stakeholder. Then they mentions several other groups but the most important group is
without question the customers. The most important stakeholders are the customers, em-
ployees and suppliers, Löfberg asserts. Löfberg thinks it is hard to say that any stakeholder
group is prioritised before another, but customers and suppliers are constantly worked with
in the different departments at Löfbergs Lila. Bergkvist at Scandic Hilton thinks that the
customer is the most important stakeholder and there after comes the employees. Other
important stakeholder for Scandic Hilton are suppliers, partners, suppliers, landlords and
other organisations, however they are not as important as customers and employees,
Bergkvist enlightens. Dubowicz consider H&M to have a vast amount of stakeholders, but
that the customer is the most significant group. When considering a CSR perspective there
are many important stakeholders such as NGO’s, unions, shareholders, investors, employ-

Table 4.2.1. A summary of the ethically driven SME´s relation to its different stakeholders.
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ees and students, according to Dubowicz. Pettersson maintains that Vattenfall has many
stakeholders at different levels. She mentions customers as a large stakeholder group but
also the media, political organisations, the nearby community where Vattenfall has its
power plants and so on. In addition to these stakeholders the government is an important
stakeholder, since Vattenfall is owned by the government. ICA sees its customers as a
highly essential stakeholder group, according to Kohls. Other significant stakeholders
mentioned by Kohls are local decision-makers, NGO’s, suppliers and media.

The stakeholders have influenced Löfbergs Lila regarding the work with social responsibil-
ity and foremost the customers who ask questions regarding these issues. Kohls is totally
convinced that different stakeholder groups are influencing the work with CSR at ICA.
Kohls believes this is done mainly by having interaction and dialogue with the community,
environmental organisations and customers. She highlights that there are employees that
are working full time with just listening to the customers’ point of views. However, Löf-
berg thinks that the external communication of these issues has probably affected the
company the most. Kohls explains that every other year the employees are debriefed to see
if their fundamental thoughts correspond to the values at ICA, this was also done when
“ICA’s goda affärer” was introduced and to a very high degree the values of ICA corre-
spond to the values of the individual employees. ICA has also cooperated with the World
Wildlife Fund since the 1980s and Kohls think that this organisation has helped ICA in
many questions.

Management at Scandic Hilton realised that there was a demand in society for working ac-
tively with sustainability, so according to Bergkvist it was stakeholder pressure that inclined
the company to work with these issues. Also at H&M many of the stakeholders have influ-
encedthe company to work actively with CSR, although Dubowicz thinks it is hard to
identify how and exactly what groups that have had an influence. Still she thinks that the
NGO’s have had a large impact by putting pressure on the companies in general and cre-
ating a debate around CSR. Pettersson thinks that stakeholders have influenced Vattenfalls
work with CSR the most by demanding information about it. Pettsson points out that:

“the company’s activities are affected by the stakeholders but it is not the stakeholders that run the com-
pany”

However, Vattenfall does not work actively to influence its stakeholders regarding CSR.

To influence its stakeholders regarding social responsibility the Löfbergs Lila has created
codes of conduct that are to be signed by the suppliers. To be able to control and inform
the suppliers, personnel from Löfbergs Lila travel to the countries where the coffee is cul-
tivated. Löfbergs Lila also works actively to try to influence customers such as Coop and
ICA as well as informing the individual consumer about fair trade and KRAV labels and so
on. Bergkvist adheres that Scandic Hilton definitely has the possibility to influence its
stakeholders. Regarding suppliers the company has much power to influence regarding en-
vironmental demands such as SVAN-märkt. The company also influences partners and
landlords to the extent it is possible. Regarding ICA’s influence on its stakeholders Kohls is
confident that the suppliers are the stakeholder group that is most affected. ICA has sup-
ported its suppliers to become improve quality, animal treatment, environmental aspects
and risks regarding social issues in developing countries. If H&M influences its
stakeholders Dubowicz finds it difficult to answer but mentions some examples, such as
H&M has started to work more with suppliers in Bangladesh and tries to improve the
working conditions there or different groups where Dubowicz is part of that focus on dif-
ferent initiatives regarding CSR.
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LSE’s Answer – the firm’s relation to its different stakeholders?

H&M Customers, NGO’s, shareholders and employees

ICA Customers, NGO’s, media and suppliers

Vattenfall Customers, media and the government

Scandic Hilton Customers and employees

Löfbergs Lila Customers, employees and suppliers

4.2.3 Independent thinkers

According to Qviberg the coworkers, customers and owners are the three most important
stakeholders. He thinks that the company should be very serious in the relation to its
stakeholders. The most important thing is that customers want value for money and the
company has to give them that. Nonetheless, Qviberg has no opinion on how stakeholders
affect companies regarding CSR or social responsibility.

Karlsson refuse the whole stakeholder concept and adhere that the stakeholder theory is
most damaging thing in the CSR movement. He expresses his thoughts as:

“the stakeholder theory is nonsense”.

He continues to explain that the only ones the management of a company should consider
besides the law are the owners. Further he does not regard owners as stakeholders but only
as owners. As long as the company follows the law, it has no further obligations except for
that to its owners.

Karlsson maintains that customers and employees affect the company in different ways but
not in the capacity of stakeholders but as customers and employees. These groups should
not affect the company in how it should do certain things, that is the task of management
and owners. It should be the owners that should push for social responsibility if they want
to company to engage in these questions, not any one else, Karlsson concludes.

Regarding the stakeholder theory Karlsson claims that there is no intellectual support for
CSR. The CSR movement started as a practical movement and later found a theory that
was suitable. Karlsson argues that it is easier to build on a theory that already exists, such as
the stakeholder theory which is about 100 years old. He contends that the CSR movement
has not evolved from theory but rather from a willingness to do something about the
situation in society and the world. He adheres that it started as a practical movement and
later found a theory that was suitable. Karlsson finish off by saying that the stakeholder
theory has not evolved from what role companies should have in society and therefore it is
not suitable.

Independent thinkers Answer – a firm’s relation to its different stakeholders?

Qviberg Co-workers, customers and owners are the most important stakeholders.

Karlsson Owners most important. Reject the stakeholder theory and regard it as damaging.

Svensson Did not respond.

Table 4.2.2. A summary of the LSE’s relation to its different stakeholders.

Table 4.2.3. The independent thinkers summary of their firms relation to its different stakeholders.
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4.3 Development and motives for CSR

What drives the development of CSR and what are the motives for it from the managers of SME’s and
LSE’s and independent thinkers point of view?

4.3.1 SME’s

Development

CSR has developed due to many different reasons, and according to Söderberg is one rea-
son the increased understanding and insight of what happens in other parts of the world
due to the globalisation. He does no think it is acceptable to exploit other people’s situa-
tion, neither in China nor in India. Mensch agrees and means that it is due to the globalisa-
tion people understand the consequences of global trade. The access to information has
created a pressure from consumers, investor and employees. Mensch further argues that it
is part of the economic cycle, and that CSR has grown in importance, after the greed dur-
ing the 1980’s and 1990’s. Axelsson also claims that CSR issues has grown in interest due
to the information society, today it is easy to get access to information. Today, people
travel all over the world and have relations to other people in different parts of the world
and therefore people can easier identify with each other, Axelsson thinks this is a funda-
mental factor. It could also mean that people have understood that there will be conse-
quences for other people for all things we do, which can be either positive or negative.
Mensch and Söderberg discuss there are people behind everything that we do, we buy
things and there are other people that have produced the goods that we buy. This connects
to:“The society is becoming more human and less modern, which is connected to the postmodern time pe-
riod..” (Mensch, personal communication, 2006-04-28). Moreover, CSR has got a lot of at-
tention during the last years, and consumers have started to demand this kind of social re-
sponsibility from the corporations. Today, consumer can buy a lot of different ethical pro-
duced products. “ … in the 60’s you could barely buy an ethical product, today we have a lot of different
products and this in not due to companies suddenly have become nice, its because people are demanding it..”
(Axelsson, personal communication 2006- 03-28).

Another reason why CSR has developed the last years is that many people argue that it is
due to the public authorities not taking the responsibility they are supposed to do. There is
a pressure on companies to take the responsibility which the public authorities are sup-
posed to handle but are not capable of, and therefore other actors have to come in and fill
up this space. Consumers and investors want companies to have a larger say in the devel-
opment of the society, which is actually a bit scary discuss Mensch. Axelsson has another
opinion on why CSR has grown in interest, she states it is the younger generation who has
become more and more conscious. It is the younger generation who asks for and buys the
ethical produced products. Within the music today there are lots of people/musicians who
take a standpoint. Coldplay’s singer has taken a standpoint for fair trade and Bono in U2
has meetings with UN and participate in G8 meetings and discusses these issues with poli-
ticians. She means it is positive that CSR issues are developing.

Ethically driven SME’s Answer– why has CSR developed?

Fair Enterprise Network Increased understanding and insight, and the globalisation

Dem Collective The Information society, and that people are more connected today

Fair Unlimited The globalisation, access to information, and part of the economic cycle

Table 4.3.1a. Summary of why CSR has developed according to ethically driven SME’s.
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We asked the companies which trends in the society that have affected the CSR work
within the company. Mensch argues that the postmodernism was one trend. The time of
modern fancy products that all look the same has passed, people want something that is
unique and has a connection to the person behind the product. Transparency is very im-
portant and that is another cornerstone in Fair Unlimited. Everyone long for meaning in
their lives and want to do something for others, although they might not do it at this stage
in life. According to DemCollective all trends in society have an effect and especially the
music. In Söderbergs case it is mainly the CSR trend itself.

Motives

The motives for working with CSR in the ethical driven group are quite different. The
background to CSR in Söderbergs companies was due to his own experience when he was
19 years old and moved to Nepal and lived together with 12 orphan youngsters and learned
to live on their premises, and experience the world from their point out view.

“ …it was tremendous amount of trash and above all it was the discrimination, and everything became so
tragic..”     

The reason to why the first company started was that Söderberg wanted to get rid of the
trash and create a good job opportunity. The idea with the IT company was to only employ
women, since well educated women in Nepal have had a very hard time to get employed.
The social responsibility is part of Söderberg’s business idea and is actually the backbone in
the company. The background and framework for Fair Unlimited is according to Mensch,
the guidelines for fair trade. It was the starting-point for the company. These guidelines are
about respect for individuals and culture as well as respect for workers and workers’ rights.
The motive for CSR for DemCollective is according to Axelsson that there were no clothes
companies that took social- or environmental responsibility.

Söderberg markets and communicates his companies’ visions by giving lectures around the
country (in university and companies). The main idea with giving lectures, is to create con-
tacts and business relationships, and establish a network. Both Axelsson and Söderberg get
a lot of media attention all around the world trough newspapers, journals and television.
According to Söderberg it is profitable to work with social responsibility:

“It is a social contribution BUT we make money on it, ..this is the way we work..”

It is about giving something extra to the employees, a decent salary, health insurance, only
working 40 hours a week and to offer paid parental leave discuss Söderberg and Axelsson.

Social responsibility is the business concept of Fair Unlimited, and is therefore the funda-
mental and basic ideas of the company. An interest for these questions on the market is
good for the business and for Fair Unlimited. The company markets its vision via the web-
page, lectures, and information together with the product bought. Their message to other
companies is that trough fair trade it is possible to improve the situation for marginalised
people in developing countries and there is an alternative to exploitation and greed. It is
possible to pursue trade in a responsible and human way. All three companies market and
communicate their business idea and vision mainly to other companies. They claim that an
important message to other companies is that it is possible to be profitable when working
with CSR.
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Some people assert that social responsibility is only a PR invention in some companies.
There is a great risk of communicating social responsibility and not having backup for it, it
will damage the company very badly, Mensch asserts. He has no problems with companies
that are socially responsible and communicate it through PR, as long as they do what they
say they will do, although it is hard to control. Rather, he sees it as something good since it
creates a demand and pressure on competing companies. However, there are many compa-
nies that are working actively with the environment and social responsibility but they do
not communicate it externally. A company should of course communicate if they have
done something good, because this is something that makes a difference in the society
claims Söderberg. Axelsson, believes that CSR is just PR for some companies, although of
various degrees. Many companies do not understand what CSR is. Companies that have a
top-down perspective, such as companies having codes of conduct, have not understood
the concept of CSR. A code of conduct is something that is created by company manage-
ment for the Western customer. It is not a bottom-up perspective where something is cre-
ated together with the employees in a local context. There are many companies saying that
they are more ethical than they are On the other hand, there are companies that are very
ethical but they do not know it, Axelsson argues. They all gave examples of ethical compa-
nies, Axelsson means that all companies that work to improve themselves to take responsi-
bility, although they are not completely ethical today. According to Söderberg, are Body
Shop and Scandic Hilton ethical, however his favourite companies are DemCollective and
Fair Unlimited. And according to Mensch it is Twicher, Dubase, and UW.

Ethically driven SME’s Answer –motives for CSR?

Fair Enterprise Network Motive: discrimination and environmental issues

Message: working with social responsibility is profitable

Dem Collective Motive: there are no CSR clothes companies

Message: Did not respond

Fair Unlimited Motive: The fair trade guidelines

Message: it is possible to improve the situation for people in developing countries

4.3.2 LSE’s

Development

Through the interviews with the respondents, different aspects of why CSR is developing
have been discussed. Some of the respondents have been quite sure why it has developed
when others have been very vague and undefined. A few of them have been insecure in
their role, and others have been confident and well-informed about the subject. As one re-
spondent answered:

“…. It is not easy to answer, we, the company, has no standpoint in this kind of question…and what does
it means why CSR is growing in interest, hmm we are seldom discuss bigger philosophy and macro econom-
ics issues, the things we working with here are very concrete…”

The development of CSR is much due to companies being  part of society and it is quite
natural that companies are engaged, however the company should be aware of that it can-
not do everything according to Kohls at ICA. Today companies are just as important as
many countries and therefore a need for an active work with these questions have become
important. However, there is a risk that there are only empty words with policies and
documents (J.P. Bergkvist, personal communication, 2006-04-20). Pettersson, Dubowicz

Table 4.3.1b. Summary of motives and messages from the ethically driven SME’s.



43

and Löfberg claim that there is a greater awareness today of companies being one actor of
several actors in a bigger arena and that companies are a large part of the society. All of the
respondents among the LSE’s managers think that companies have to become more aware
of the fact that they put a footprint on the surroundings, the society has gone from a short-
term thinking to a long-term thinking. Earlier the consequences were not so visible. It is
problem that should be of everyone’s concern, they argue. A greater awareness of the
global perceptive, due to the things that happen in the world, terror attacks, diseases and
natural disasters, which we are affected by and that we can influence and do something
about. Other reasons were, the public authorities do not take as much responsibility as be-
fore regarding some questions and instead the society demands more from companies.
There are many reasons but also trends in the society of today. Due to the information
flow and everything happening very fast people are searching for security. Consumers
therefore want to be able to trust companies and therefore know the story behind the
goods and services bought, several of the LSE’s managers conclude.

What does it mean that CSR is growing of concern? According to Löfberg at Löfbergs Lila
more companies engage in these questions and it becomes more visible what companies
actually do and not do regarding these issues. However, it is also a risk that if a company
focuses too much on these issues it is not possible to survive as a company, it must follow
its business concept and core business. H&M often gets the question if the CSR work af-
fects the profitability or the costs. It is very difficult so separate these connection and diffi-
cult to see the direct causal relationship between CSR and profitability/costs. However,
Dubowicz at H&M has a belief that the responsibilities the company has taken are a pre-
requisite to be able to work as it always has.

LSE’s Answer – why has CSR developed?

H&M Greater awareness, companies are one actor of several actors in a bigger arena

ICA Companies are part of the society, and it is quiet natural that companies are engaged, awareness

Vattenfall Companies put a footprint in our society and we have gone from a short-term thinking to long-term
thinking

Scandic Hilton Companies are just as important as many countries

Löfbergs Lila It is becoming more visible what companies actually do and not do, the global perspective

Motives

The respondents’ motives for working with CSR issues are more or less the same. Almost
all of them say that they have always been working with these kinds of questions within
their organisations. It was only Dubowicz at H&M who said that they started working with
social responsibility in the beginning of the 1990’s. H&M started to put higher demands on
its suppliers, in the beginning it was written on the orders that the company do not accept
child labour. In 1997 H&M started to work with code of conduct. ICA has always been
working with CSR issues, since it is a company that is close to its customers. However, the
concept CSR is a new way to parcel up an old question, such as environmental and quality
issues. The last decade the ethical dimensions have been included in ICA’s responsibility
work. New issues have arisen on the agenda, genetic engineering, care of animals, corporate
responsibility and corporate governance. All these issues have been put under the CSR de-
partment. The department has worked out guidelines called “ICA’s goda affärer”.

Löfbergs Lila is a Swedish family business that has a close connection to the owners, and
has always worked with these questions. What has changed the last years is that the work

Table 4.3.2a. Summary of why CSR has developed according to the representatives of the LSE’s.



44

done within social responsibility is communicated externally. Today Löfbergs Lila is work-
ing strategically with these questions of social responsibility. This has generated values,
such as it is easier to attract and keep a good workforce as well as gaining competitive ad-
vantage in relation to other companies in the same business that are not actively working
with CSR. Why the work with sustainability started at Scandic Hilton was not due to some-
one in the management that felt like working with sustainability but rather because the
management saw the trends in society and was affected by different stakeholders and their
demands. Such as using the label SVAN-märkt, to communicate to the customers that
Scandic Hilton is working with environmental sustainability, is to meet the customers de-
mand.

Trends in the society that affect the work with CSR within ICA are environmental issues
and the awakening of these questions have had a significant affect on the increased interest
in CSR. Also the concern regarding the food security has had a huge impact on ICA’s work
with CSR. Pettersson at Vattenfall claims that the increased awareness in the society of
sustainability and environmental questions and an evident demand of information from
stakeholders have had affected the company to work more actively with social responsibil-
ity. Dubowicz at H&M adds that it has been impulses both internally and externally that
has influenced them.

There are different ways and degrees to communicate and market CSR both internally and
externally. All the LSE’s besides Vattenfall work with different types of education internally
which include more or less all employees. Other ways to communicate about their CSR
work is through intranet and internal papers. Vattenfall communicate its CSR work in the
social report both internally and externally. However, there are big differences when it
comes to how the corporate social responsibility work is communicated externally. H&M
and Vattenfall do not market their CSR work, but in H&M’s case it has started to think
about having some kind of communication to the customers, who is regarded as the most
important stakeholders. Löfbergs Lila use different labels, such as the KRAV label and the
Fair Trade label. The company also inform and has seminars about its work within the field
of CSR to consumers, supermarkets, cafés, and restaurants.

LSE’s Answer – motives for CSR?

H&M Motives: In the beginning of the 90’s CSR issues arose on the agenda

Communication internally: education, internal company magazine, intranet and wallpaper

Externally: is not communicated

ICA Motives: has always worked with these kind of questions

Communication internally: education and the guidelines “ICA’s goda affärer”

Externally: The guidelines ”ICA’s goda affärer”

Vattenfall Motives: has always worked with these kind of questions

Communication internally: internal company magazine and the social report

Externally: the social report

Scandic Hilton Motives: demand from the society

Communication internally: all 66 000 employees work with environmental issues and with the
triple bottom line

Externally: the triple bottom line

Löfbergs Lila Motives: as a family company it has always worked with these issues and are today a part of
the strategy

Communication internally: trough internet and conferences

Externally: inform stakeholders and through labels such as KRAV and Fair Trade

Table 4.3.2b. Summary of motives and messages from the representatives of the LSE’s.
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When asking about some people maintaining that CSR is only PR within some companies,
Dubowicz claims that H&M is an example of the opposite. Thus their communication has
considerably been below its actual work with CSR. It usually becomes visible quite fast if
companies are not serious in their attempt according to Bergkvist and Pettersson. Löfberg
argues that there could be companies that are using social responsibility only as PR. Al-
though, there is a risk since there is such a focus on social responsibility and everyone is
talking about it. Therefore companies have to work with this in a strategic and long term
way and these questions have to be implemented in the entire organisation. There is a risk
with using social responsibility only as PR, if people find out that the company is not doing
a proper work that is implemented in the organisation. Kohls at ICA believes that PR is a
part of risk management. A few of respondents could give an example of ethical compa-
nies, but neither H&M, ICA or Vattenfall could give any examples. However the respon-
dent from Scandic Hilton thinks ethical companies are those that take social and environ-
mental responsibility seriously and take the responsibility to the next level not only follow-
ing rules and regulations. It is also important to involve all employees in the process. And
according to Löfberg at Löfbergs Lila Ikea is an ethical company since it does a lot regard-
ing social responsibility both on an international and national level.

4.3.3 Independent thinkers

Development

Social responsibility is definitely not a new phenomenon, according to Karlsson. On the
other hand, is the debate both old and new since it comes up every 20 years and it has ex-
isted since companies grew rather big in the end of the 1800s, then the role of the compa-
nies are discussed and that they should take on the role of being public authorities. Neither
the concept of social responsibility nor if companies should involve in it, can be regarded
as a new phenomenon. Svensson agrees with Karlsson that social responsibility is not a
new phenomenon. In the past the extended family, neighbours, villagers, parishioners en-
gaged in social responsibility of the community. He claims, today, we are all occupied by
chasing time. That is why Svensson thinks that the debate and reasoning about social re-
sponsibility has become more official. Qviberg is critical to the phenomenon social respon-
sibility:

“…there are always trends and people that want to give you a bad conscious. Try to do companies to “qvasi
public authorities” instead of letting them be profit oriented companies which is what they are supposed to
do”

Why social responsibility and CSR is of current interest is due to globalisation. We talk
more about international trade and companies have become larger and more visible actors
on a world market. It is much clearer for us today what H&M is doing in the third world
countries than it was some years ago. Karlsson emphasises:

“That in combination with large corporate scandals such as Enron, Worldcom, Skandia and Systembo-
laget that has thrown suspicion on the whole industry and therefore made it easy for those people that want
to change the role of the companies”

This have made it more easy to attract people to these thoughts since it is very hard to de-
fend or justify what companies such as Enron has done. Moreover, Qviberg sees no trends
in society except for people trying to give other people bad conscience. However, Svensson
has another opinion he thinks it is important that the reasoning about social responsibility
is actualised and that the debate includes Swedish enterprises and their responsibility. Natu-
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rally, companies have to live up to the social responsibility that they proclaim they take so
that the “social responsibility” does not become an empty expression. Svensson also
stresses that:

“There are no sectors of the society that should be excluded from social responsibility”

Both Karlsson and Qviberg depict a dark picture of corporate social responsibility and dis-
cuss that the larger CSR becomes the more damage it will create since companies will focus
on other things than those they are supposed to do, which is to create goods and services.
This will affect the market economy negatively and this will in turn affect poor people.
Something that is portrayed as something good and socially responsible will lead to people
being dragged into poverty. But if CSR is just a trend that will tone down then there is not
so much damage done. So today we do not know very much about the effects. Companies
should do the things that they are good at, which is to produce goods and services to its
customers, create a safe environment and secure job situation for its employees, Qviberg
and Karlsson adhere.

They further discuss about companies who communicate and marketing themselves as so-
cial responsible companies. Karlsson states that the management in companies most often
do not want to actively work with CSR but do it because they feel that they are pressured
and forced by NGO’s, and many times the company management do it without permission
of the owners. It is in this situation that Karlsson thinks it is damaging. According to
Qviberg it is hypocrisy, if a company market themselves as a socially responsible company
if it has co-workers that do not believe in it. Furthermore, he says it is important to com-
municate that it is not the role of the companies to do what the public authority is sup-
posed to do. Just because the public authorities are not competent enough and do not suc-
ceed in their task there are no reasons for handing over that responsibility to companies.
We pay tax so that the public authorities should take care of the social issues in society,
Qviberg argues. For many companies CSR or social responsibility is just PR and according
to Karlsson that is the most sound form of CSR, because it is then that the company has an
economic interest in it.

Ethical companies are those that try its best to make the company grow and provide a
good and safe working environment for its employees, such as Volvo, Ericsson, Ikea, all
companies who do the things they are good at according to Qviberg. Due to Karlsson all
companies that follow democratic law are ethical as long as they have not been proven to
be unethical. As long as companies do not violate anyone’s rights they are ethical and are
doing so much good and are socially responsible. Then there are particularly ethical com-
panies. Karlsson is not against companies being ethical. Companies should think of what
they think is good and what they think is ethical instead of just follow a trend.

Independent thinkers Answer – why has CSR developed?

Qviberg There are always trends, and people that want give other people bad conscious

Karlsson Not a new phenomenon, due to scandals such as Enron, Worldcom, Skandia and System-
bolaget

Svensson Is not a new phenomenon, the debate has become official

Table 4.3.3. Summary of why CSR has developed according to the independent thinkers.
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4.4 Advantages and disadvantages of working with CSR

What are the advantages and disadvantages of working actively with CSR according to the managers of
SME’s and LSEs and independent thinkers?

4.4.1 Ethically driven SME’s

All of the representatives from the ethically driven companies, Söderberg, Axelsson and
Mensch see a lot of advantages with having ethical thinking as the backbone of a company.
Söderberg thinks that the employees become more devoted when working actively with so-
cial responsibility. Mensch agrees and says that the major advantages are the motivation
and inspiration of co-workers and employees. He continues and says:

“You never have to ask yourself why you are doing this and if it is worth it because it is so obvious and
from where you get the inspiration, regardless of how hard or difficult a task might be”

Many companies have to devote money, time and resources to motivate its employees,
which is not necessary when building a company on an ethical foundation. The response
coming from business partners and customers gives a feeling of wellbeing, according to
Mensch. Söderberg and Axelsson add that employees become more loyal when working for
a company who is fair and just, because today many people quit their jobs if the company
proves to be unethical. Söderberg states that:

“by taking a standpoint that we build on and which creates a good corporate culture makes it easier to de-
velop new products, services and ideas”

By investing in the employees the enterprise becomes established, which is obvious in
Sweden. Söderberg therefore stresses that people should start to realise that there is no dif-
ference if a company is situated in Sweden or in China, the employees are just as important.
Axelsson is of the same opinion and says that Dem Collective supports education during
working hours so that the employees can learn how to read and write. There is a pride and
joy in giving people opportunities, Axelsson reflects.

Axelsson says that Dem Collective do not market themselves, since there are no money for
it in the company. Nevertheless, Dem Collective has sold 15 000 garments through its
webpage and through word of mouth. People talk about the company in radio, TV, and in
large newspapers in Sweden, such as Dagens Nyheter and Metro, since they think it is a
cool idea and that the company is doing something good. Axelsson sees this as an advan-
tage but also thinks that Dem Collective could have sold many garments anyway because
the clothes are manufactured in an ethical way.

Regarding disadvantages of working with social responsibility and having an ethical basis in
the company both Mensch and Söderberg think it is hard to see any. However, Mensch
claims that the major or challenges regard fair trade and the extensive work that has to be
done to inform and make people aware of it. He also stresses that by not working with
CSR companies gain competitive advantage. A company does not have to work actively
with CSR to be a good company, but those companies that violate human rights probably
have a greater profit due to their low costs. On the other hand, working with CSR also gain
competitive advantage since it is easier to attract investors and a motivate workforce.

The cost issue is a disadvantage, Axelsson claims, since it is much more expensive to
manufacture clothes that are fair in all steps. There is a minimum wage according to the law
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in Sri Lanka where the workers work for 16 hours per day 6 days a week, however Axels-
son thinks that this wage is very low. People have a hard time to make the money last even
for the most basic things such as food. The workers at Dem Collective in Sri Lanka there-
fore work 8 hours a day and 5 days a week and Axelsson and her business partner have cal-
culated how much money and ordinary family needs with all expenses for food and cloth-
ing and so on, the workers therefore get about three times more money than the minimum
wage. Axelsson argues that a minimum wage should be a living wage. However, this yields
a more expensive product for the consumer. The consumers therefore have to be more
flexible and maybe pay in advance and be patient because things might take a longer time.

Ethically driven SME’s Answer – advantages and disadvantages?

Fair Enterprise Network Advantages: Devoted employees.

Disadvantages: Sees no disadvantages.

Dem Collective Advantages: Loyal employees, do not have to market.

Disadvantages: Cost is a disadvantage.

Fair Unlimited Advantages: Motivation and inspiration of co-workers and employees.

Disadvantages: Challenging to inform and make people aware or fair trade.

4.4.2 LSE’s

Kohls, Löfberg and Bergkvist see the advantages of working actively with CSR since many
employees see this engagement as one of the major reasons for enjoying their work. Löf-
berg adheres that it is easier to recruit new employees as well. Kohls asserts that the work
with CSR at ICA creates confidence and pride in the employees. People like to work for a
company that has values. Especially young people do not want to work for a company that
do not have any opinions on anything. These young people at ICA love to work for a
company that takes a stand in difficult questions, Kohls assures. It is especially important
when the company is accused for things or if something goes wrong to know what the val-
ues of the company are. Kohls emphasises that it is about living in the time and values of
today and get people to engage and burn for something.

Pettersson thinks it is an advantage to communicate what Vattenfall is doing in the field of
CSR to be able to give good examples of what the company is doing. It is a form of risk
management since Vattenfall is acting in a proactive way to tell the surrounding world what
the company actually do instead of being accused of what the company is not doing. This is
a way of working long-term with these questions, to be able to communicate the work
done at Vattenfall in the company’s own way. Dubowicz at H&M stresses that the goal is
to improve the working conditions for the people who manufacture H&M’s products. Al-
though, there are much left to do in this area, the situation for the workers have vastly im-
proved and that is the positive effect and advantage of working with these issues, Du-
bowicz adheres.

Löfberg signifies that working with CSR also yields risks, such as the company takes on too
much responsibility. Another risk is that a company is more thoroughly scrutinized when
taking part of the debate and working actively with CSR than companies not engaging in
these questions. Kohls at ICA agrees with this and asserts that it is negative when the com-
pany is accused for different things. Therefore she sees the work with CSR to a large extent
as risk management. Although, Löfberg points out, there is a risk of loosing focus at its
core business when engaging in too many issues. Pettersson at Vattenfall argues that there

Table 4.4.1. Summary of advantages and disadvantages of engaging in CSR
according to the ethically driven SME’s.
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are many expectations on the company and she thinks that it is important to know what
expectations to live up to and prioritise and which expectations the company should not
focus on. She adds that it is vital to have trust in the relation to stakeholders and inform
and report about the work. If the company would stop informing about its work regarding
these questions there is a great risk that the trust that is built up is demolished.

To work with CSR is not easy and it is hard to influence people and change people’s atti-
tudes, which makes it a slow process, Dubowicz concludes. Bergkvist at Scandic Hilton
thinks that a major disadvantage is that many people lack knowledge about social responsi-
bility and what it is actually about.

LSE’s Answer – advantages and disadvantages?

H&M Advantages: Improve working conditions

Disadvantages: Difficult to work with CSR and hard to changes people’s attitudes, which
makes it a slow process.

ICA Advantages: Engaged employees, they like to work for a company that has values, risk
management

Disadvantages: Risk of being accused for different things

Vattenfall Advantages: Risk management

Disadvantages: Risk of being accused for not doing certain things

Scandic Hilton Advantages: Engaged employees

Disadvantages: People lack knowledge of social responsibility

Löfbergs Lila Advantages: Engaged employees

Disadvantages: Risk of being more thoroughly scrutinised as well as loosing focus on core
business.

4.4.3 Independent thinkers

Karlsson affirms that an advantage with using CSR in a company could be to reach a niche
market, such as the ice cream company Ben & Jerrys. These niche market companies can
earn money by having this strategy of being socially responsible since customers want to
pay above market price to get the feeling of doing something good. The company is then
not selling only a product but also a feeling. Qviberg do not see any advantages with having
CSR as a platform in a company since he does not regard this as being the mission of the
company. The mission of a company is to create happy customers who get value for
money and create a safe environment for the employees in the company. Karlsson, how-
ever, adds that there are advantages with the CSR movement at large, since the work done
to enlighten the violation of human rights is very important. Regarding human rights the
CSR movement have done something good, but apart from that Karlsson agrees with
Qviberg and thinks it is damaging.

One major disadvantage, according to Qviberg, is that companies become public authori-
ties and do not focus on what they should do. Karlsson mentions that CSR costs a lot of
money, since sustainability reports, environmental reports and so on have to be taken care
of. There is also a risk for companies that engage in CSR activities and who portray them-
selves as socially responsible to be judged harder and scrutinized more thoroughly by
NGO’s and the media. Since it is more interesting for the press when a company act
against its own codes of conduct instead of doing what they are supposed to do, produce
goods and services. Karlsson also sees a disadvantage with companies lobbying for regula-

Table 4.4.2. Summary of advantages and disadvantages of engaging in CSR according to the representa-
tives of the LSE’s.
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tions of CSR because if they have found this niche market they should try to keep it and
not make everyone else use it.

Independent thinkers Answer – advantages and disadvantages?

Qviberg Advantages: sees no advantages

Disadvantages: companies become public authorities, loose focus on core business

Karlsson Advantages: niche market, have enlighten violation of human rights

Disadvantages: high costs, risk of being judged harder

Svensson Did not respond to this question.

4.5 Future development of CSR in Sweden

What do the managers of SME’s and LSE’s and independent thinkers believe regarding the future devel-
opment of CSR in Sweden?

4.5.1 Ethically driven SME’s

Regarding the future of CSR and who has the responsibility for it, the respondents have
different views. Mensch argues that it is possible to look at this from different perspectives,
regulations is one way to go, such as ISO 26000. He thinks, the following five years CSR
will be a current subject for debate. However, the environmental problems, for example
green house gases and global warming, might become so critical that the focus will shift
and there will be no room for anything else, such as the social aspects, than dealing with
this problem. Axelsson put it further and claims that:

“We will be forced to change our lifestyle in the world and foremost people in the Western world, since we
consume 80% of the world’s resources”

Therefore, the concept of CSR will not be needed in the future according to Axelsson.
Söderberg believes that within 10 years CSR will be where the environmental issues are to-
day. In 10 years we will talk abut social sustainability instead of environmental and social
responsibility. This will be included in purchases, the companies will have employees who
only work with these kinds of questions and it will be better control systems for it in the
future. CSR will not be a temporary trend, this is really something which will change, and
this is very positive according to Söderberg.. However, Mensch thinks that CSR has come a
long way in Sweden, although he does not think that CSR has reached its peak yet.

Companies that do not actively work with social responsibility will be gone in ten years
contend Axelsson and Söderberg. Söderberg discusses further, many companies do work
with environment and quality improvements today, it will be the same with social responsi-
bility. Companies who do not work with CSR will have difficulties to find competent co-
workers, the public sector will stop purchasing from those companies and for that reason
will others also quit to purchase. Probably these companies will be forced to work with it
when a new ISO certification will be introduced. Mensch has another opinion, he believe
nothing in particular will happen to these companies which chose not to take social re-
sponsibility, they will find employees and customers anyway. These companies will find
good lawyers that help them if there will be any scandals and so on. Mensch does not think
that any company will disappear due to not working actively with CSR.

Table 4.4.3. Summary of advantages and disadvantages of engaging in CSR according to the independent
thinkers.
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In 2008 the new standard ISO 26000 will be launched, what will it imply? The ISO stan-
dard will function more as a guideline rather than a regulation. There will continue to be a
number of different standards, such as Global Report Initiative, SA 80000, and AA1000
according to Mench. Axelsson emphasises that there are so many certifications and no one
that is universal, which makes it very difficult. However, it might make it easier for compa-
nies that have not been engaged in CSR to involve in it due to ISO 26000. Though, at the
same time it might be criticised since it is too extensive and many companies are using
other types of guidelines and do not see it as relevant and therefore turn out to be a flop
and loose it trustworthiness. It is very difficult to create international guidelines in that way.

Ethically driven SME’s Answer – future development of CSR?

Fair Enterprise Network Within 10 years CSR will be where the environmental issues are today, and not actively
working CSR firms will disappear

Dem Collective People will be forced to change their lifestyle, and not actively working CSR companies
will disappear

Fair Unlimited The following five years CSR will be a current subject for debate, and it will might be less
focus on the social aspect due to the environmental problem might become so critical

4.5.2 LSE’s

Löfberg contends that hopefully social responsibility will be genuinely integrated in com-
panies in the future and not only a separate question and something that lie on the surface
in companies. She expresses:

“When companies are working together with these questions it is possible to make a difference”

Kohls suggests that companies will be examined in a systematic way, the community pa-
rameters will be examined as the economical status is audited. It is therefore the initiative
Global Report Initiative, GRI, is growing. The companies will be observed how trustwor-
thy their actions and words really are. Bergkvist believes as Kohls that the companies will
be examined in one way or another, companies have to take responsibility regarding the
triple bottom line. Since companies have more power than some countries they have to
take responsibility, Bergqivst asserts. Dubowicz emphasises that it is difficult to speculate
in about what will happen in the future and she has no idea what will happen. Meanwhile
Pettersson hopes it will not be a question in the future and that all companies hopefully will
take responsibility. Kohls and Pettersson argue that those companies who do not work
with CSR and are not close to the customer and do not live in the spotlight will be able to
escape their responsibility. However more and more countries will be dependent on well-
managed companies in the future according to Kohls. Moreover, Bergkvist state that those
who do not work with social responsibility will be surprised and get in trouble, it will be
higher energy costs and companies will end up in legal processes.

Pettersson claims that the ISO 26000 certification will be good to have. Since it is good to
have a common definition of CSR and what should be included in the CSR reports. How-
ever, she states that it is a problem due tot he number of different standards on the market
today, therefore it is relevant with a ISO certification. Dubowicz says that H&M is not
working with or support this process, thus it is difficult to know how decisive it will be,
maybe the ISO certification will help some companies with their work with CSR. Löfberg
concludes that it is very different from company to company and therefore positive and
negative at the same time. Good to be able to see that a company is working with CSR
since they are certified but negative in the sense that there are so many different certifica-

Table 4.5.1. The ethically driven SME’s thoughts about the future development of CSR.
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tions. It takes much time and money to work with all these different certifications. More or
less all respondents in the different groups think there will be problems with a new stan-
dard due to the number of other standards and recommendations that already are on the
market. Today it is difficult to know how the ISO 26000 will unfold and how significant it
will be compared to other initiatives.

LSE’s Answer – the future development of CSR?

H&M Difficult to speculate in, and have no idea about will happen

ICA Companies will be examined in a systematic way also the environmental and social parameters

will also be audit. The companies which do not work close to the consumers and live in the spot-
light will be able to get off the responsibility

Vattenfall Hope it will not be a question in the future and that all companies hopefully will take responsibility

Scandic Hilton Believe that companies will be examined in one way or another; companies have to take respon-
sibility regarding the triple bottom line.

Löfbergs Lila Hopefully will social responsibility be genuinely integrated in companies

4.5.3 Independent thinkers

In this group it was only Qviberg and Karlsson who discussed what will happen in the fu-
ture with CSR. Karlsson thinks the initiatives will ebb out in this field and companies that
are working actively with CSR will lobby harder on organisations such as the EU, UN, dif-
ferent international organisations and public authorities to create laws around this. There
will be a discussion in the nearby future if laws should be created around this or if it will
continue to be voluntary.

“…if it will be laws regarding CSR poor people will get in a much worse situation since Western companies
will raise trade barriers against companies that are active in poor countries” (Karlsson, personal com-
munication, 2006-05-05).

Qviberg is convinced that CSR is a fad that will disappear, although hard to say when. It is
the same thing with ISO 26000 and other ISO certificate all these things have been very
popular but they have disappeared quite fast according to Qviberg. Karlsson concludes that
a CSR ISO certification is not relevant. However, he thinks it is good with different kinds
of labelling, such as the fair trade labelling. It is good to have a free market for different la-
bels and then it is possible to see which labelling people like and want to buy instead of
imposing a certain label from the EU or UN, because it so bureaucratic and it will not hap-
pen, Karlsson adheres.

Independent thinkers Answer - the future development of CSR?

Qviberg Is convinced that CSR is a fad that will disappear

Karlsson The CSR imitative will ebb out in this field

Svensson Did not respond

Table 4.5.2. Summary of the LSE’s answer of the future development of CSR.

Table 4.5.3. Summary of the independent thinkers answer of the future development of CSR.
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5 Analysis and Interpretations

The analysis is a mix between the frame of reference and the results from the empirical findings. Within the
analysis the research questions will be answered and thereby constitute a foundation for this chapter. The
analysis follows the structure of the research questions.

5.1 Concept of CSR

What is the meaning of CSR the concept according to the managers of SME’s and LSE’s and the inde-
pendent thinkers?

The different groups had different apprehensions of corporate social responsibility, al-
though there were great similarities within the groups, apart from the third group with in-
dependent thinkers. It is not surprising that the views are split regarding this matter since
CSR is an evolving concept with unclear boundaries and no clear definition (Frankental,
2001; Lantos 2001).

Axelsson, Mensch and Söderberg in the group of ethically driven SME’s have rather similar
views of CSR. Axelsson mentioned that it is more important today than it has ever been
before to have an ethical foundation in a company, due to the large amount of power many
companies have. Lantos (2001) confirms that since the 1970s the society’s expectations on
business ethics have steadily increased. Söderberg, Axelsson and Mensch think that com-
panies naturally have to take responsibility and that they should have a positive effect on
their surroundings. Mensch stresses that social responsibility and environmental responsi-
bility are closely related, which is supported by several of the respondents from the LSE’s
group that has integrated these two fields under the concept of CSR. Deri (2003) points
out that it is expected that companies of today do not bring about any environmental or
social damage. Axelsson, Mensch and Söderberg all seem to agree with Löhman & Stein-
holtz (2003) who see CSR as a combination of sustainability, corporate accountability and
corporate governance.

The four types of social responsibility mentioned by Carroll and Buchholtz (2003) are eco-
nomic, legal, ethical and philanthropic. The ethically driven SME’s all strive to make profit,
they obey the law and are ethical. The philanthropic responsibilities, which are not required
by the law or by the society, but have to do with the individual company’s desire to involve
in socially responsible activities, are fulfilled as well. They all seem to have a desire to do
good by involving in business. Nevertheless, they do want their companies to reap profits,
but not at the expense of other people. Axelsson explains: “whatever you want other people to do
to you, you should also do to them”.

Hence, these companies can be called socially responsible businesses according to Carroll
and Buchholtz (2003) definition. Mensch mentioned that the background to his company is
about respect for individuals and cultures and respect for workers and workers’ rights. He
also concludes that for most companies profit is number one and that is the major differ-
ence from the ethically driven companies. The other model developed by Carroll (1979, in
Wickham, 1998) about the four dimensions of CSR, which is very similar to the four types
of CSR discussed above but instead with a SME focus. The discretionary responsibility is
focusing on the entrepreneur’s personal standards, which is in perfect accordance with the
representatives of the ethically driven SME’s. In these companies the individual entrepre-
neurs, Axelsson, Söderberg and Mensch, started their companies based on their personal
beliefs.



54

Regarding the definitions and concepts that exist about CSR, the ethically driven compa-
nies can be considered to agree with this thinking at large. What they are doing and what
they think about CSR, Frakenthal (2001, p.23) describes: “CSR is about a company’s long-term
footprint on society. It is about the extent to which a company is prepared to examine and improve its im-
pact on all those affected by its activities and to view its long-term reputation within the context of the social
and ecological sustainability of its operations”.

Pettersson, Dubowicz, Bergkvist, Kohls and Löfberg, all representatives in the group of
LSE’s, adhere to the three pillars of social responsibility, improved environment and eco-
nomic growth, also called the triple bottom line. This is in tune with what Löhman & Ste-
inholtz (2003) describe as sustainability, which they regard being one of three parts of CSR.
They state that sustainability is about balancing the social, economic and environmental is-
sues in the world so that human survival is not threatened in the long run. Several of the
respondents in this group say that their work with these questions is about sustainability.
However, the other parts of Lehman & Steinholtz (2003) definition are hardly mentioned
by the companies.  They all seem to have very similar apprehensions of what CSR is about,
in spite of Tullberg (2005) adhering that it is rather complicated to know what companies
should be responsible for regarding CSR. Several of the respondents also have a focus on
sustainability and stakeholders. They all agree and fulfil the economic, legal and ethical re-
sponsibilities (Carroll & Buchholtz, 2003), however the philanthropic responsibilities can
hardly be seen as the LSE’s definitions or work with CSR. However, this interpretation
might be because of the comparison made with the ethically driven SME’s and not with
other LSE’s, because they are still doing voluntary activities that are not generally expected
by business, four of the companies being ambassadors for CSR and so on.

Regarding the group of external thinkers Qviberg and Karlsson are radically different in
their comprehension of what social responsibility is compared to the other two groups of
interviewees. Karlsson thinks that the main task for companies is to offer goods and serv-
ices on a free market and if they do that they are socially responsible. He also adheres that
companies can be considered as ethical as long as they follow democratic law. When re-
garding the four responsibilities of CSR (Carroll & Buchholtz, 2003) Karlsson would think
that the two first responsibilities, economic and legal, are enough for a company to be
called socially responsible, where Carroll and Buchholtz (2003) rather sees the four respon-
sibilities as a whole. Svensson on the other hand, agrees more with the other two groups
since he has the opinion that all humans are dependent on each other and that CSR is
grounded in that concept.

5.2 Stakeholder relationships

What should a firm’s relation to its stakeholders be like, according to the managers of the SME’s and
LSE’s and the independent thinkers?

Regarding the representatives from the ethically driven SME’s all of them think that the
most important stakeholder group is the people that they have a connection to in develop-
ing countries. Mensch sees the suppliers as the most important stakeholders, Axelsson ad-
heres to the employees in Sri Lanka and Björn is convinced that it is the local community
in Nepal that is most important. The focus in this group is to create value for all
stakeholder groups and not foremost for the primary stakeholder groups, which is in tune
with the stakeholder approach. Regarding the Pyramid of CSR (Carroll & Buchholtz, 2003)
the ethically driven SME’s are present in all parts of the pyramid. In the interviews Mensch,
Söderberg and Axelsson did not talk very much about profit, still to be able to run a com-
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pany in a long-term perspective it has to yield profit and therefore the first responsibility is
fulfilled. Following the law as well as being ethical is something that is taken for granted in
these companies. Instead the focus is on the philanthropic responsibilities, since the aim of
these companies are to be good corporate citizens and improve the quality of life for peo-
ple in developing countries. Also in connection to the model of SME’s and CSR (Carroll,
1979, in Wickham, 1998) there are clear examples of discretionary responsibilities, which
reflect the standards and beliefs of the entrepreneur. One example is that of Dem Collec-
tive who radically improved the working conditions for the employees in Sri Lanka, due to
the personal beliefs of Axelsson and her business partner. Another example is that Wataba-
ran has influenced the community in Nepal with thoughts and values regarding littering
and recycling, due to the standards and beliefs of Söderberg. The ethically driven SME’s
can be said to have taken on a proactive approach and thereby taken a strategic move, ac-
cording to Wickham (1998).

Regarding the LSE’s Kohls, Dubowicz, Bergkvist, Pettersson and Löfberg all think that the
customer is the most important stakeholder, which is regarded as a primary stakeholder
group by Clarkson (1995). The interviewees mention other stakeholders as well that were
not as significant as the customers but still of importance. However, only Dubowicz at
H&M mentions shareholders as an important group of stakeholders. When considering the
Pyramid of CSR the LSE’s fulfil their economic responsibilities since they are profit-
oriented companies. They play by the rules and obey the law, which is very central since the
legal responsibilities have a large effect on the customers, according to Carroll and
Buchholtz (2003). Also the ethical responsibilities involve the customers to a large extent
and the LSE’s all have an ethical approach since they are working actively with social re-
sponsibility and sustainability. The LSE’s themselves would probably argue that they fulfil
the philanthropic responsibilities and to some extent it might be true. Nevertheless, their
aim is not foremost to improve the quality of life for people as it is for the ethically driven
SME’s, whose foremost focus is on the people and community in the developing countries
where they are present. Instead the LSE’s are more concerned to avoid harm and regard
their work with CSR as part of risk management. They are to a large extent avoiding ques-
tionable practices and operating above the minimum standard of law, which is about the
ethical responsibilities. Regarding the influence from stakeholders several of the represen-
tatives for the LSE’s say that the customers are a stakeholder group that has had a large in-
fluence, but also other stakeholder groups such as NGO’s are mentioned. Several of the re-
spondents mentioned that stakeholder groups definitely influence the company to work
with CSR, but they do not know exactly what groups and exactly how they perform this
pressure. To sum up, the representatives of the LSE’s agree with Löhman and Steinholtz
(2003), who adhere that the most important stakeholder for the company is the customer,
whom is also one of the largest driving forces behind CSR.

Karlsson, in the group of independent thinkers, do not accept the stakeholder theory and
think it is damaging in this field of research and he refers to it as nonsense. He criticise the
stakeholder theory and says that it has no intellectual support. He claims that companies
should only consider the law and the stakeholders and thereby he agrees with Friedman
(1970) and supports the shareholder approach rather than the stakeholder approach.
Qviberg has a similar view, but mentions co-workers and employees as important
stakeholders as well, thereby focusing on primary stakeholders of the company (Clarkson,
1995), which goes against the idea that the company should focus on all stakeholder groups
and create value for them when regarding issues of social responsibility. In the Pyramid of
CSR (Carroll & Buchholtz, 2003) Karlsson and Qviberg adhere to the two basic responsi-
bilities, economic and legal, since they regard profitability as number one and also think it is
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Figure 5.2. The Pyramid of Corporate Social Responsibility.
(Carroll & Buchholtz, 2003), modified by Andersson and Holmberg

important to follow the law. The stakeholder groups that are affected regarding economic
and legal responsibilities are according to Carroll and Buchholtz (2003) owners, employees
and consumers, which are exactly the groups mentioned by Qviberg. Karlsson and Qviberg
oppose the stakeholder model and if they were to decide they would probably consider it
enough with half the pyramid, including only the two fist blocks, for companies to be
regarded as socially responsible.

The four-part definition of
CSR and the Pyramid of CSR
represent a stakeholder model
w h e r e  t h e  d i f f e r e n t
responsibilities affect different
stakeholders. To illustrate
where the different groups are
in the Pyramid of CSR we have
placed them in the figure
(Figure 5.2). Although, Carroll
and Buchholtz (2003) maintain
that the pyramid should be
seen as a whole and that the
different parts should not be
separated since they are so
closely connected and overlap,
we still think it is valuable to
visualise where the different
groups are in the pyramid. It
will clarify their interpretation
of CSR as well as their stand
regarding the importance of the
stakeholders.

5.3 Development and motives for CSR

What drives the development of CSR and what are the motives for it from the managers of SME’s and
LSE’s and independent thinkers point of view?

5.3.1 Development

There are many reasons why corporate social responsibility has developed according to the
respondents. Through the interviews there were many different answers, however the main
part of the respondents had a mutual opinion; CSR has developed due to globalisation. An
increased understanding and insight of what happens in different parts of the world have
made people more aware of the consequences of global trade. Other aspects brought up,
was that the public authorities do not take as much responsibility as before in some ques-
tions. Consumers and investors want companies to have more influence in the develop-
ment of the society, and therefore it has been a pressure on companies to take the respon-
sibility, which the public authorities are supposed to handle but are not capable of..
Bergkvist at Scandic Hilton claims that companies are just as important as many countries
today, and therefore a need for an active work with these questions have become impor-
tant.  According to Löhman and Steinholtz (2003) have the individual and the company
gained more power in proportion politicians and the state. Furthermore, they claim the de-
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velopment of CSR is also due to three other important parts, the deregulations, the chang-
ing in values from material to immaterial values and the individualisation. However none of
the respondents have pointed directly to these three factors. But Axelsson at DemCollec-
tive argues it is the younger generation who asks for ethical produced products. It seems
that the younger generation has become more conscious. Mensch is of the same opinion as
Axelsson and concludes: “The society is becoming more human and less modern, which is connected to
the post-modern time period...” This goes hand in hand with the LSE’S group, which believes it
is a greater awareness today and that companies are one of several actors on a bigger arena
and companies are part of the society. We have gone from a short-term to a long-term way
of thinking due to we have become more and more aware of our footprints in society, and
today the citizens are more aware of the consequences of our way of living. Whose is the
problem then? It is everyone’s concern according the LSE’s group. Inglehart (1990)
stresses that the society together with its values and beliefs is changing, it is a contradiction
in today’s society with is materialistic and consuming attitude together with the increase of
post- modern values, where lifestyle is more important than economic gain. People born
between 1978 and 1994 (generation Y) want to feel that they are doing something good for
the society and making a difference in people’s lives. They also admire honesty and ethical
behaviour in their role models and leaders (Gooderham & Nordhaug, 2003). However, ac-
cording to Karlsson and Svensson, CSR is definitely not a new phenomenon in the society.
In the past the extended family, neighbours, villagers, parishioners engaged in social re-
sponsibility of the community. Also Mensch aim that it is a part of the economic cycle, and
CSR has grown in importance, after the greedy years in 80’s and 90’s.  Svensson has an-
other view he thinks the debate and reasoning about social responsibility has become more
official due to all are occupied by chasing time. Moreover, Karlsson emphasises that one of
the forces behind the development of CSR are the large corporate scandals such as Enron,
Worldcom, Systembolaget and Skandia, which have thrown mistrust on the whole industry.
Thus, it has been easier to attract people to these thought about corporate social responsi-
bility.

Qviberg is very critical to CSR and emphasise there are forces which try to do companies
to ‘quasi public authorities’ instead of letting them be profit oriented companies which is
what they are supposed to do. However, Svensson disagree he stresses that there are no
sectors of the society that should be excluded from social responsibility. According to
Löhman and Steinholtz (2003) are the major forces behind corporate social responsibility
the customers and the society. The customer is one of the strongest forces behind why
company’s working with corporate social responsibility. The respondents from the ethical
driven group have the same opinion, they claim that CSR has got a lot of attention during
the last years due to consumers have starting to demand this kind of social responsibility
from the corporations. When the customer is one of the company’s most important
stakeholders, the company’s has started to listen to these demands (Löhman & Steinholtz,
2003). And due to Löfbergs Lila more companies have been engage in CSR questions, be-
cause it has become more visible what companies actually do and not do regarding social
responsibilities. Moreover, the respondent from the LSE’S group experience that consum-
ers searching for security and want to be able to trust companies, and therefore want know
the story behind the goods and services bought. Further according to Söderberg “…it is
harder for people to accept an unfair history of a product such as immoral treatment of people in other
countries and thereby have higher demands on the corporations having their production in these countries”.
The respondents experience get support from Jensen (1999) who claims that we now en-
tering the dream society. The dream society is a society where businesses, communities,
and individuals will thrive on the basis of their stories.
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5.3.2 Motives for CSR

L’Etang (1994) argues that the motives for CSR can be different from company to com-
pany it can either be ideological or commercial. Regardless of the company’s motives there
are important that those companies who are working actively with CSR, know where they
stand in this question and that the organisation has implemented CSR issues further down
in the organisation (L’Etang, 1994). The respondents from the LSE’s group, their motives
for working with CSR issues are more or less the same. The main part of them has been
working with different kinds of responsibility for a long time within their organisations.
Only the respondent at Scandic Hilton and H&M said they started to work with CSR due
to another reason. The work with sustainability started at Scandic Hilton when the manag-
ers saw the trends in the society and were affected by different stakeholders and their de-
mands. They work with environmental sustainability to meet their customers demand. Ac-
cording to L’Etang (1995) can CSR be a strategic choice for the company but it can also be
a response to the changing environment. Scandic Hilton has reacted on the changing values
and beliefs in the society. Dubowicz says that H&M started to work with social responsi-
bility in the beginning of the 90’s, impulses both internally and externally have influenced
H&M. In the beginning the company started to put higher demands on its suppliers by
writing on the orders that child labour is unacceptable. Tullberg (2005) argues that many of
them who have convert to corporate social responsibility are companies that previous have
been attacked and criticised. Moreover, another reason is that companies are worried about
the value of the company brand (Tullberg, 2005). Bad publicity can weigh more than the
most expansive advertising campaign due to Tullberg and maybe has H&M made this ex-
perience in the past.

Karlsson, author of Avlatsindustrin and from the independent thinkers group, states that
management in companies most often do no want to actively work with CSR but do it be-
cause they feel pressured and forced by NGO’s. According to Amnesty International
(2001) many companies began to adopt a more proactive approach in the late 90’s and es-
pecially those have been particularly stung by human criticism. Many of them include CSR
when today. However, argues Karlsson for many companies CSR or social responsibility is
just PR and this is the soundest form of CSR, it is then the company has an economic in-
terest in it. According to Kohls ICA has always been working with CSR issues, since ICA is
working close to its end consumers. She further says that due to new issues have arisen on
the agenda, the concept CSR is a new way to parcel up an old question, such environmental
and quality issues. Therefore, the last decade have the ethical dimension been included in
their responsibility work. Kohls claims “… the environmental issues and the awakening of these
questions have had a significant affect on the increased interest in corporate social responsibility”.  Hence,
even if Kohls says that ICA has always been working with these issues she also admits that
the trends in the society have affected the work with corporate social responsibility within
the company. Also Pettersson at Vattenfall admits that the increased awareness in the soci-
ety regarding sustainability and environmental questions and an evident demand of infor-
mation from stakeholders have affected the company to work more actively with social re-
sponsibility. Furthermore, Löfberg says that Löfbergs Lila is a Swedish family business that
has a close connection to the owners, and the company has always worked with these
questions. However, what has changed the last years according to Löfberg is that the work
done within social responsibility is communicated externally. She further asserts:

“…today Löfbergs Lila is working strategically with these questions of social responsibility. This has gener-
ated values, such as it is easier to attract and keep a good workforce as well as gaining competitive advan-
tage in relation to other companies in the same business that are not actively working with CSR…”
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L’Etang (1994) claims that by promoting the benefits of the company’s CSR programmes
to its stakeholders, offer an opportunity to build goodwill. He further argues CSR affects a
company’s image and reputation, and may be an investment against the day when a crisis
occurs and the company needs all the goodwill it can get. The Confederation of Swedish
Enterprise (2004) agrees and states that there are a number of motives for companies to
work with social responsibility, for example, support of recruiting, creation of competitive
advantage, creation of good-will toward, and avoidance of business risks and brand rein-
forcement. However, there is a great risk of communicating social responsibility and not
having backup for it, according to Mensch at Fair Unlimited. Further he has no problems
with companies that are socially responsible and communicate it through PR, as long as
they do what they say they do. Rather, he sees it as something good since it creates a de-
mand and pressure on competing companies. But due to Qviberg it is hypocrisy, if a com-
pany market themselves as a socially responsible company if they have co-workers that do
not believe in it. There are different way and degrees to communicate and marketing CSR
both internally and externally. Söderberg claims that a company should definitely commu-
nicate if it has done something good, because this is something that makes a difference in
the society. All respondents in the SME’s and LSE’s groups besides Vattenfall work with
different type of education internally, which include more or less all employees. The LSE’s
group communicates about their CSR work through intranet and internal papers. There are
big differences between the companies, when it comes to how they communicate their
CSR work externally. Some of them say they do not communicate or marketing their social
responsibility work, however they show their CSR commitment and work on their web-
sites. Some of them communicate by labels on their products, by having seminars and in-
form consumers about their work. In the ethical driven group, they communicate their
work differently then the larger companies. They have no budget to communicate or mar-
keting their companies. However they get lot of attention from different types of media
and word of mouth. Some of them get paid to travel around Sweden to hold lectures. Axels
son at DemCollective believes that CSR is just PR for some companies, although of vari-
ous degrees. The other respondents agree, and say it usually becomes visible quite fast if
companies are not serious in their attempt and there is a risk since there is such a focus on
social responsibility and everyone talk about it. Kohls claims there is a risk when using so-
cial responsibility only as PR if people find out that the company is not doing a proper
work that is implemented in the organisation. However, she believes that PR is part of risk
management. CSR is the heart of the risk management strategy and companies cannot af-
ford to make any mistake (Whistler, 2003). Whistler further argues a possible way to reduce
risk and increase business opportunities is by “doing the right thing”, using CSR pro-
grammes to create value. Though, Frankental (2001) emphasises that CSR only has real
substance if it includes all stakeholders of a company.

The motives to work with social responsibility in the ethically driven companies are related
to an inner belief to do the right thing and personal experiences. According to Söderberg is
social responsibility a part of the business idea and is actually the backbone in the company.
Also in Fair Unlimited is social responsibility the fundamental and the basic ideas of the
company. Their message to other companies is that trough fair trade it is possible to im-
prove the situation for marginalised people in developing countries and there is an alterna-
tive to exploitation and greed. Axelsson at DemCollective says she has only bought second
hand clothes since she was fourteen years old because there are no clothes companies to-
day that take their social and environmental responsibility. Therefore, has she started
DemCollective, and the company is the only cloth company in the world today, which has
the right to use the Fair Trade label through the whole supply chain. Fair Enterprise Net-
work, DemCollective and Fair Unlimited argue it is possible to pursue trade in a responsi-
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ble and human way. They will marketing and communicate their business idea and vision
mainly to other companies. They claims it is important message to other companies that it
is possible to be profitable when working with corporate social responsibility. However,
Qviberg from the independent thinkers group mean “Ethical companies are those that try its best
to make the company grow and provide a good and safe working environment for its employees, such as
Volvo, Ericsson, Ikea, all companies who do the things that they are good at”

Karlsson agrees and claims that all companies that follow democratic law are ethical as long
as they have not been proven to be unethical. As long as companies do not violate any-
one’s rights they are ethical and are doing so much good and are socially responsible. He
further argues companies should think of what they think is good and what they think is
ethical instead of just follow a trend. Hence, due to the different levels and opinions about
corporate social responsibility from the different groups, Löhman and Steinholtz (2003)
stress it is possible to create value in a company by working with CSR.

Johnson and Scholes (2002) discuss business ethics in companies and according to them a
key strategic issue within the company is to decide which level of CSR the company will
take. They further argue to which extent the organisation will exceed its minimum obliga-
tions to stakeholders, the ethical stance. It is important that the managers and employees un-
derstand and influence these moral standpoints that the organisation is taking. As Johnson
and Scholes (2002) emphasise the corporate governance actions for an organisation deter-
mine the minimum obligation of the organisation towards its different stakeholders. They
present four possible ethical stances in the figure 5.3.2. In the first level the short-term
shareholder interests, is the level that Qviberg and Karlsson state is suitable for companies
to work with. According to them companies should maximise short-term shareholders
profit and if companies follow the democratic law and meet the minimum obligation they
are ethical as long as they have not proven to be
unethical. At what level to place the LSE’s is
difficult, they give the impression to be between
the second and third levels. None of them goes
beyond their minimum obligation as the third
levels refers to, for example they do not avoid to
manufacture or sell an anti-social product or
keeping a non profitable unit to keep jobs and
not be prepared to bear reduction in profitability
for the social good.  However, more or less all of
them have incorporated stakeholders’ interest in
the organisations visions and strategies which
also are in the multiple stakeholders’ level and
even if the LSE’s all working actively with CSR
no one of them built their business idea on these
values.  At the second level, long-term
shareholder interest the obligations are to
manage relationships with all stakeholders and
managed them proactively and carefully as
matters in the long run. Then all of the
companies, except Scandic Hilton, are Swedish
ambassadors for CSR and part of an EU project regarding CSR, Swedish Partnership for
Global Responsibility, all of them are should be above the long-term shareholder interest
level. The ethically driven SME’s are easier to identify, they all are at the ideological level.
Fair Enterprise Network, Fair Unlimited and DemCollective are concerned with shaping
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the society and try to making a difference by contributing to a better world. However, it is
easier for a private or family-owned business to operate at this level. They do not have to,
as the LSE’s, be accountable to external shareholders. Frankental (2001) agrees with John-
son and Scholes (2002) ethical stance model and adhere that an indicator of how CSR is
interpreted and valued in an organisation is attached to where the CSR function is locate in
the organisation. Is it embedded in the organisation both horizontally and vertically the
company’s motive is more ideological than commercial. There are the human beings moral
levels which deicide the level of CSR, the behaviour and actions of the individuals within
the organisation (Johnson & Scholes, 2002).

Furthermore, another motive is to have a good reputation so the company can attract fu-
ture competent co-workers, and a way to keep its knowledge and resources (the employees)
within the company. Today it is very expensive for the companies to attract future potential
employees with money (Löhman & Steinholtz, 2003). Axelsson at DemCollective discusses
companies that have a top-down perspective, such as companies having codes of conduct,
have not understood the concept of CSR. A code of conduct is something that is created
by company management for the Western customer. CSR should be created together with
the employees in a local context. She further says, that all companies what work to improve
themselves to take responsibility is good.

5.4 Advantages and disadvantages working with CSR

What are the advantages and disadvantages of working actively with CSR according to the managers of
SME’s and LSE’s and independent thinkers?

“You never have to ask yourself why you are doing this and if it is worth it because it is so obvious and
from where you get the inspiration, regardless of how hard or difficult a task might be”

This says Mensch at Fair Unlimited and by that he means there are major advantages of
working with CSR, such as motivation and inspiration of co-workers and employees. The
other representatives from the ethically driven SME’s agree, there are lots of advantages
with having ethical thinking as the backbone of a company. The employees become more
devoted when working actively with social responsibility, Söderberg claims. Tullberg (2005)
argues that by using ethical statements and/or code of conduct for employees the compa-
nies have the power and the opportunity to change employees and suppliers behaviour.

Mensch argues that many companies have to devote money, time and resources to moti-
vate its employees, which is not necessary when building a company on an ethical founda-
tion. He further says that the response coming from business partners and customers gives
a feeling of wellbeing. Employees become more loyal when working for a company who is
fair and just, many people quit their jobs if the company proves to be unethical according
to Söderberg and Axelsson. The Confederations of Swedish Enterprise (2004) underlines
what Söderberg and Axelsson say above, if companies ignore their social responsibility, as
human resources issues, the may for example lose knowledge, which also affect profitabil-
ity. Dem Collective supports education during working hours for the employees and Axels-
son says she finds pride and joy in giving people opportunities. The managers of the e
LSE’s companies also discuss the advantages with working actively with CSR. Kohls at
ICA and Löfberg say that many employees see this engagement as one reason for enjoying
their work. They think people like to work for a company that has value and especially the
young people. Kohls claims that it is about living in the society with the values of today and
engage people to burn for something. Hence, there is a big difference between having ethi-
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cal thinking as the backbone of a company and to actively work with CSR as it is between
the two groups. Nonetheless, the companies benefit society by building up and spreading
international standards, spreading good practice in different areas such as environmental
and workplace safety (Confederation of Swedish Enterprise, 2004).

A goal for H&M is to improve the working conditions for the people who manufacture the
products. Although, there are much left to do in this area, the situation for the workers
have vastly improved and that is the positive effect and advantage of working with these is-
sues according to Dubowicz. Barnevik (1992 in Tullberg 2005) says if corporate social re-
sponsibility can help the society to economic growth it is good. “Will we be able to give hope to
all the poor, who for so long have been oppressed by an inhuman system and denied economic development as
well as an acceptable environment” said by the previous CEO of ABB, Percy Barnevik (Schmid-
heiny, 1992 in Tullberg, 2005 p. 264; Henderson, 2001 p.112). Hence, it seems that many
larger companies are able to with give some kind of hope to people in the developing
countries today. Many of the larger companies outsource their production to less devel-
oped countries since they have a cheaper labour force, and hopefully these companies also
work with social responsibility. The societies in developing nations can benefit if these
companies are spreading international standards, and spread their home-country’s envi-
ronmental law and so on. If the environment is ignored the corporation risk their reputa-
tion, and this has an affect on the company’s profitability (Confederation of Swedish En-
terprise, 2004).

However, Qviberg cannot see any advantages with having CSR as a platform in the com-
pany. The only mission of a company is to create happy customers who get value for the
money and create a safe environment for employees in the company. Further, Karlsson
sees the CSR movement at large as an advantage, since the CSR work has enlightened the
violation of human rights, he regards as very important. Nevertheless, apart from that he
thinks CSR is damaging just as Qviberg. However, L’Etang (1994) disagrees and argues that
an economic activity is not separate from moral activity; economic goals are social and po-
litical goals. Shankman (1999, in Barakat & Tarestad, 2004) claims that business in not so-
cial work. Qviberg agrees with this and says that a major disadvantage with CSR is that
companies become public authorities and do not focus on what they should do. This is also
one of Friedman’s (in L’Etang, 1995) strongest and valid criticism of CSR, by acting in the
field of social welfare the companies and the mangers are taking over the function of gov-
ernment. Moreover, according to Karlsson CSR costs a lot of money, since the work with
of sustainability and environmental reports and so on have to be taken care of. He further
thinks that there is a risk for companies that engage in CSR activities and who portray
themselves as socially responsible to be judged harder and scrutinised more thoroughly by
NGO’s and the media. Further, Pettersson at Vattenfall argues that there are many expec-
tations on the company and she thinks it is important to know what expectations to live up
to and prioritise and which expectations the company should not focus on. A drawback for
companies who work with CSR can be, according to Karlsson, that it is more interesting
for the press when a company acts against its own codes of conduct instead of writing
about the good things the company do. Therefore, sees Kohls the work with CSR to a large
extent as risk management. Pettersson adheres it is a form of risk management since Vat-
tenfall is acting in a proactive way to tell the surrounding world what the company actually
do instead of being accused of what the company is not doing.  Löfberg agrees with this
and add that working with CSR also yields risks, such as the company takes on too much
responsibility. She points out, there is a risk of loosing focus at its core business when en-
gaging in too many issues.  According to Cbisonline (2006) there is risk when companies
strive to behave more unselfishly it will backfire and reduce the overall social welfare. Tull-
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berg (2005) and Confederation of Swedish Enterprise (2004) stress that the business mis-
sion to produce product and services that meet the needs and demands from customer are
companies’ basic contribution. Henderson (2001) argues if the CSR principles should be
generally implemented the welfare would be negatively affected and the market economy
would be undermined, due to the conception of maximising profits is replaced by accept-
able levels of profit. Cbisonline (2006) agree with this and say that the capitalism has
proven to be the most effective means to raise the living standard in a society. Henderson
(2001) concludes that companies and large business organisations that supports CSR have
in many cases not questioned the arguments and demands from groups that have hostile
attitudes to business motives. He further says when CSR-companies are facing larger ex-
penses and less profit, they have a great interest in making sure that competitors that are
not yet into CSR should be forced to submit to CSR. This should be done by bringing
pressure on them from the public or by regulations. The effect is less competition. Ac-
cording to Mensch and Söderberg it is hard to see any disadvantages of working with social
responsibility and having an ethical basis in the company. However, Axelsson thinks the
cost issue is a disadvantage, it is much more expensive to manufacture clothes that are fair
in all steps. Due to this it yields a more expensive product for the consumer. A challenge,
according to Mensch, is the extensive work to inform and make people aware of fair trade.
Dubowicz at H&M concludes that working with CSR is not easy and it is hard to influence
people and change their attitudes, which makes it a slow process.

5.5 Future development of CSR in Sweden

What do the managers of SME’s and LSE’s and independent thinkers believe regarding the future devel-
opment of CSR in Sweden?

As White (2005) emphasises CRS is at a crossroads, and nobody no what the future holds.
It is a struggle for companies to manage the risks and opportunities that CSR offers. As
been stated before the emergence of corporate social responsibility is due to the global
system characterised by complexity and rapid change (White, 2005). The respondents from
the different groups have very dissimilar views according to what will happen in the future
with CSR. As Mensch stresses, it is possible to look at this from different perspectives. The
ethically driven group is convinced that CSR is here to stay, and Axelsson at DemCollective
stresses that we will be forced to change our lifestyle and therefore will the concept of CSR
not be necessary in the future. We will live and act in Whites (2005) transition-and-
transformation scenario according to the respondents of the ethically driven SME’s. How-
ever, Mensch believes that the environmental problems will escalate and the focus will
therefore be on these kinds of issues instead of the social aspects. Qviberg and Karlsson in
the external thinkers group are also convinced that CSR is a fad and will disappear or ebb
out. According to White’s (2005) fad-and-fade scenario CSR will silently move into hiber-
nation and the future will be uncertain, due to an economic global downturn, the compa-
nies have to struggle with economic survival. Moreover, White (2005) also claims that CSR
not necessary have to fade away due to external factors, it can be a failure of its own, a fail-
ure to address environmental, governance and social challenges of business. Still, argues
Karlsson the author of Avlatsindustrin, will CSR companies lobby harder on organisations
such as EU, different international organisations and public authorities so that they create
laws around CSR issues.

The LSE’s group is between the two others, they hope that CSR will have a future and that
it will be embedded and integrated in the society and not only a separate question and
something that lie on the surface in companies. In the embed-and-integrate scenario (White
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2005) CSR is generally accepted in the organisation and for SME’s and LSE’s the CSR is
the rule and has added value for brand, reputation and shareholder. Roche (2004) claims
that if corporate social responsibility is inextricably linked to corporate governance and
connected to its business strategy the company is able to maximise shareholder value.
Mainelli (2004) has the same opinion as Roche, if CSR will survive the ultimate reward for
CSR in the commercial organisations would be a convincing increase in shareholder value.
The companies that fail to take hold of this will have competitive disadvantages. Mensch at
Fair Unlimited and respondents from LSE’s group do not think that any company will dis-
appear due to not working actively with CSR and to find competent co-workers and cus-
tomers. Kohls at ICA and Bergkvist at Scandic Hilton, think that companies will be exam-
ined in systematic way and will be observed how reliable their actions are and one way to
do it is by triple bottom line audit, the GRI report. GRI is a guideline which shows how a
company can report their result in the three dimensions; finance, social performance and
environment (Löhman & Steinholtz, 2003; Whistel, 2003).  According to Roche (2004) will
executive boarders in the nearby future be able to defend how they govern the company in
a triple bottom line aspect, their financial, environmental and social performance. Frank-
ental (2001) agrees and proposes that one way to reward the ethical companies is to change
the accounting system. However, Henderson (2001) stresses that the work loads of CSR
will hurt both organisations and society and that the wealthy society will maybe move into a
risk society. This is also of concern for Karlsson, he thinks that by creating laws regarding
CSR poor people will get in a much worse situation than they are in today.

More or less all respondents in the different groups think it will be problems with a new
standard due to there are lot of others standards and recommendations on the market al-
ready. Today it is difficult to know how the ISO 26000 will behave compared to other ini-
tiatives. The majority of the respondents are however positive to the ISO 26000 certifica-
tion, for example it might make it easier for those that not have been engaged in corporate
social responsibility to involve in it due to the certification. Petersson at Vattenfall thinks
“…it is good to get a common definition in corporate social responsibility and what should be included in
the CSR reports...”. Three respondents do not think it relevant to have an ISO standard, and
Qviberg CEO at Investor AB Öresund is convinced it will fade away. However, Karlsson
states that it is good with different kinds of labelling, such as the Fair Trade label.

It seems like CSR has not reached its peak yet, and in a nearby future CSR will be at the
crossroads. Will corporate social responsibility fade away, be integrated at all level in the
organisation, or will we be forced to change our lifestyles as the ethical driven group be-
lieves.  It is difficult to prophesy about the future, however the majority of the respondents
have a positive vision about the future of CSR. If CSR will survive, some problems have to
be solved such as, there are only few regulations, or any rules at all, which force companies
to work with CSR according to Löhman and Steinholtz (2003). They also emphasise that
there are no distinct definitions of what companies are responsible for. However, according
to Mainelli (2004) CSR initiatives are here to stay. The antagonist Henderson (2001) is wor-
ried because the lack of displayed resistance from companies against CSR and the fact that
the majority seem to consider the principles as generally accepted are reasons to really take
CSR seriously. No other method or perspective has gained such support in debates on
company obligations to society among companies and the public (Henderson, 2001).
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6 Conclusion

This chapter presents the conclusion of the thesis and answers the purpose from the introduction.

*What is the meaning of the CSR concept according to the managers of SME’s and
LSE’s and the independent thinkers?

By involving in business the managers of the ethically driven SME’s desire and goal is to do
good at the same time as earning profit. It appears as if they interpret the concept of CSR
as making a long-term footprint on society by taking social and environmental responsibil-
ity very seriously and building its business activities on these values. The representatives of
the LSE’s adhere to the concept of sustainability and perceive CSR as something that in-
volves continuous work with social responsibility, improved environment and economic
growth, however it appears as if their core business is not built on these values. Regarding
the independent thinkers, Svensson has a similar interpretation of the concept of CSR as
the representatives of the ethically driven SME’s. Qviberg and Karlsson, on the other hand,
think that companies who offer goods and services on a free market and follow the laws
are socially responsible and thereby disregard the concept of CSR.

*What should a firm’s relation to its stakeholders be like, according to the manag-
ers of the SME’s and LSE’s and the independent thinkers?

The SME’s managers regard the people and community in the developing world, who are
connected to their business, to be the most important stakeholder group. The focus is on
philanthropic responsibilities, since the aim of these companies are to be good corporate
citizens and improve the quality of life for people in developing countries. The standards
and values of the individual respondents, who are owners and founders of the companies,
are clearly influencing the relation they have to their stakeholders. The LSE’s managers re-
gard the customer as the most important stakeholder and are therefore careful to fulfil its
economic, legal and ethical responsibilities. In comparison with the ethically driven SME’s
the LSE’s are not built on values from one individual, but rather built on the demands
from customers since they are the critical stakeholder group who the LSE’s want to please.
The independent thinkers Karlsson and Qviberg regard the primary stakeholder groups as
most important and thereby adhere to the shareholder approach. Karlsson rejects the
stakeholder approach and does not believe it is relevant for companies to reason in line
with this way of thinking.

*What drives the development and what are the motives for CSR from the managers
of SME’s and LSE’s and independent thinkers point of view?

All of the respondents argue that the development of CSR is due to globalisation. Other
aspects brought up are public authorities not taking as much responsibility as before in
some questions, shift in values from material to immaterial values and influence from cus-
tomer groups. There is not much difference in between the groups regarding the develop-
ment of CSR, instead the difference lies in between the individuals. Although, the motives
for CSR are regarded differently between the SME’s, LSE’s and independent thinkers.
Many of the LSE’s managers claim that they have been working with social responsibility
for a long time, however they say that stakeholder demand have intensified their work with
these questions. The ethically driven SME’s are shapers of society and have ideological
motives for their involvement in CSR. When weighing the evidence, it appears as if the
representatives for LSE’s adhere to more commercial motives than ideological motives.
Qviberg and Karlsson cannot see that there are any motives for working with CSR, instead
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they think that motives behind a business should be to maximise short-term shareholder
profit.

*What are the advantages and disadvantages of working actively with CSR accord-
ing to the managers of SME’s and LSE’s and independent thinkers?

There are more advantages than disadvantages according to the representatives from all
groups except for Qviberg and Karlsson. Representatives from both the SME’s and LSE’s
see a major advantage regarding the motivation of employees. The managers of the ethi-
cally driven SME’s see it as an advantage to have the ethical thinking as a backbone in the
company since it keeps its employees motivated, loyal and inspired. Several of the respon-
dents from the LSE’s group consider that their employees enjoy working for a company
that has values. In addition, it seems like the mangers both for the SME’s and LSE’s regard
the possibility to improve working conditions for people as a major advantage. Disadvan-
tages mentioned in LSE’s group are risks, such as being thoroughly scrutinised by the me-
dia as well as loosing focus on core business, the independent thinker Karlsson also agrees
with this. The representatives for the ethically driven SME’s do not see any risks, however
a disadvantage for these companies is that the products become more expensive for the
end consumer.

*What do the managers of SME’s and LSE’s and independent thinkers believe re-
garding the future development of CSR in Sweden?

The respondents from the SME’s and LSE’s and the independent thinkers have very dif-
ferent views about what will happen to CSR in the future. The SME’s group think that CSR
is here to stay and will transform and will replace the shareholder approach. The LSE’s
group hope that CSR will be integrated and embedded in companies and the society. Con-
cerning the independent thinkers Svensson think that social responsibility has always been
around and will also in the future, since human beings are dependent on each other. Karls-
son and Qviberg claim that CSR is a fad that will disappear and fade away. Most of the re-
spondents think there will be problematic to obtain substance for ISO 26000 since there
are so many other initiatives within the field of CSR.

In accordance with the purpose of the thesis we have investigated the concept CSR and its
implications in relation to the three different groups and we conclude that the concept of
corporate social responsibility is perceived very differently in between the groups The
groups think radically different regarding stakeholders, which reflects their fundamental
views of CSR, the motives for working with it as well as thoughts about future develop-
ment. However, the groups are united on why the concept of CSR has developed. The
groups working actively with CSR think that the advantages outweigh the disadvantages,
nevertheless this is neglected by some of the independent thinkers.

Our contributions are in the Swedish context, where there is a common view of the devel-
opment of CSR. There is a large spread of the comprehension of the CSR concept and
ethics in a company context, especially in the LSE’s group. This affects the motives to in-
volve in CSR and as a consequence this influences the company’s relation to its
stakeholders. We have seen large differences in between the three groups and think that
these results show that there are various views on this matter in Sweden, although no gen-
eral conclusions can be drawn from this study, and that there are many different opinions
of what social responsibility actually is.
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7 Discussion

In this chapter we further discuss the thesis and the subject studied.

The managers from the ethical group are persuaded that CSR is here to stay. Perhaps it is
true, there are many strong forces that are working for that CSR will transform and be a
part of the companies’ daily work. EU has decided to be the strongest economy in the
world built on competence and sustainable development and the Swedish government is
working actively to increase the awareness of social and environmental responsibility and
has become a question of priority. London Stock Exchange has informed all UK listed
companies to report and create systems to identify, evaluate and manage their risks in their
annual report. The London Stock Exchange means that human right issues often hit com-
panies hardest at the risk management level. Even if social responsibility will not be the
corporation’s responsibility in the future, the question is if they can afford to ignore the
demands from consumers and other stakeholders who still think it is important what com-
panies do and not do.

The managers for the ethically driven SME’s are personally engaged in social responsibility,
it is obvious that they really wanted to inspire others to make a difference in the society.
The LSE’s hope that CSR will have a future and that it will be embedded and integrated in
the society and not only be a separate question and something that lie on the surface in
companies. However, after the interviews we could not get rid of the feeling that some of
the LSE’s CSR work lies on the surface and is not so genuine compared to the ethically
driven SME’s work with CSR. The LSE’s work actively with CSR today, nevertheless we
get the impression that their engagement is mainly due to different trends and values in so-
ciety. There is a large spread between the different levels of CSR work within the LSE’s
group and some are more trustworthy than others. These impressions encourage us to re-
flect upon the thoughts of Qviberg and Karlsson that CSR is just a trend that will disap-
pear. Or is it as Svensson points out that social responsibility is grounded in the under-
standing of the mutual dependence in between human beings and that social responsibility
will therefore always exist but the forms of it will change? That leave us wondering, is CSR
here to stay or a fad that will fade away?
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8 Reflections

In this chapter we give some reflections regarding the thesis and the subject studied.

A major strength of this thesis is that both the positive and critical perspectives of CSR are
investigated. The response from the different company representatives and the independ-
ent thinkers was positive and no one was hesitant towards being interviewed. Hence, we
got the sample that we wished for. Nevertheless, the interview with Alf Svensson did not
turn out to be extensive and the study therefore lacks some of his comments regarding
some matters. As mentioned in the method, chapter 3, the results of the study would have
improved if we could have met him for a personal interview, however this was not possi-
ble. Another reflection regarding the respondents is that the LSE’s managers and to some
extent the SME’s managers want to portray a good image of their companies and that
might have biased the study, nevertheless the purpose was to investigate the thoughts if the
different groups and the differences in between them and that we have done successfully.

For further studies we would suggest to look at companies who do not use CSR actively
and investigate their view of social responsibility and ethics. This would be done to get a
broader picture of the comprehension of these issues in companies in general. It would
also be interesting to compare the Swedish context with another context, such as another
country, the EU or on an international level. Another interesting idea would be to perform
a study on producers and suppliers to large Swedish corporations who are actively engaged
in CSR, to be able to see if their work with CSR yields any consequences for workers in de-
veloping nations.
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Appendix 1

Questions for respondents of ethically driven SME’s

Personal

• What is your position and title?

Social Responsibility

• What is social responsibility?

• Is social responsibility a new phenomenon?

• Why is social responsibility developing in the society today? What does this development
incline?

• Who is responsible regarding social responsibility?

• What is the background to your company’s engagement in social responsibility?

• What are the advantages and disadvantages with having social responsibility as a platform
in the company?

• How does your company communicate its vision/business idea?

• What is the company’s message? And to whom?

• What trends in society have influenced the development of your company? And how?

• What do you think of large brands and companies that add on social responsibility for
marketing purposes?

Stakeholders

• What stakeholders are most important for your company?

• How have the stakeholders influenced the company’s work with social responsibility?

• How do you think stakeholders influence the company regarding social responsibility and
ethical issues?

• Is it possible to have employees that do not actively believe in social responsibility but still
market the company as socially responsible?

• Do you think that the “reactive” on one hand and the ethically driven companies on the
other hand are different in their interpretation of social responsibility?

Ethics

• Some people adhere that social responsibility is only PR for some companies, what is your
opinion?

• Which companies would you regard as ethical – give some examples – why?

Future

• How will the concept of corporate social responsibility develop? Why do you think like
that?

• What does the development of CSR incline for the future?

• Companies that are not working actively with social responsibility, what will happen to
them?

• How relevant is it with an ISO certification within the area of social responsibility?

• What influence do you think ISO 26000, which will be introduced in 2008, will have?
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Appendix 2

Questions for LSE’s respondents

Personal

• What is your position and title?

• Why is your position important for the company?

Social Responsibility

• Is social responsibility a new phenomenon?

• Why is social responsibility developing in the society today? What does this development
incline?

• Who is responsible regarding social responsibility?

• What is the background to your company’s engagement in social responsibility?

• What are the advantages and disadvantages with having social responsibility as a platform
in the company?

• How do you communicate and market the work with social responsibility internally and
externally?

• What trends in society have influenced the development of social responsibility in your
company? And how?

Stakeholders

• What stakeholders are most important for your company?

• What relation does the company has to its stakeholders?

• How have the stakeholders influenced the company’s work with social responsibility?

• How do you think stakeholders influence the company regarding social responsibility and
ethical issues?

• Is it possible for the company to influence its stakeholders?

• How do you influence your stakeholders actively and what consequences does it yield?

• Is it possible to have employees that do not actively believe in social responsibility but still
market a company as being socially responsible? Why/why not?

Ethics

• Some people adhere that social responsibility is only PR for some companies, what is your
opinion?

• Which companies would you regard as ethical – give some examples – why?

Future

• How will the concept of corporate social responsibility develop? Why do you think like
that? What does it mean?

• Companies not working actively with social responsibility, what will happen to them?

• How relevant is it with an ISO certification within the area of social responsibility?

• What influence do you think ISO 26000, which will be introduced in 2008, will have?
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Appendix 3

Questions for independent thinkers

Personal

• What is your position and title?

Social Responsibility

• Is social responsibility a new phenomenon?

• Why social responsibility developing in the society today? What does this development in-
cline?

• Who is responsible regarding social responsibility?

• What are the advantages and disadvantages with having social responsibility as a platform
in a company?

• What do you think of companies that communicate and market themselves as socially re-
sponsible?

• What are the consequences?

• What are the trends in society that has influenced the development of social responsibility
in companies? And how?

• Why do you think social responsibility has become so popular in our society the last few
years? What are the driving forces behind it?

• What consequences does it yield?

• Why should companies not take social responsibility?

Stakeholders

• What stakeholders are most important for a company?

• What relation should the company have with its stakeholders?

• How do you think stakeholders influence companies regarding social responsibility?

• Is it possible to have employees that do not actively believe in social responsibility but still
market the company as socially responsible?

Ethics

• Some people adhere that social responsibility is only PR for some companies, what is your
opinion?

• Which companies would you regard as ethical – give some examples – why?

Future

• How will the concept of corporate social responsibility develop? Why do you think like
that?

• Companies that are not working actively with social responsibility, what will happen to
them?

• How relevant is it with an ISO certification within the area of social responsibility?

• What influence do you think ISO 26000, which will be introduced in 2008, will have?


