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Abstract 

Much research has been conducted within Corporate Social Responsibility (CSR), and it 

is currently a highly debated topic. Today, CSR is not only pursued in response to pub-

lic pressure, but is also seen as a source of competitive advantage and differentiation. 

The problem that this thesis deals with is that many SMEs do not use CSR as a proac-

tive competitive tool in a strategic manner. Therefore, the purpose of this thesis is to de-

velop an evaluation framework for SME‟s CSR projects, and to use this framework to 

analyze Casall‟s CSR projects in order to provide recommendations for Casall regarding 

strategic CSR.  

CSR as a concept is first discussed with the use of previous literature. This leads to the 

development of an evaluation framework for SME‟s CSR projects. The methodology is 

carefully considered, and a qualitative case study is chosen to be conducted at Casall.  

The results and analysis are presented in accordance with the theoretical framework and 

method. An in-depth analysis is conducted with the help of the evaluation framework. 

This leads to recommendations on Casall‟s existing and future engagement in CSR pro-

jects. The five recommendations are to simplify the guidelines for producers, adapt the 

guidelines for producers, get engaged in the local community, implement an internal 

code of conduct, and raise customer awareness of their engagement in CSR.  

This thesis contributes to the academic society by combining theories into a practical 

framework for evaluating SMEs‟ CSR projects. More specifically, the framework is 

used to guide Casall in their future CSR involvement. The framework can also be useful 

for other SMEs to evaluate and integrate suitable CSR projects into corporate strategy. 
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1 Introduction 

 

This section will present the topic of the thesis, along with a discussion of its back-

ground and relevance. The problem will be defined, the purpose and research questions 

will be stated, and perspectives, delimitations and definitions will be brought up. 

 

 

“Ethics is the new competitive environment” 

- Peter Robinson 

In the fast-paced, competitive environment of today‟s world, companies are continuous-

ly seeking new ways of differentiating their product offerings so as to gain a competi-

tive advantage and improve performance. Sustainable development, as opposed to de-

velopment simply related to increased profitability, is becoming increasingly important 

for corporations (Porter & Kramer, 2006), not only as a way to improve financial per-

formance, but also to meet public pressure and demands. The interdependence between 

businesses and society is becoming more evident than ever, and the success and welfare 

of both is reliant on each other (Porter & Kramer, 2006). As a result, businesses face 

one of the greatest challenges of the modern world, namely to embrace social responsi-

bility. This is called Corporate Social Responsibility (CSR). The complex concept of 

CSR is relatively new within the business world, however, there exists a substantial 

amount of research and literature within the area already. 

The modern era of CSR research began in the 1950s, and since then, CSR has been de-

fined in various terms and from various perspectives (Carroll, 1999). Even today, there 

is not one strict definition of exactly what CSR encompasses since it is highly debated 

and there are many different paths which companies can take to align their operations 

with CSR (Porter & Kramer, 2006). In general, CSR concern sustainable wealth crea-

tion, and it has never been more prominent on the corporate agenda, although, compa-

nies have different reasons to engage in CSR. Pressure to engage in CSR has risen from 

external groups, such as local communities and non-profit organizations, and recent re-

searchers have pointed out the benefits of CSR that can help improve overall company 

performance (Porter & Kramer, 2006). As a result, companies today continue to in-

crease their CSR involvement. 

Despite the research on CSR, its relation to financial performance remains vague 

(McWilliams & Siegel, 2000). The reason for this is that it is difficult to directly trace to 

what extent CSR is the underlying reason for improved or worsened financial results. 

Although some studies highlight the negative relationship between CSR practices and 

financial gain, the vast majority of studies points towards a neutral, or at best a positive 

relationship (Sen & Bhattacharya, 2001). Results, especially those other than financial 

performance, are difficult both to define and measure. Still, researchers argue that, al-

though CSR may lead to short-term losses, it has a positive effect on for example cus-

tomer satisfaction, employee productivity, brand image and company reputation in the 

long-run (Porter & Kramer, 2002). Nevertheless, it is difficult to say how, when and for 

whom these initiatives work (Sen & Bhattacharya, 2001).        
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The underlying idea of CSR is “[o]perating a business in a manner that meets or ex-

ceeds the ethical, legal, commercial and public expectations that society has of busi-

ness” (Kotler & Lee, 2005, p.3). CSR should not only be seen as doing good for society 

in general at the expense of the company, or abiding to legal obligations, but should be 

recognized as an integral part of strategy to leverage capabilities and increase competi-

tive advantage (Porter & Kramer, 2006). The challenge arises when managers lack the 

knowledge and leadership skills to successfully integrate the CSR practices into their 

core business and overall strategy. Mounting pressure on companies to be socially re-

sponsible has made managers at all types of corporations well aware of the possible 

benefits of implementing CSR projects.  

1.1 Background 

In our modern society, CSR is a highly important area to investigate because of its focus 

on creating a better, more sustainable world. CSR is also vital for business success in 

today‟s society, where the determinants of success are those also often associated with 

CSR initiatives, namely, entrepreneurialism, competitive instinct and willingness to in-

novate (Grayson & Hodges, 2004). Corporations are often described as being almost as 

powerful as the fundamental institutions in our society (Barin, Personal Communica-

tion, 5th April, 2011), and this demands them to be socially responsible. The importance 

of CSR has grown substantially during the past 50 years and we believe that it will un-

doubtedly continue to grow among scholars and other interest groups in the future. 

Many companies are aware of their importance and role in society, nevertheless, most 

do not recognize that CSR may increase performance and maximize a company‟s utility 

in the long-run. Consequently, CSR is today often used to improve brand image by 

simply supporting charity causes or giving money away without any thought. Porter and 

Kramer describe this phenomenon perfectly when stating that “the most common corpo-

rate response has been neither strategic nor operational but cosmetic” (2006, p.80). 

As the topic is being more debated (Dagens Industri, 2011), and it receives greater at-

tention from business leaders, students and other interest groups, we find it highly rele-

vant to examine the subject further. CSR is widely used, however, Swedish companies 

are lagging behind the strategic development of CSR practices (Dagens Industri, 2011). 

Although CSR has, in the past, been associated with multinational corporations, the im-

pact of small and medium sized enterprises (SMEs) on society and the environment has 

been more closely examined lately (Fuller, 2003). Furthermore, SMEs are likely to have 

more trouble adapting CSR practices to their specific company strategy due to their 

small size and often inferior access to capital and large markets (European Commission, 

2005). This bachelor‟s thesis will therefore accentuate the real benefits an SME can gain 

from investing in CSR on a strategic level. This knowledge will be used to develop a 

framework to analyze SME‟s CSR projects which can be applied to evaluate and devel-

op existing and new CSR projects. Collaboration with the sports-company Casall was 

begun in January and a decision was made to use this company as a practical example of 

an SME. Casall is looking to enhance their existing CSR competences to increase cus-

tomer satisfaction and employee productivity at the same time as they are seeking new 

ways to be socially responsible. This is a good example of an SME that seeks to develop 

their current CSR strategy, and our developed framework will seek to provide the ne-

cessary tools to do so.  
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As an SME, Casall as a company is particularly interesting since it already engages in 

CSR practices and is looking to develop these even further (Casall, 2010). Casall is a 

Swedish company founded by Carl-Axel Surtevall in Norrköping in 1980 (Casall, 

2010). The company is already operating with sustainability in mind and their idea of 

the „Total Wellness Lifestyle‟ is integrated into all the products, services and expe-

riences that they offer. Casall represents “simplicity, freshness, sustainability and beau-

ty” (Casall, 2010), and has for over 25 years been concerned with “design, functionality, 

quality and ethics” (Casall, 2010). Their goal is to inspire their customers to “perform 

your best, look your best and feel your best” (Casall, 2010). Casall associates CSR with 

quality and believes that high-quality and responsibility are interlinked (Axel Wolrath, 

personal communication, 15th March, 2011). We believe that Casall could make good 

use of strategically integrated CSR practices as it would fit well with their already es-

tablished image and correspond to their „Total Wellness Lifestyle‟.  

1.2 Problem discussion 

As stated above, CSR is something which may help improve a company‟s performance 

and competitive position, however, there are many ways of being socially responsible. 

The challenge for companies and business leaders today is, not only understanding the 

importance of CSR, but actually integrating such projects into their business strategy. 

Most companies treat CSR as a responsive mechanism to meet to public demands as 

they appear. This is not necessarily bad, but in order to efficiently make use of CSR as a 

proactive competitive tool, companies need to consider the strategic side of CSR.  

SMEs have a need to determine and develop ways of using strategic CSR in a way that 

is appropriate for their unique company. There is a lack of a practical framework for 

evaluating how SMEs can analyze and develop such CSR projects in a way that is 

adapted to their size and characteristics. We address a company‟s CSR engagement as 

projects in this report to allow for thourough analysis of each CSR activity pursued by 

the firm. Casall is an example of an SME which has recently developed a document, 

containing CSR guidelines, for producers, which is intended to be the basis of new stra-

tegic CSR actions and policies. Here, such a framework would be of great use to eva-

luate existing, and possible future, CSR projects.  

To fully understand the concept of CSR, it needs to be thoroughly researched and ana-

lyzed. Furthermore, to successfully evaluate CSR projects at SMEs, and more specifi-

cally at Casall, the following research questions provide the basis of this thesis. 

 What is Casall doing today in terms of CSR projects? 

 How can Casall‟s current CSR projects be developed, adapted and improved? 

 What new CSR projects could be undertaken by Casall to improve competitive-

ness? 

1.3 Purpose 

The purpose of this thesis is to develop a framework to evaluate CSR projects at SMEs, 

and to use this framework to analyze Casall‟s CSR projects, in order to provide recom-

mendations concerning existing and future CSR projects.  
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1.4 Perspective 

CSR as a field of research differs from many other fields since it aims to take many dif-

ferent perspectives into account. Although the focus of this thesis will be on strategic 

CSR from Casall‟s perspective, it is important to take all parties into account when 

studying CSR and analyzing strategic improvements. Therefore, we will attempt to con-

sider the possible stakeholders, not only in the organization, but in society as a whole. 

This will involve consideration for shareholders, employees, customers, suppliers, gov-

ernments, non-governmental organizations, the environment and local communities. In 

addition to this, a specialist in the research area of CSR, Luciano Barin, will provide 

advice and guidance to broaden our perspective.  

1.5 Delimitation 

This thesis will not attempt to treat the entire research field of CSR. Instead, it will fo-

cus on strategic CSR and how this can be used to leverage a company‟s capabilities for 

the benefit of both themselves and society. Emphasis will be put on long-term strategic 

actions and integrating CSR into the core business. Therefore, we will disregard short-

term acts such as cause-related marketing as it is considered unrelated to company strat-

egy and core operations.  

SMEs are the focus of this thesis and Casall will be the only company studied as an ex-

ample of how to apply the framework to evaluate CSR projects. Conclusions will be 

drawn about strategic CSR at SMEs in general, however, it is important to note that the 

recommendations are based on the specific case of Casall. The framework and analysis 

can be applied to other similar companies, but need to be adapted to the unique charac-

ter of each case. 

1.6 Definitions 

Corporate Social Responsibility (CSR) – Throughout history, CSR has been referred 

to, and defined in various ways, but the essence has always been “the inherent relation-

ships that companies have with their multiple stakeholders” (Rivoli & Waddock, 2011, 

p.113-114). One commonly agreed upon definition, developed by the European Union 

is a “concept whereby companies integrate social and environmental concerns in their 

business operations and in their interaction with their stakeholders on a voluntary basis” 

(European Commission – Enterprise and Industry, 2011). Another acknowledged defini-

tion developed by the organization Business for Social Responsibility is “[o]perating a 

business in a manner that meets or exceeds the ethical, legal, commercial and public ex-

pectations that society has of business” (Kotler & Lee, 2005, p.3). These definitions 

summarize what CSR in this thesis will refer to.  

Sustainable development - Gro Harlem Brundtland refers to sustainable development 

as “[m]eeting the needs of the present without compromising the ability of future gener-

ations to meet their own needs” (as cited in Porter & Kramer, 2006, p.81). This refers to 

the ability of a company to be successful over the long-term, while simultaneously en-

suring that the needs of all stakeholders are met. This can also be described as meeting 

the “triple bottom line of economic, social, and environmental performance” (Porter & 

Kramer, 2006, p.82).  
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Small and medium sized enterprise (SME) – An SME is a company that has fewer 

than 250 employees and a turnover of less than the equivalent of € 50 million (European 

Commission – Enterprise and Industry, 2011). 

Stakeholder – Stakeholders are interest “groups who have a stake in or claim on the 

firm” (Garriga & Melé, 2004, p.60), meaning those that are directly or indirectly af-

fected by the company‟s practices. Examples of these include, but are not limited to, 

“suppliers, customers, employees, stockholders, and the local community (Garriga & 

Melé, 2004, p.60). 

Strategy – Porter and Kramer define strategy as being about “choosing a unique posi-

tion – doing things differently from competitors in a way that lowers costs or better 

serves a particular set of customer needs” (2006, p.88). This refers to a long-term plan 

of action to achieve company‟s goals and improve performance by intentionally making 

use of competences and capabilities.  

Long-term – This refers to a “long period of time” (Investorword, 2011), usually more 

than one year. 

Short Term – This refers to a short period of time “usually one year or less” (Investor-

word, 2011).  

Strategic CSR – Porter and Kramer define strategic CSR as occurring “when a compa-

ny adds a social dimension to its value proposition, making social impact integral to the 

overall strategy” (2006, p.89-90).  

Responsive CSR – This is CSR carried out only as a response to external pressure, de-

mands, requirements and regulations in a reactive manner (Barin, Personal Communica-

tion, 5th April, 2011). 

CSR projects – In this thesis it is referred to as actions pursued by a company to fulfill 

CSR goals.  

Corporate citizenship – This term describes the firm in its relation to the community 

which it operates in. Garriga and Melé define corporate citizenship as focused on 

“rights, responsibilities and possible partnerships of businesses in society” (2004, p. 57). 

Competitive advantage – In this thesis it will be referred to as a strategic advantage, 

which one business has over the other. 
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1.7 Thesis disposition 

The thesis disposition outlines the design of this thesis, and a short review of each sec-

tion is presented below.  

Section 2 consists of the frame of reference which 

will begin with a review of existing literature and 

conclude with a presentation of the theoretical 

framework developed to be used when evaluating 

the empirical findings.  

 

Section 3 of this thesis will concern the methodolo-

gy and method. This chapter will explain the ratio-

nale of why a case study was chosen as well as de-

scribe exactly how the study will be conducted.  

 

Section 4 will present the results and analysis of the 

case study of Casall. The guidelines for producers, 

as well as other CSR projects, will be described, 

analyzed and evaluated with the use of the devel-

oped framework, to allow for specific recommenda-

tions to SMEs, and Casall in particular regarding 

CSR projects. 

 

Section 5 concludes the thesis by discussing the re-

sults of the thesis, implications and limitations as 

well as suggestions for further research.     

 

Figure 1-1 Thesis Disposition 
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2 Frame of reference 

 

In the first part of this section, previous research regarding CSR will be presented and 

analyzed. In the second part, this will be combined into a theoretical framework to be 

used when evaluating SME‟s CSR projects, and Casall‟s CSR projects in particular.  

 

 

“Corporate social responsibility is a hard-edged business decision” 

- Niall Fitzerald 

2.1 Literature review 

In the literature review, several sources will be used to gain a broad understanding of 

the complex concepts and theories regarding CSR. Recent information, dating from the 

year 2000, will foremost be used to provide an up-to-date and accurate picture. The fol-

lowing chapter will lay the foundation of the study and information is discussed from a 

wide range of authors, journals and subject areas because it is important to prevent bi-

ases and show different perspectives so that a comprehensive overlook can be pre-

sented. The following theories and perspectives have been chosen because they are 

some of the most prominent within the field of CSR. The articles which have been re-

viewed provide a good overview of CSR as something applicable to all companies, and 

we have used these, and the knowledge gained,  to establish the foundation for the theo-

retical framework. 

2.1.1 Background of CSR as a concept 

According to Carroll (1999), CSR can be traced far back in history, however, the mod-

ern era of CSR research began in the United States in the 1950s. In 1953, Howard R. 

Bowen published the book “Social Responsibility of the Businessman” (Carroll, 1999, 

p.269). Carroll suggests that, since this was the first modern book on the subject, Bowen 

should be named the “Father of Corporate Social Responsibility” (1999, p.270).     

In the 1960s, the amount of literature on the subject grew substantially and scholars at-

tempted to define exactly what CSR means (Carroll, 1999). Various scholars presented 

different opinions concerning defining the concept and, more importantly, concerning 

what CSR means to companies and businessmen (Carroll, 1999). A well-known author 

during this time period described CSR as “[b]usinessmen‟s decisions and actions taken 

for reasons at least partially beyond the firms direct economic or technical interest” 

(Davis, 1960 as cited in Carroll, 1999, p.271).  

“Multiplicity of interests” (Carroll, 1999, p.273) was brought up by Johnson in the early 

1970s which marked the beginning of the stakeholder approach, which has come to be 

an underlying assumption of CSR. Furthermore, Johnson described a socially responsi-

ble firm as one that “instead of striving for only larger profits for its stockholders, a re-

sponsible enterprise also takes into account employees, suppliers, dealers, local com-

munities, and the nation” (1971, as cited in Carroll, 1999, p.273). Several studies were 

conducted during this time and in one particular survey, conducted by the Opinion Re-

search Corporation, two thirds of the participants felt businesses were morally obliged 

to help achieve social progress even if it would decrease their profitability (Carroll, 
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1999). Manne (1972, as cited in Carroll 1999) argued that business‟ operations are only 

socially responsible if the marginal returns to the corporation are lower than they would 

be from alternative operations. This will later be questioned by Porter and Kramer 

(2002 & 2006).  

In the next decade, more research was con-

ducted but fewer definitions were introduced. 

During this period, Carroll further developed 

the concept of CSR and described it as consist-

ing of four parts namely, economic, legal, ethi-

cal and voluntary (1983, as cited in Carroll 

1999). Furthermore, the strategic implications 

of CSR were acknowledged in the 1980s by for 

example Druckner, as he described CSR as 

turning “a social problem into economic oppor-

tunity and economic benefit, into productive 

capacity, into human competence, into well-

paid jobs, and into wealth” (1984, as cited in 

Carroll 1999, p.286). Here one can identify in-

fluences of strategic thinking, something that 

has been excluded from previous definitions.  

Figure 2-1 Carroll‟s CSR Pyramid (Ragodoo, 2009) 

During the 1990s, previous CSR definitions served as a starting point for new theories 

such as corporate social performance theory, stakeholder theory, business ethics theory 

and the theory of corporate citizenship (Carroll 1999).  

To summarize, the concept of CSR has been discussed and developed throughout the 

years. Many of the definitions we use today were founded during the 1950s, 1960s and 

1970s. In the later decades, research was conducted and alternative themes and theories 

were introduced. As Carroll describes, CSR is more relevant than ever before as it “ad-

dresses and captures the most important concerns of the public regarding business and 

society relationships” (Carroll, 1999, p.292).    

2.1.2 Criticism of CSR as a concept 

There has been an ongoing discussion whether corporations that pursue CSR are mak-

ing any profit from it or if it is only an extra cost they have to cope with (Karnani, 

2011). One can even ask if CSR as a concept is of any use, or if corporations should fo-

cus on letting the free market direct how they are going to operate (Karnani, 2011).   

Karnani (2011) argues that the only aspect that companies have to consider is to do 

well, and that this in turn will lead to doing good. Milton Friedman also shared this 

point of view, as he argued that the only responsibility of corporations is to make profits 

and there is no reason for companies to engage in CSR if it is only a cost to them (Kar-

nani, 2011). Furthermore, the invisible hand theory, which Adam Smith wrote about in 

his book The Wealth of Nations, can be said to contradict CSR. This is because the 

phenomenon predicts that the only force which will govern businesses is profit (Karna-

ni, 2011). According to Adam Smith and Milton Friedman (as cited in Karnani, 2011), 

if CSR is not compatible with profit, there is no need to engage in it.  
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It is though important to note that Adam Smith‟s and Milton Friedman‟s theories only 

work if the market is efficient, and in today‟s world, there are many ways in which the 

market is not efficient, for example when considering monopolies and externalities. 

Therefore, one could claim that there still is a reason for engaging in CSR. Furthermore, 

engagement in strategic CSR is not contradicted as it may lead to higher profits and 

competitiveness for a corporation and is thus in line with the invisible hand theory.   

2.1.3 Theories within CSR 

There is a large difference between a company which only views CSR as a way of in-

creasing its profit, and one which views itself as a part of the community where it oper-

ates and has as a main objective to develop it for present and future generations. 

Garriga and Melé (2004) describe the different theories within CSR. The theories are 

divided into four groups namely, instrumental theories, political theories, integrative 

theories and ethical theories (Garriga & Melé, 2004).  

Instrumental theories are the theories that view CSR as a tool to achieve greater eco-

nomic profits (Garriga & Melé, 2004). When choosing the social activities to engage in, 

the only criterion that a company should reflect upon is the one that maximizes the val-

ue for shareholders. A quote by Friedman describes the view of the instrumental theo-

ries, namely, “the only one responsibility of business towards society is the maximiza-

tion of profit to the shareholders within the legal framework and the ethical customs of 

the country” (as cited in Garriga & Melé, 2004, p.53). The instrumental theories can al-

so be used in order to strategically plan to achieve competitive advantage (Garriga & 

Melé, 2004).  

Political theories emphasize the fact that companies can be powerful players in the so-

cial sphere and therefore it is important for them to be responsible towards the society 

where they are operating (Garriga & Melé, 2004). This perspective involves theories 

such as corporate constitutionalism, integrative social contract theory and corporate citi-

zenship (Garriga & Melé, 2004). 

Integrative theories suggest that society and business are interdependent, and points out 

that companies need to be in symbiosis with society in order for both to prosper and 

grow (Garriga & Melé, 2004). It is therefore important for every firm to strive to im-

prove society, due to the fact that it will lead to better profit and growth for both. The 

integrative theories include approaches such as issues management, public responsibili-

ty, stakeholder management and corporate social performance (Garriga & Melé, 2004).  

Ethical theories are based on doing the right thing. These theories suggest that there are 

principles distinguishing right from wrong and that all stakeholders need to be consi-

dered (Garriga & Melé, 2004). Ethical theories involve principles of fairness, such as 

“mutual benefits, justice, cooperation, sacrifice, free-rider possibility and voluntary ac-

ceptance of the benefits of cooperative schemes” (Garriga & Melé, 2004, p.61). 

To conclude, this framework provides a way of categorizing CSR approaches according 

to the fundamental assumption underlying each one.  

2.1.4 Motivation behind CSR engagement 

When engaging in CSR there is often a fear that CSR will result in lost profits and cause 

companies to lose their competitive edge. Roger L. Martin (2002) presents a matrix, 
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called the virtue matrix, which is meant to help executives and other decision-makers to 

better understand and make decisions about CSR (Martin, 2002). In order to be more 

pragmatic about CSR, Martin (2002) states that it is important to view CSR as any other 

product or service. One way of viewing CSR is as strict compliance with the law. This 

can be done by for example counteracting sexual harassment and act in accordance with 

with worker safety regulations, since such practices will help keep the company out of 

lawsuits and thus maintain a good reputation (Martin, 2002). Engaging in CSR can also 

lead to an increase in shareholder value, by for example improving goodwill which al-

lows the company to charge more for their products or services (Martin, 2002).  

 

 

 

 

 

 

 

Figure 2-2 Virtue Matrix (Martin, 2002, p.103) 

The matrix that Martin (2002) introduces is made up of four quadrants, with the lower 

two making up the civil foundation (instrumental), and the upper two the frontier (in-

trinsic). Considering the matrix, the civil foundation, is divided into the left quadrant, 

choice, and the right quadrant, compliance (Martin, 2002). The civil foundation is built 

upon the laws, customs, norms and regulations in the society (Martin, 2002). Choice 

means that a corporation chooses to comply with norms and customs voluntarily, and by 

doing this they can create shareholder value (Martin, 2002). In the quadrant named 

compliance, corporations are more or less forced by the law to follow certain practices 

(Martin, 2002). In many cases activities that are classified as choice (norms and cus-

toms) later develop and move to compliance, through the settling of new laws and regu-

lations (Martin, 2002). The upper two quadrants are the frontier, and this is made up of 

the strategic and the structural quadrants, which represent all the new innovations in 

CSR behavior (Martin, 2002). The actions in the strategic frontier are activities and in-

novations that might add to the shareholder value and which may generate positive res-

ponses (Martin, 2002). It is not unusual for activities to move from the strategic qua-

drant to the choice quadrant as other companies respond to one company‟s innovation 

which then becomes a norm (Martin, 2002). The structural frontier encompasses ideas 

that are intrinsic, however, they are often activities that are against the interest of share-

holder (Martin, 2002). 

The Virtue Matrix is good to use when analyzing, structuring and classifying the vari-

ous CSR projects within a corporation. It can be of great advantage to be able to under-

stand the underlying motives of various types of CSR projects. 

2.1.5 Considerations on corporate citizenship 

According to Porter and Kramer (2006), CSR is highly prioritized on the corporate 

agenda. CSR rankings are receiving greater publicity and public responses have put 
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businesses under strong pressure to account for the social consequences of their activi-

ties (Porter & Kramer, 2006). Many firms have already gotten involved in CSR but the 

true benefits, for both businesses and society, are not nearly being realized. Porter and 

Kramer identify two main reasons for this, namely that business and society are treated 

as independent “when clearly the two are interdependent” (2006, p.78), and that CSR is 

thought of in generic ways instead of “in the way most appropriate to each firm‟s strate-

gy” (2006, p.78). CSR can today be defined as meeting the “triple bottom line of eco-

nomic, social, and environmental performance” (Porter & Kramer, 2006, p.82). 

Porter and Kramer (2006) discuss the opportunities of CSR and how true gains can be 

realized by integrating CSR into the business strategy. By recognizing CSR as a way to 

create a competitive advantage, rather than a cost or constraint, there is tremendous po-

tential to benefit society and the company (Porter & Kramer, 2006).  

Today, business involvement in CSR has often purely been a response to public pres-

sure, where the risks of their operations have been acknowledged, but the interventions 

not well thought-out or aligned with company strategy (Porter & Kramer, 2006). As a 

result, the so-called CSR actions are not effective enough or as valuable as they could 

be, and rather a waste of resources. Porter and Kramer argue that a new approach to 

CSR is necessary to integrate “social considerations more effectively into core business 

operations and strategy” (2006, p.81). 

To advance both the thinking and integration of CSR one must understand the correla-

tion between a corporation and society while continuously connecting CSR with com-

pany strategy and activities (Porter & Kramer, 2006). Porter and Kramer highlight the 

fact that corporations need a healthy society, and vice versa, in order to be successful 

but most importantly to create “shared value” (2006, p.84). 

Figure 2-3 Corporate Involvement in Society (Porter & Kramer, 2006, p.89) 

Porter and Kramer (2006) illustrate this interdependence by introducing two frame-

works, the inside-out linkages, which identifies how a company affect society, and the 

outside-in linkages, which identifies how externalities in society influences corpora-

tions. In this framework, Porter and Kramer also categorize three ways of approaching 

social issues namely, generic social issues, value chain social impacts and social dimen-
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sions of competitive context which in turn is divided into responsive CSR and strategic 

CSR (2006, p.85).  

There are four explanations to justify why CSR is essential for firms to engage in, 

namely, moral obligation, sustainability, license to operate and reputation (Porter & 

Kramer, 2006). These four justifications allow companies to get an overview of the 

concept CSR but it does not consider the practical implications of each one. Thus, cor-

porations are still not aware of how to understand and apply them in real world situa-

tions. Besides, neither the moral obligation, sustainability, license to operate nor reputa-

tion aspect focus on the interdependence of business and society but instead the tension 

between them which Porter and Kramer (2006) identify as a considerable drawback. 

In conclusion, Porter and Kramer (2006) argue that it is important not to blame all the 

world‟s problems on corporations, but it is crucial for every corporation to employ their 

resources and capabilities to interfere in social issues that they actually have the ability 

to influence.  

2.1.6 The five stages of CSR 

Corporations are becoming more and more important in the global environment and it 

can therefore be debated what kind of moral obligations they have, or should have. 

Ryuzaburo Kaku (1997) introduces the concept of Kyosei. This is a framework which 

describes a corporation‟s path through five stages of CSR involvement, from the first to 

the fifth, in order to become an excellent corporate citizen. Kyosei can be described as a 

“spirit of cooperation” (Kaku, 1997, p.107). Kaku talks about how corporations should 

engage in social responsibility since “global companies have no future if the earth has 

no future” (1997, p.106). The five stages are: Economic Survival, Cooperating with La-

bor, Cooperating Outside the Company, Global Activism and The Government as a 

Kyosei Partner (1997). 

Figure 2-4 Five Stages of Kyosei (Kaku, 1997, p.108-111) 

The first stage of corporate Kyosei is economic survival, which means that the first as-

pect that a corporation has to consider is getting a strong market position, and stable 

profits (Kaku, 1997). In this stage the corporation produces goods, provides services 

and employs workers, and these functions are all important to society. A problem that 

Kaku (1997) sees in the first stage is that on some occasions, workers in the corporation 

may be exploited. However, Kaku (1997) states that making profits is not immoral, but 

it is only one goal of a corporation. 

The second stage of Kyosei is cooperating with labor. This has an internal focus, mean-

ing that the management and the workers start to cooperate to reach a common goal. 

Here, cooperation becomes a part of the company‟s culture (Kaku, 1997). In this stage it 

is also very important that all employees of the corporation consider each other as a cen-

tral piece in the puzzle of the company‟s success (Kaku, 1997). 
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The third stage, cooperating outside the company, is the first step where the company 

starts to collaborate with external stakeholders (Kaku, 1997). In this stage the corpora-

tion establishes a relationship with their customers, suppliers, the society close to the 

corporation, and sometimes even competitors (Kaku, 1997). The relationship can be 

about helping suppliers to improve or about creating ways to engage in close communi-

cation with customers. Such activities are tied to the community or the country where 

the corporation is located (Kaku, 1997). 

The fourth stage of Kyosei, global activism, is a stage that a corporation can enter when 

they are big enough to be a part of the international market (Kaku, 1997). At this stage, 

corporations begin to establish partnerships with other international corporations. To-

gether they can get engaged in global issues, such as adjusting trade balances by locat-

ing production facilities in certain countries, reducing pollution, and increasing the 

standard of living in some countries (Kaku, 1997). 

The fifth and last stage is the government as a Kyosei partner. It is a stage that few 

companies have achieved, as it involves big corporations which manage to establish re-

lationships with governments all over the world by using their wealth and their power of 

negotiation (Kaku, 1997). By creating those relationships, corporations in the fifth stage 

can influence governments to change laws and regulations, about for example pollution, 

worker‟s rights and taxation (Kaku, 1997). 

Kaku (1997) explains the immense success he experienced when implementing Kyosei, 

when he was president at Canon. When Kaku (1997) became president for Canon, the 

corporation was in a bad financial position and, by using Kyosei, he managed to turn the 

bad financial results into very strong growth.  

To conclude, the path of Kyosei explains in a good way how corporations should en-

gage in CSR in consecutive stages. When implementing CSR initiatives at any corpora-

tion, Kyosei provides a good framework depicting where to start and how to proceed. 

Following the stages of Kyosei has, in many cases, proven to be both profitable and 

successful, as was shown in the case of Canon.  

2.1.7 Models of corporate philanthropy 

When studying CSR, it is of great importance to understand how it can be a part of a 

company‟s competitive advantage.  

Porter and Kramer (2002) discuss how CSR can be associated with competitive advan-

tage and increased revenue. Many companies see CSR as a necessary evil that they have 

to engage in, even though it is not in line with their strategy or core ideas (Porter & 

Kramer, 2002). When used like this, Porter and Kramer (2002) argue that it would have 

been better if a company did not engage in CSR, but instead gave the money to its 

stockholders and employees to let them give away the money, if they wanted to. How-

ever, Porter and Kramer (2002) imply that if CSR is used properly, and if it is aligned 

with the company‟s strategy, it can be of great benefit, both to the society where it is 

operating and to the company, 

Every business is connected to, and dependent on, the society in which they operate. If a 

company combines both social and economic benefits, instead of only pure business or 

pure philanthropy goals, it can be a source for a company‟s competitive advantage (Por-

ter & Kramer, 2002). Some examples of what businesses can benefit from in the society 
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are infrastructure such as roads, airports, and internet, as well as educated people and 

access to suppliers (Porter & Kramer, 2002). How philanthropy can be used in a com-

petitive context is displayed in a matrix called “The Four Elements of Competitive Con-

text” (Porter & Kramer, 2002, p.60), where the four elements are: factor conditions, 

demand conditions, context for strategy and rivalry and related and supporting indus-

tries.  

 

Figure 2-5 Four Elements of Competitive Context (Porter & Kramer, 2002, p.60) 

Factor conditions are all the factors that are needed for the company, such as trained 

workers, infrastructure and natural recourses, and Porter and Kramer (2002) maintain 

that all the factors can be influenced through philanthropy. The demand conditions in-

clude “size of the local market, the appropriateness of product standards, and the sophis-

tication of local customers” (Porter & Kramer, 2002, p.61), and these can also be influ-

ences through corporate philanthropy. The context for strategic rivalry can also be in-

fluenced by philanthropy and it involves the “rules, incentives, and norms governing 

competition” (Porter & Kramer, 2002, p.62), in the particular area in which a company 

operates. Finally, relating and supporting industries can, with philanthropy, be enhanced 

to support business growth and success (Porter & Kramer, 2002).  

Porter and Kramer (2002) also raise the issue of the free rider problem, but argue that, 

even where there are free riders, the benefits to an organization engaging in strategic 

philanthropy greatly overweigh any disadvantages that free riders may cause. 

Porter and Kramer (2002) develop a framework for engaging in strategic CSR or phi-

lanthropy. This framework involves the following stages: selecting the best granters, 

signaling other funders, improving the performance of grant recipients and advancing 

knowledge. These stages all lead to social and economic value created (Porter & Kra-

mer, 2002).  

These frameworks enable Porter and Kramer (2002) to develop a method of how a 

company can use strategic CSR appropriately. The process is outlined in 5 steps, name-

ly, examining the competitive context, reviewing the existing philanthropic portfolio, 

assessing current and potential philanthropic initiatives, pursuing collective action and 

following up and evaluating results (Porter and Kramer, 2002).  

2.2 Theoretical framework for results and analysis 

Previous literature is particularly useful in gaining an understanding for the develop-

ment of CSR as a concept and as an area of research. Without such knowledge and in-
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sight, it is impossible to make a rewarding evaluation of SMEs and Casall. Previous re-

search and theories can also contribute with different models of understanding CSR and 

the opportunities it brings about to companies. Pure theory to understand CSR is inter-

esting to study, however, a practical framework has been developed to evaluate a com-

pany‟s actual involvement in CSR and their possibilities for future engagement. Large 

corporations usually have more possibilities of philanthropy on a large scale because of 

their mere size, access to capital, and the amount of markets in which they operate. 

Therefore, we will use existing models and theories to develop a practical framework 

applicable especially to evaluation and development of CSR projects at SMEs. This 

framework will then be applied to analyze and evaluate Casall‟s present and possible fu-

ture CSR projects. This will result in feedback on how they can alter and improve their 

guidelines for producers and suggestions for other CSR projects to properly align all 

their CSR projects with company strategy.   

 

Below, four main criteria chosen, because of their importance for understanding and 

evaluating CSR projects, will be presented. These are motivation behind CSR engage-

ment, current inside-out and outside-in impacts, present and desired stage of CSR in-

volvement and CSR opportunities in each of Porter‟s four elements. These four areas of 

CSR have been extracted from previous literature because we consider them to lay the 

foundation of engaging in CSR projects and provide a solid basis for future evaluation. 

Furthermore, using the four criteria enabled us to develop two frameworks, namely, an 

evaluation question framework and an evaluation matrix for how SMEs can recognize, 

develop and evaluate suitable CSR projects. 

2.2.1 Motivation behind CSR engagement 

It is of great importance to look at the motivation behind why an SME engages in CSR. 

Motivation is essential to understand to then decide if the company engages in CSR as a 

response to pressure from external factors or if the SME wants to engage in CSR for in-

ternal reasons. Depending on which, the appropriateness of CSR projects may differ 

substantially. 

When analyzing the motivation behind CSR, the theory of responsive or strategic CSR 

will be used. It is important to know if an SME engages in CSR on its own initiative or 

as a response to external pressure.  

It is important to know the reason for why SMEs engage in CSR, and if their actions are 

responsive or strategic, since it determines what an SME is willing to do in terms of 

CSR. If a company only engages in CSR because it has to, they have very different 

conditions in comparison to a company that has internal motives to engage in CSR and 

views CSR as a part of its strategy. The first step for an SME, which only engages in 

CSR activities due to external pressure, might be to change its basic approach to CSR. 

The underlying motive to engage in CSR is central to future strategy of an SME, hence 

also for Casall. Motivation is a fundamental aspect that determines how to proceed with 

the remainder of the analysis. 

2.2.2 Current inside-out and outside-in impacts 

Porter and Kramer introduce “the link between competitive advantage and corporate so-

cial responsibility” (2006, p.78). As a company, it is vital to understand the relationship 
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between society and businesses. Porter and Kramer suggest that if civil society and 

business leaders recognizes this link the opportunity to create “long-term prosperity of 

both” (2006, p.84), is tremendous. Therefore, the inside-out and outside-in linkages, 

which attempt to identify a company‟s influence on society and vice versa, are of great 

importance when evaluating SMEs and Casall‟s CSR projects. The inside-out and out-

side-in linkages aim to identify the current position of the company in society and what 

opportunities the company has for further engagement in CSR projects. By using this 

framework, we will be able to identify how SMEs and Casall affect and are affected by 

society today, so that the positive operations can be developed while the negative activi-

ties can be counteracted. Because social externalities and business operations are con-

stantly changing, this evaluation also needs to be frequently updated so that accurate da-

ta determines future CSR engagement.   

This framework allows us to identify how SMEs and Casall can use CSR strategically 

by being aware of the interconnection between society and businesses. When positive 

operations are recognized and known to the firm, it is evident on what strategic CSR 

areas to focus on. This also enables an understanding of what effects that firms of to-

day‟s society have, so that future, long-term measures can be taken to improve the well-

being of both the firms and society.  

Furthermore, when one has established the firm‟s position in society, one can use this 

knowledge to decide what social issues to focus on. As mentioned in the previous litera-

ture review, these range from generic social issues, which have little significance in the 

long-term competitiveness of the firm, value chain social impacts, which are social is-

sues relating to the regular business activities of the firm, and social dimensions of 

competitive context, which are issues highly affecting a corporation‟s long-term compe-

titiveness (Porter & Kramer, 2006).  

One can apply this framework to SMEs, like Casall, to determine why and to what ex-

tent the company should get involved in particular projects relating to the nature of the 

firm, what activities that can be further developed, and what activities ought to be dis-

continued. 

2.2.3 Present and desired stage of CSR involvement 

When implementing or changing something it can in many cases be vital to know the 

present stage, the desired path, and the desired future stage. One needs to know what the 

desired goal is, in order to plan the way to get there. Otherwise, steps can be taken in the 

wrong direction, and this can result in engaging in an activity that is useless in the 

present stage. 

The path of Kyosei, developed by Kaku (1997), presents five consecutive stages, and is 

a good framework when analyzing the stages of an SME. With this framework, one can 

determine which stage the SME is currently in and what their desired stage is. When de-

termining the desired stage, it is important to note that since the steps are consecutive 

the desired stage is the last and fifth stage. However, to reach the fifth stage is a long-

term goal. It is therefore important to be more pragmatic and determine where the SME 

can realistically find themselves in a perspective of for example three to five years. Fur-

thermore, the path of Kyosei is straightforward and if something is missing from one of 

the lower stages, then the company knows that it is urgent to take care of that before 

moving forward. 
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When applying the Path of Kyosei to an SME, it is important to note that there are very 

few SMEs that are in the later stages of the framework, such as stage four or five. Most 

SMEs are in the first two stages or on their way to the third stage. It should therefore be 

noted that most SMEs should emphasize economic survival and internal problems, and 

many CSR opportunities can be found in these early stages. 

This knowledge will help SMEs to determine their present stage and to make strategic 

decisions about their future CSR involvement. The five stages will enable locating 

where Casall is positioned today, and later to decide the best path to improve CSR 

projects and move up the ladder of Kyosei.  

2.2.4 CSR opportunities in each of the four elements 

When evaluating the current and future CSR strategy of an SME, the next issue to look 

at is the availability of different opportunities to develop a suitable CSR strategy. Op-

portunities can be identified with the help of the model “The Four Elements of Com-

petitive Context" (Porter & Kramer, 2002, p.60). This enables an overview of all the 

elements where a company can implement CSR projects, and will thus be used as a tool 

to evaluate new opportunities for CSR projects at the SME Casall. 

First, in evaluating present and future CSR strategies at an SME, this model can be used 

to look at what can be done to strategically develop factor conditions. It can be eva-

luated whether the SME could feasibly take actions to improve the trained workforce, 

the infrastructure or the availability of natural resources. Second, demand conditions 

should be considered to determine if the SME has opportunities to improve the local 

market conditions and size, product standards and customer sophistication. Third, it 

could be reflected upon if the SME could, and should, strategically influence the com-

petitive context, such as laws and norms. Fourth, the relating and supporting industries 

must be explored, to determine if they provide any opportunities for the SME to help 

themselves by helping others. 

It is important to carefully investigate and understand all the possible opportunities that 

a company has in order to then prioritize and determine which ones are feasible and will 

maximize benefits. The case of Casall will be scrutinized so that the best CSR strategy 

can be recommended for their specific needs in relation to these four elements.  

2.2.5 Evaluation questions 

The following questions summarize the key points extracted from the four evaluation 

criteria and will be used to analyze CSR projects from the perspective of an SME and 

more specifically Casall in this study. 
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Figure 2-6 Evaluation Questions 

These questions will be used in order to gain a comprehensive understanding of the 

SME‟s, Casall‟s, current state and their future opportunities of engaging in CSR. In this 

thesis, these evaluation questions will used to answer the first research question, name-

ly, what Casall is doing today in terms of CSR projects. 

2.2.6 Evaluation matrix 

To further extend the evaluation questions framework, we have also developed an eval-

uation matrix which allows an SME to look at each CSR project in terms of costs and 

potential benefits. This will contribute to identifying if a company is pursuing strategic 

CSR or responsive CSR and the advantage to the firm, either from a cost perspective or 

a differentiation perspective. In this thesis, this evaluation matrix will be used to provide 

answers to the second and third research questions, namely how Casall‟s current CSR 

projects can be developed, adapted and improved and what new CSR projects could be 

undertaken by Casall to improve competitiveness. 

 

Figure 2-7 Evaluation Matrix 

The two axes in the matrix are, first, potential strategic benefits of CSR projects, which 

refers to the level of benefits a particular CSR activity is yielding, and, second, total 

costs of investment in CSR projects, which refers to the accumulated cost of that specif-

ic activity. This framework aims to provide SMEs with a complete and straightforward 



 

 
19 

tool, which can be used to evaluate the success and nature of different CSR projects. 

Our unit of analysis will be each CSR project. The reason for this is that, no matter how 

CSR is integrated into a company‟s strategy, all activities and initiatives can still be 

seen as separate projects. It is important to look at them, not only as an integral part of a 

firms operations, but alone, to enable a thorough analysis. This means that a company 

will have several CSR projects located in different quadrants. The framework gives a 

representation of a company‟s position, and can provide direction on existing and future 

CSR projects. Neither quadrant is assumed to be superior, instead they all represent very 

different CSR strategies. Thus, the company needs to identify what approach is best 

suitable for their operations.  

Each quadrant has been developed in coherence with existing theory and models (Barin, 

personal communication, 5th March, 2011). This builds a strong, reliable foundation for 

evaluation and analysis of SMEs‟ CSR projects. 

The two upper quadrants represent strategic CSR, where the left one represents cost ad-

vantage and the right one differentiation advantage. The Strategic Cost Advantage 

means that a company is cost efficient and engages proactively in CSR. The Strategic 

Differentiation Advantage refers to a company that is proactively engaging in CSR. 

Here, despite higher costs, the corporation‟s approach is strategic and these firms are of-

ten able to charge premium prices for differentiated products. 

The two lower quadrants are classified as responsive CSR and are similarly divided into 

cost advantage and differentiation advantage. The left quadrant, the Responsive Cost 

Advantage, is characterized by companies that use CSR mainly as a reaction to external 

pressures and demands. These operations are managed at low cost and satisfy the basic 

needs in society to remain competitive. The right quadrant, the Responsive Differentia-

tion Advantage, also represents companies that respond to public pressure. Although, 

these actions are not equally cost efficient, the company can differentiate themselves so 

as to gain a differentiation advantage instead. 

2.2.7 Luciano Barin’s comments on evaluation framework 

Luciano Barin is an expert within the field of CSR, and he has many years of experience 

studying and working with CSR issues in different contexts. Barin has a Ph. D. from 

Lyon University in Strategy with a focus on CSR, and he has since graduating been 

working with teaching, researching, and consulting on CSR (personal communication, 

5th April, 2011). 

Barin explained that, although there are different approaches of CSR, such as the res-

ponsive and strategic CSR, one is not inherently superior to another. He mentioned that 

the appropriateness of a certain approach differs depending on the company, the orienta-

tion, the country, the competitive context, and so on. Barin emphasized how this is very 

important to take into account in the case of Casall, since all recommendations need to 

be adapted to fit them and their context (personal communication, 5th April, 2011). 

Our evaluation questions and matrix were the main areas of discussion with Barin, and 

he highlighted the importance of clarifying the underlying motivation of Casall‟s en-

gagement in CSR. Barin also described the link between CSR actions and conse-

quences, and he emphasized the difficulties in measuring specific CSR results. Depend-

ing on the costs of CSR projects, Barin explained how a company can have either a cost 
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or differentiation advantage, and pointed out that high costs are not necessarily bad 

(personal communication, 5th April, 2011). 

Furthermore, Barin clarified that the CSR context is very complex, and it is also a mat-

ter of the political and ideological state of the country, or countries, where a company 

operates. For a company operating in a developed country, such as Casall in Sweden, he 

meant that responsive CSR is more common, since there is no need to proactively de-

velop infrastructure and impose rules and laws. Developed countries often have all the 

basic institutions, laws and rules concerning ethical conduct of businesses. Therefore, 

Barin described how many companies only respond to these and do not see the need to 

exceed expectations. However, Barin stressed that there are many benefits to reap for 

companies that are more proactive and engage in CSR on a strategic level even under 

these circumstances (personal communication, 5th April, 2011). 

It is very important for us to make use of the ten evaluation questions in analyzing Ca-

sall‟s current and desired position in the CSR matrix, to be successful (Luciano Barin, 

personal communication, 5th April, 2011). This framework will be an aid to SME‟s de-

veloping and evaluating suitable CSR projects. Any project, present or future, should be 

placed in the matrix. Then their position should be analyzed in relation to the company 

strategy and the company resources and competences. An SME can then look at where 

in the matrix each project is currently located, and where they want each project to be 

positioned in the future. It should to be discussed if there are any projects that need to 

be made more connected to strategy, more differentiated, more cost efficient, or more 

responsive. When all projects have been placed in the matrix, and their desired location 

has been discussed, an SME can determine how to reasonable go about to achieving the 

move from one quadrant to the other (Luciano Barin, personal communication, 5th 

April, 2011). 
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3 Methodology and method 
 

This section discusses different methodologies and determines which type will be used 

in the research. Then, the specific method, which will best achieve the purpose and an-

swer the research questions, is also described in detail.  

 

 

“You can resist an invading army; you cannot resist an idea whose time has come” 

- Victor Hugo                                                            

3.1 Methodology 

Methodology, concerns the underlying assumptions, as well as the philosophical and 

logical principles, which determine the specific method to be used (Svenning, 2003). 

There are many different approaches to establish the methodology, and an approach 

suitable to the problem defined is vital to complete a successful study. The choice of 

methodology will affect the research approach and the research strategy. Furthermore, 

the methodology will determine what knowledge that can be extracted from the results 

and to what extent conclusions can be drawn. 

There are two main research paradigms within methodology, namely, positivism and 

hermeneutics (Collins & Hussey, 2003). Although different authors have contributed 

with ideas to each ideology, this classification can be described as two ends of a spec-

trum. Most research is found in between these two points and combines both positivism 

and hermeneutics. The purpose of the study will determine the type of methodology to 

be used (Robson, 2007).  

The positivistic philosophy usually involves quantitative research, which uses data in an 

objective fashion to investigate relationships and results (Svenning, 2003). It aims to 

find a universal truth and the result of a positivistic study comes from an external pers-

pective and always needs to be replicable and applicable to other cases (Starrin & 

Svensson, 2009). This thesis intends to develop an analysis that could be applicable to 

other cases, however, it also intends to gain an in-depth understanding of a particular 

case. This requires an analysis of a process which may not always be quantified and 

measured and, therefore, a purely positivistic methodology would limit this particular 

study. 

Consequently, this study will make more use of the hermeneutic philosophy, as a basis 

for determining the appropriate method. We find this suitable for the purpose of the 

study because it involves examining characteristics, meanings and processes (Starrin & 

Svensson, 2009), not determining one universal truth which positivistic methodologies 

attempt (Svenning, 2003). In a positivistic approach, the researcher is separating values 

and facts hence enabling an objective analysis (Ritchie & Lewis). In contrast to this, the 

hermeneutic methodology enables a deeper understanding, as it involves interpretation 

of qualitative data. The benefits of using such methodology are that the study will focus 

on discovering, explaining and describing the data (Starrin & Svensson, 2009). A qua-
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litative method will provide detailed and specific data collection, so that desirable result 

can be achieved to match the purpose of this thesis.  

The nature of CSR as a research area also favors a hermeneutic approach and a qualita-

tive study since the subject is highly debated, results are difficult to measure, and there 

are as many views as there are stakeholders. Therefore, it is difficult to be objective, and 

one is required to thoroughly analyze each case in light of their unique circumstances. A 

flexible study, such as a qualitative one, will enable more reflection and deeper insights 

in the stated problem (Robson, 2007). Based on the developed argument above, a more 

hermeneutic approach is suitable for this research. A qualitative study is more adaptable 

to specific cases of SMEs, and consequently more relevant to the study of Casall. 

3.1.1 Research approach 

Different research approaches are associated with the philosophies described above. 

However, one has to consider the implications and benefits of each one before choosing 

the one best suited. There are two main approaches, namely, inductive and deductive, 

which differ in what they use as starting point in their research (Saunders & Lewis & 

Thornhill, 2003). 

The hermeneutic philosophy is often associated with the inductive research approach. 

This involves going from the specific to the general by using observation to draw gen-

eral conclusions about theories (Collins & Hussey, 2003), thus there is not one definite 

truth, only various interpretations. The benefit of an inductive approach is that it allows 

for a deeper understanding of the issue. However, this implies that data would first be 

gathered and used to develop a model (Starrin & Svensson, 2009). This study aims to 

use already existing theories to develop a framework, which can then be used for analy-

sis. For that reason, the inductive approach alone is not efficient enough.  

The other main research approach is the deductive one which generally is associated 

with the positivistic philosophy (Ritchie & Lewis, 2003). This involves using an already 

established theory and confirming it using empirical observations (Starrin & Svensson, 

2009). In contrast to an inductive approach, this goes from the general to the specific in 

the research process (Collins & Hussey, 2003). This type of research is carried out in 

the form of quantitative studies (Starrin & Svensson, 2009). Even though this is a per-

fectly valid research approach, our focus lies more in interpretations and analyzing theo-

ries and then applying them to a case.  

The abductive approach is a third approach which resembles a combination of the two 

described above. The purpose of this is exploration and explanation, and this gives re-

searchers more opportunities to design a research approach adapted to a unique event 

(Starrin & Svensson, 2009). The main characteristic of an abductive approach is that it 

attempts to explain a case with theories. These theories are later confirmed with new 

observations.  

Since neither of the main research approaches described above is considered appropriate 

alone, we introduce the third approach. The abductive approach is considered to be the 

most suitable one in order to achieve the purpose and carry out a successful study.   

The hermeneutics spiral and iterations will be considered when conducting our research 

with an abductive approach. This is an “iterative process whereby each stage of our re-

search provides us with knowledge; in other words, we take on a different level of 

preunderstanding to each stage of the research” (Gummesson, 2000, p.70). In our re-
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search, each step will provide us with additional knowledge and understanding of CSR 

and Casall. This will then be used in the following steps to move the research forward 

and to generate even more knowledge.  

One further issue to discuss is whether to use a qualitative or quantitative approach. 

This has been mentioned before, and although there are many benefits to each approach, 

there also are weaknesses, so it is very important to consider which one best fits the 

study to be conducted. Qualitative studies are used to gain depth and detailed responses, 

while quantitative studies focus on gathering a large number of data consisting of gen-

eral, standardized results (Starrin & Svensson, 2009).  

A quantitative study focuses on asking strict, precise questions that can often be ans-

wered in numbers (Svenning, 2003). It aims to measure specific data that can then be 

used to generalize, but this is seldom sufficient to explain and answer the question of 

why (Svenning, 2003). This particular type of study does not fit with the aim of this the-

sis since it limits the type of information that can be gathered (Robson, 2007). 

Instead of the quantitative approach one can use a qualitative method which consists of 

adopting a flexible approach and viewing “social life in terms of processes rather than 

static terms” (Ritchie & Lewis, 2003, p.4). It is an efficient method in “mapping mean-

ings, processes and contexts” (Ritchie & Lewis, 2003, p.4). Since this study will be 

conducted in a real-world, instead of an experimental or manipulated, setting, a qualita-

tive study will better serve this purpose (Ritchie & Lewis, 2003). These types of me-

thods concern interpretation, complexity and context, where there is “close contact be-

tween the researcher and the people [or processes] being studied” (Ritchie & Lewis, 

2003, p.4). 

As described above, both quantitative and qualitative as research methods have benefits, 

however, due to the chosen philosophy and research approach, the most efficient and ef-

fective research strategy will be to carry out a qualitative study. Because this thesis aims 

to investigate CSR and how CSR successfully can be used in the case of Casall, it is 

important to employ a flexible and adaptable method like a qualitative one (Robson, 

2007), to reach desired results. Such a study allows us to get an understanding of the 

concept CSR, and then with that knowledge guide Casall on how to successfully make 

use of their CSR document as company strategy. CSR projects are difficult to measure, 

especially in the short-run, and we believe that a qualitative study will provide more 

valuable and relevant data which can be used to evaluate CSR projects at SMEs, and 

more specifically at Casall, with the help of the developed framework. 

There are many different ways of conducting a qualitative study. Examples of these are 

“observation, in-depth individual interviews, focus groups, biographical methods” (Rit-

chie & Lewis, 2003, p.4) as well as case studies, experiments and surveys with open 

ended questions. The close collaboration with Casall will enable us to conduct an exten-

sive case study of the company. This strategy of using a case study will allow us to gain 

deeper knowledge. To complement the understanding of CSR practices, experts and role 

models within the CSR field have been and will be consulted. The information and data 

generated in a case study will be specific, detailed and relevant and finally allow ful-

fillment of the purpose of this thesis. 
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3.1.2 Research strategy 

In order to conduct an effective and efficient case study, there are several aspects that 

need to be considered. First of all, a case study is suitable when the research questions 

and purpose of the project demand answers to the question "how?" (Yin, 1989, p.19), 

and this is exactly the question which this thesis is mainly trying to answer. 

There are many benefits of using a case study, and it is especially appropriate when ex-

amining contemporary events (Yin, 1989). It is flexible and enables taking many differ-

ent perspectives and viewpoints into account, involving the study of an area or process 

which is dynamic and undergoing constant change (Simons, 2009). All these characte-

ristics of a case study fit well with the subject and purpose of this thesis. Yin (1989) de-

fines a case study as researching an event in a real-life context where the limits are not 

obvious and various sources need to be used. This is a good definition which correctly 

describes the phenomenon of CSR practices at SMEs. Furthermore, something else that 

speaks for the use of a case study for this research, is that it is adaptable, allows for in-

terpretation, and is good in situations where "the investigator has little or no control" 

(Yin, 1989, p.20). 

It is, however, important to be aware of case studies being more of a subjective research 

strategy than some of the purely qualitative methods, and in some circles it is not as 

highly regarded as a valid method (Yin, 1989). Yin (1989) recognizes that one of the 

greatest limitations of case studies is the variations. Despite this, being aware of these 

limitations, and working actively to counteract them, may help increase the validity of 

the case study. This can be done by retrieving data and material from a larger number of 

sources and drawing connections to other cases and processes. 

Different types of case studies are not mutually exclusive (Yin, 1989), however, one 

still needs to remember that there are different kinds of case studies, and understanding 

the differences may aid in determining the most beneficial strategy for the research at 

hand. When considering the research questions of this thesis, some ask the question 

what and some ask the question how. Yin (1989) describes an exploratory study as one 

that answers to the questions how and why. Therefore it is important to use a combina-

tion of an exploratory, descriptive and explanatory case study. Furthermore, considering 

the specific case and company to be studied, a single case study is desirable.  

This type of study is based on using an existing theory or, in this case, a combination of 

existing theories and models, and to test them by asking the question how. This will be 

done by looking at how SMEs should implement strategic CSR projects, and how they 

can do so effectively and efficiently, considering their specific size, capabilities and 

context. It will be investigated how the theories and the framework can be applied to 

SMEs like Casall. 

When considering the specific data collection and analysis of a case study, it is impor-

tant that one develops a precise and detailed method which determines, among other 

things, the unit of analysis, how to link data to the research questions, and what criteria 

will be used to analyze and evaluate the data (Yin, 1989). It is essential to develop a me-

thod that makes use of the many advantages of conducting a qualitative case study. For 

example, since the data sources can come from "direct observation and systematic inter-

viewing" (Yin, 1989, p.19), this adds another dimension to the study and enables a wid-

er range of evidence to be collected from a wider range of sources (Yin, 1989). 
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3.2 Method 

The method concerns the practical work, including for example collection and analysis 

of data (Svenning, 2003). In accordance with the philosophy and research approach, a 

qualitative strategy was chosen. There are two types of qualitative data, primary and 

secondary. This study will make use of both but this section is concerned with present-

ing how the primary sources and information will be chosen, collected and presented. 

The method will assist in establishing a solid base for understanding Casall and their 

present engagement in CSR, their guidelines for producers and their other CSR projects. 

It will also enable the identification of appropriate recommendations for Casall with the 

help of the theoretical framework for evaluating SMEs‟ CSR projects. As previously 

mentioned, the study will be conducted in the form of a case study of Casall.  

3.2.1 Research and selection 

To enable the fulfillment of the purpose of this thesis, it is vital to gather the right type 

of data. The secondary data retrieved has been found through the Jönköping University 

library. This enhances the credibility of the sources. The first step was to review and 

present previous research from well-know and influential scholars so that we could es-

tablish a good understanding of CSR. Existing theories, models and critiques have been 

thoroughly scrutinized, which allows us to better cope with the complexity of this topic. 

Yin (2003) underlines the importance of having a good overview of the topic to be stu-

died before beginning to collect data. This is especially relevant when conducting a case 

study (Yin, 2003). As mentioned above, this thesis uses a flexible, qualitative approach 

when collecting data and a case study will be carried out to fully grasp the orientation of 

the company Casall and, more importantly, identify the company‟s previous, existing 

and future CSR projects. 

A very important concept to consider in the research design and selection is triangula-

tion. This refers to the “practice of checking multiple sources” (Wolcott, 2001, p.30). 

Triangulation can be done in four main ways (Yin, 2009), and in this study it will be 

done by triangulation of data sources. This means that data has to be collected from a 

number of sources, but concerning the same phenomenon (Yin, 2009). Our study will 

focus on convergence of multiple sources of evidence, since this is appropriate when us-

ing a single case study (Yin, 2009). We will for example research Casall, visit them, in-

terview different representatives of Casall, analyze their CSR document, analyze their 

brandbible, we have consulted with a specialist within CSR, and we will also conduct 

an interview with a representative from a company which can be considered to be a role 

model within CSR. These studies are all connected and extremely relevant to the case. 

They are all a part of the same study and all aim to reach results and draw conclusions 

of how to develop and evaluate the CSR strategy of an SME like Casall.   

An immediate contact was established with Carl-Axel Surtevall, the owner and founder 

of Casall, in January. Since Casall is already associated with CSR, we found it highly 

interesting and valuable to initiate a collaboration with this company. This also allows 

us to test our developed framework on a real SME. We first contacted Carl-Axel Surte-

vall by phone in order to give a proper presentation of the idea, which was to consult the 

company on CSR projects. As a guidelines document for producers had recently been 

developed by the firm, we saw an excellent opportunity to assist Casall in the future 

success of this document as well as in other CSR matters. The employees responsible 

for this document were Axel Wolrath and Jessica Alversjö, and they were both con-



 

 
26 

tacted by phone the day after. We decided to focus upon two main areas. First, to rec-

ommend the company on how to improve the existing document, and second, to offer 

new ideas on how the company can engage in CSR projects that will improve their per-

formance. The first two months we sent frequent emails to these three established con-

tacts to update Casall on the current status of the thesis work and also to receive advice 

on how to continue the work so that we were all aligned. At the time of the case study, 

Carl-Axel Surtevall, Axel Wolrath and Jessica Alversjö will all participate in the 

process. This allows us to get different perspectives from three individuals who have 

been involved in the process of developing the CSR guidelines for producers. Because 

this thesis demands an in-depth understanding of Casall as a company and its CSR prac-

tices, this setting supports this.  

Casall also recommended us to contact Eurojersey. This is an Italian clothing firm 

which Casall considers to be a role model in the industry because of its intelligent way 

of aligning CSR behavior with profit maximization. We contacted the marketing man-

ager of the company to initiate an email dialogue with her. This enables us to make use 

of Eurojersey‟s good business manner and success within the field of CSR when con-

ducting the analysis on the case of Casall.  

To complete the study, we recognized the need to consult with an expert within the re-

search field of CSR. Therefore, a professor in Montreal was contacted by email because 

of his expertise and acknowledgments within CSR and sustainable business manage-

ment. In order to complete the framework a skype interview was conducted in April. 

The Skype conference was carried out to contribute with professional guidance on how 

to proceed with the framework and successfully recommend Casall on CSR projects. 

Luciano Barin is a professor and researcher currently working at HEC Montreal, Cana-

da. Previously, Barin has worked with CSR in Europe as well as North and South 

America and consulted Brazilian and Canadian companies on CSR issues. One of his 

main area of expertise is within strategic CSR. Currently he is working with companies 

and projects within strategic CSR management.  

The process of retrieving data and selecting the most suitable sources to obtain informa-

tion from has been extremely important. The choice of using a variety of sources will 

provide us with extensive knowledge and is essential in allowing us to effectively rec-

ommend and assist SMEs, and in particular Casall, with future guidance on CSR.     

3.2.2 Interviews 

When conducting an interview, it is critical to be well prepared and to know what ques-

tions to ask in order to get the required information. Interviews for this case study will 

be conducted with representatives from Casall, an expert within CSR, and the marketing 

manager at Eurojersey who successfully engages in strategic CSR.  

All interviews will be conducted in a semi-structured manner. A semi-structured inter-

view is more flexible and does not limit the answers (Yin, 1989). It will also allow for 

more follow up questions which facilitates the collection of relevant information. Fur-

thermore, since the purpose of the interviews in many cases is, not to gather very specif-

ic data, but to collect a vast amount of information, semi-structured interviews will help 

to get a good overview and understanding of the case. The interview designed is only to 

be a guide to the interviews, and if we feel that some questions have been covered in the 

conversation and discussion, we will leave out the explicit questions.  
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At the interviews, open-ended questions will primarily be used. This will enable us to 

ask about for example opinions and intentions and not just mere facts (Yin, 1989). 

When formulating the questions for the interviews, it is important to raise both broad 

and narrow issues, to avoid leading questions, and to make everything clear and easy to 

understand (Ritchie & Lewis, 2003). The interviews will either be conducted face-to-

face, by telephone or by Skype, depending on the person that will be interviewed.  

All specific questions can be found in the appendix. To increase the reliability and 

trustworthiness of the results, we have chosen to transcribe all answers. This should, 

and will, be done as soon as possible after the interviews to increase accuracy (Warner 

& Karner, 2010). The transcribed interview will be available upon request from the au-

thors. Since the interviews will be very extensive, only the most important information, 

relevant to achieve the purpose, will be presented in the results and analysis. This will 

enhance the strength and credibility of our analysis, as the reader can trace the origin of 

all information and understand what the conclusions are based on.  

Pilot interviews are a method used to develop on the defaults which a case study may 

include (Yin, 2003). A pilot case study is not a pretest, but more formative in nature and 

can help to refine “data collection plans with respect to both the content of the data and 

the procedures to be followed” (Yin, 2009, p.92). Due to the good contact established 

with Casall, additional information and questions can be asked, even if the initial inter-

view does not yield desired results. Therefore, if the questions are not satisfactory, they 

will be developed and asked again by email, telephone or face-to-face. Altering the 

questions during the course of the study is justified by Eisenhardt (1989), and in this 

study, doing this will enable fulfilling the purpose in a better way than pilot interviews 

would have. Since all companies have different views on CSR, it would not contribute 

to our understanding of CSR at Casall to conduct pilot interviews with for example rep-

resentatives from another company. Furthermore, since multiple sources of information 

are used, and an expert within the field of CSR has been consulted on the interview 

questions, pilot interviews are deemed unnecessary. If some questions are not sufficient-

ly developed to yield desired results, additional interviews with the concerned people 

will be scheduled. 

The first interview that will be conducted is a part of the case study of Casall which will 

take place in a face-to-face setting and will provide the foundation of this study. The in-

terview will take place in Casall‟s offices in Stockholm. The people responsible for 

CSR, along with the founder and owner of Casall, will be invited because we believe 

that it is important to get different perspectives. Casall is a Swedish company and there-

fore the interviews will be carried out in Swedish, and then in the results, English trans-

lations will be presented. The first part of the interview will concern Casall as a compa-

ny to get a general overview. Examples of questions that will be asked about the com-

pany will be about its history, employees, products, turnover, values and structure.  

When a good overview of the company has been achieved, questions about the topics 

covered in the theoretical framework will be posed. The answers to these questions will 

be used when analyzing and evaluating Casall‟s CSR projects, and eventually guide us 

in making high quality recommendations.  

To begin with, questions designed to investigate the underlying motivation of CSR en-

gagement will be asked. Examples of these types of questions include their view of 
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CSR, its importance, its role in society and in businesses, as well as its potential impact 

on society and other companies.  

The next aspect that is needs to be covered is Casall‟s current outside-in and inside-out 

linkages. Therefore questions about how externalities in society affect the company, and 

questions about how Casall influences society will be raised. For example Casall will be 

asked about their relationship to their suppliers and how they affect each other. 

To be able to analyze the current stage of the company today, it is important to ask gen-

eral questions about the company. This will be done by investigating Casall‟s relation-

ship with its suppliers and their international presence. When trying to determine the 

desired stage, it is essential to ask questions about where the company sees themselves 

in the future and what their goals and plans are.  

Questions will also be raised concerning the factor conditions, demand conditions, re-

lated and supporting industries and context for strategic rivalry conditions. These ques-

tions are designed to find out the local market conditions, consumer sophistication, and 

information about the competitive context and supporting and related industries. To de-

termine the most central aspects of Casall‟s corporate strategy, questions, about which 

of these areas are most relevant to Casall and their current strategy, will also be asked. 

Interviews will also be conducted with Eurojersey and Luciano Barin in order to get a 

broader perspective of CSR, and to enhance the quality of the case study. This is also 

necessary to ensure the credibility and value of the suggested recommendations.  

Eurojersey is a company that has successfully incorporated CSR as a central part of 

their company and operations. The marketing manager of Eurojersey will be inter-

viewed and mostly open-ended questions about the company and how they have suc-

ceeded in integrating CSR projects will be asked. Since Eurojersey operates within the 

same industry as Casall, Eurojersey‟s comments may be of great help to our analysis of 

Casall.  

Professor Barin has been interviewed in order to be able to get the view of an expert 

within the field of CSR. It will be of great help to ask him about our framework, method 

and about CSR in general. Furthermore, the recommendations to Casall were discussed, 

in order to get his opinion and advice. 

To summarize, different interviews will be held in a semi-structured manner with open-

ended questions. Casall will be the main partner interviewed in order to get information 

that will later be analyzed. Despite this, Eurojersey and Barin will also be interviewed 

to get as broad a perspective as possible and increase the strength of the recommenda-

tions that will be proposed.  

3.2.3 Data presentation and analysis 

Just as important as collecting the data, is presenting it in a structured manner and ana-

lyzing it to reach desired results so that the purpose can be achieved. We will keep a 

protocol during each interview, and each one will also be recorded, to minimize the risk 

of misunderstandings and misinterpretations.  

Since the interviews are semi-structured, and many follow-up questions will be asked, 

all the information may not be equally relevant to answer the questions. Therefore, after 

each interview, data will be transcribed and then sorted through to determine which is 
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significant and which is not. After all the data has been transcribed, it will be organized 

and categorized, in the results and analysis section, in agreement with each of the ten 

evaluation questions from the theoretical framework. In this way, all the relevant data 

will be matched with the question or questions it can help answer.  

In the section on results and analysis, the data will first be presented in accordance with 

the ten evaluation questions. In order to both present and analyze the results, each of the 

ten questions needs to be answered. This will be done by presenting the empirical find-

ings of what has been said during the interviews, and then analyzing it.  

When all the ten questions have been answered and analyzed, the current CSR projects, 

and possible future ones we wish to enlighten Casall of, can be discussed. In the second 

part of the results and analysis section, various projects will be placed in the matrix de-

veloped by the authors in the theoretical framework. The knowledge gained from the re-

sults and analysis will be combined and used to evaluate and analyze which existing 

CSR projects need to be developed and in which direction. New CSR opportunities ex-

tracted from analyzing the results will also be evaluated.  

To conclude the analysis, several recommendations will be presented, derived from the 

results and analysis, on how Casall can develop existing, and implement new, CSR 

projects. These recommendations will be presented to the company to aid them in in-

creasing their strategic CSR understanding, capabilities and gains.  

3.2.4 Quality of the study 

When conducting a qualitative study, such as a case study, it is essential to structure the 

research design so that the purpose is clearly defined and the research questions are con-

sistent with the chosen method “which generates data which is valid and reliable” (Rit-

chie & Lewis, 2003, p.47). There are two main concerns when ensuring the quality of a 

study, namely, validity and reliability (Svenning, 2003). Validity means well grounded, 

while reliability means sustainable, and they together “help define the strength of the 

data” (Ritchie & Lewis, 2003, p.270) collected. Validity of a study refers to the connec-

tion between the theoretical and empirical work, which is difficult but vital to ensure in 

research, meaning for example that the case study conducted is coherent and relevant to 

the purpose of the thesis (Svenning, 2003). Reliability concerns another problem which 

is the credibility of the research (Svenning, 2003). There are many problems that arise 

when carrying out a qualitative study for example the trustworthiness of the intervie-

wees and the appropriateness of the environment where the study is conducted (Sven-

ning, 2003). Furthermore, when a case study is chosen as the method, the two concepts 

described above are further reformulated. In order to judge the quality of such study the 

framework is extended to include two more notions (Yin, 1989). These four concepts, 

namely, construct validity, internal validity, external validity and reliability, should be 

considered as a test when defining the quality of the research design (Yin, 1989). Since 

this is a qualitative study, the concept of reliability will also be referred to as trustwor-

thiness. This framework is far more complex than the typical validity and reliability 

framework, but when conducting a case study it is extremely important to ensure that all 

these standards are met throughout the entire course of the research (Yin, 1989).  

Construct validity 

Research attempts to capture reality, but does so to different degrees because of multiple 

issues that need to be coordinated (Svenning, 2003). There are several factors that jeo-
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pardize the ability of a study to measure what it attempts to measure and the construct 

validity concerns the entire theoretical foundation of the study (Svenning, 2003). Con-

struct validity deals with “establishing correct operational measures for the concepts be-

ing studied” (Yin, 1989, p.40). According to Yin (1989), the first step, namely to ensure 

the quality, is the most difficult one. The case study investigator is often criticized be-

cause of his limitation to develop a satisfactory set of measurements and failure to guar-

antee objectivity when gathering the data (Yin, 1989). Because of these implications, 

the researchers must make certain that two areas are covered. Firstly, “select the specific 

types of changes that are to be studied (in relation to the original objective of the 

study)” (Yin, 1989, p.42), and secondly, “demonstrate that the selected measures of 

these changes do indeed reflect the specific types of change that have been selected” 

(Yin, 1989, p.42). In this specific research the first step has been done by narrowing 

down the concept of CSR to merely study its impact and effects on SMEs and make ap-

plicable recommendations to the case of Casall. The second step has been assured by 

choosing to study Casall, consult a CSR expert as well as a company which successfully 

integrates strategic CSR in their business. In addition to this, there are three tactics to 

increase construct validity. These are to “use multiple sources of evidence” (Yin, 1989, 

p.42), “chain of evidence” (Yin, 1989, p.42), and “have key informants review [the] 

draft case study report” (Yin, 1989, p.42). This thesis will strive to fulfill all these stan-

dards by triangulating the data and collecting it from three different, but highly related 

sources, documenting the process accurately from the beginning to the end so that ex-

ternal readers may go back and check that the data is consistent. Finally this thesis will 

be reviewed and discussed together with key informants to receive feedback and im-

prove the accuracy of the final work. 

Internal validity 

The internal validity aims to make sure that the researcher is “investigating what [they] 

claim to be investigating” (Ritchie & Lewis, 2003, p.273). The validity measure is high-

ly concerned with the positivistic research approach, however in qualitative studies the 

validity refers more to “representation, understanding and interpretation” (Ritchie & 

Lewis, 2003, p.273) of the data. The internal validity deals with the direct relationship 

between theory and empirical findings (Svenning, 2003), and therefore case studies ex-

perience many threats to disturb this connection (Yin, 1989). It concerns the setting of 

the entire research, such as interviewing the right people when collecting data, asking 

the right questions, including enough interviewees and using the right measurements 

(Svenning, 2003). Because the internal validity is about understanding and analyzing an 

area of research, it is essential to cover all aspects of that area with concrete and qualita-

tive questions (Svenning, 2003). This thesis first describes and investigates the concept 

of CSR, to be able to develop a framework which allows for high quality recommenda-

tions on how to introduce and improve strategic CSR to SMEs such as Casall. This is 

done with the help of an expert within the research filed and advice from a role model, 

Eurojersey, in the industry. Hence, this study assures the internal validity.  

External validity 

The external validity deals with the larger magnitude of the study, namely if the find-

ings are generalizable to other studies (Yin, 1989). More specifically, the results from 

this particular study need to be possible to apply to general theory (Svenning, 2003). 

The external validity has been a major issue when conducting case studies, and received 

great critique because single case studies often provide poor evidence to make general 
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conclusions (Yin, 1989). However, in this thesis we aim to provide a framework which 

can be applicable to SMEs when evaluating and analyzing existing and future CSR 

projects. A limitation may be that only one case, Casall, will be studied. Nevertheless, 

the recommendations we will suggest will be supported by Barin‟s expertise, Eurojer-

sey‟s advice, and the extensive research made in the frame of reference, and will thus be 

applicable to other SMEs. We are aware of that a case study relies on analytical genera-

lization (Yin, 1989), but this issue is counteracted by consulting with informants so that 

we as investigators do not bias the results obtained. The matrix that has been developed 

also fosters the replication of the empirical findings in the sense that it aims to provide 

SMEs with a straightforward and useful tool to evaluate CSR projects. 

Reliability and trustworthiness 

The final test, reliability, requires that the empirical findings are trustworthy (Svenning, 

2003), and that attempts are made to reduce the inaccuracy and biases in the research 

(Yin, 1989). Simply put, two studies with the same purpose and method must yield the 

exact same results (Yin, 1989). This has been ensured by accurately documenting all 

procedures during the process so that replication of this thesis is possible. If the re-

searchers have been unsuccessful in their documentation, the reliability and trustworthi-

ness of the thesis is questioned by external reviewers (Yin, 1989). To ensure the relia-

bility and trustworthiness of the study, it is vital to be as accurate as possible and docu-

ment every step of the course of action (Yin, 1989). This has been an underlying feature 

of our work. The two tactics to reduce the problem of reliability and trustworthiness are 

to use a case-study protocol or to develop a case study data base (Yin, 1989), where in 

our case we have chosen to use a case-study protocol. 

Because we have used straightforward definitions of the most common concepts in the 

study, and asked questions that has several indications (Svenning, 2003), we believe 

that we have reduced the reliability and trustworthiness problem during the interviews. 

Ethics 

Since a case study involves interacting with people, the ethical aspects of the thesis need 

to be considered (Simons, 2009). As CSR is highly correlated with ethics, it becomes 

even more important to ensure that ethical principles are followed throughout the study. 

The ethical feature of a study is present in whatever methodology a researcher chooses, 

and the basic principle is “do no harm” (Simons, 2009, p.96). As ethics is a central part 

of our research, we will ensure the ethical aspect by being consistent with four main 

principles, namely, informed consent, giving voice and participant control, confidential-

ity and anonymization (Simons, 2009). The informed consent has been ensured by in-

forming the participants of the study sufficiently and designing the research plan to suit 

the interviewees (Simons, 2009). Giving voice and participant control have been satis-

fied by allowing the participants of the study to edit and give feedback on our work be-

fore publication, to eliminate the harming of the interviewees (Simons, 2009). In this 

way we can guarantee that the information that will be published has been reviewed 

first. The confidentiality and anonymization principles will be satisfied by building trust 

with the participants, requesting permission to publish all data, respecting if intervie-

wees do not wish to print certain information, and protecting their anonymity if so de-

sired.  
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4 Results and analysis 

 

In this section, the empirical findings will be presented and analyzed. First, the answers 

to each one of the evaluation questions will be discussed. Second, the evaluation matrix 

will be used to analyze the 13 areas in Casall‟s guidelines for producers, as well as Ca-

sall‟s other CSR projects. All results will be discussed and interpreted to finally allow 

for the development of recommendations to Casall concerning their guidelines for pro-

ducers and other CSR projects. 

 

 

“We at Casall see that we have an ethical and social responsibility not only for our own 

employees but also for all the other people working on the realization of our products” 

- Casall 

4.1 Research Guide 

The first research question of our thesis is, as previously stated: What is Casall doing 

today in terms of CSR projects? This is a question which will be answered and ana-

lyzed, with the help of the ten evaluation questions, in this section. 

The second research question of our thesis is, as previously stated: How can Casall‟s 

current CSR projects be developed, adapted and improved. The current CSR projects 

will be analyzed with the help of the developed evaluation matrix. A discussion and tho-

rough analysis will enable recommendations on Casall‟s current CSR projects.  

The third research question of our thesis is, as previously stated: What new CSR 

projects could be undertaken by Casall to improve competitiveness? This question will 

be answered with the help of all information gathered in the answers to the ten evalua-

tion questions and with the help of the evaluation matrix. 

The following results and analysis are based on the case study and information retrieved 

from Carl-Axel Surtevall, Axel Wolrath, Jessica Alversjö from Casall (personal com-

munication, 15th March, 2011), Michela Delle Donne from Eurojersey (personal com-

munication, 27th April, 2011), and the content of Casall‟s guidelines for producers 

(2011) as well as Casall‟s brandbible (2009). Casall‟s guidelines for producers along 

with their brandbible can be found in the appendix. 

4.2 Comments from Eurojersey 

In 1960, Eurojersey was founded and they are today leading within Italian-made warp 

knit fabrics largely due to the advanced Sensitive® Fabrics (Michela Delle Donne, Per-

sonal communication, 27th April, 2011). The company has superior knowledge of tex-

tiles, a very high focus on quality. They are well known for their vertical production 

plant, located in Italy, which is an industry model of efficiency and productivity (Mi-

chela Delle Donne, Personal communication, 27th April, 2011). “In addition to its high 

degree of specialisation in technological development and continuous research, [Euro-

jersey] is also acknowledged for its environmentally responsible production as part of 

its sustainable business model” (Michela Delle Donne, Personal communication, 27th 

April, 2011). 
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Eurojersey views textiles as a concept and the Sensitive® Fabrics combines “excellent 

quality and versatile, effective and beneficial performance” (Michela Delle Donne, Per-

sonal communication, 27th April, 2011). Eurojersey‟s Sensitive® Fabrics system com-

bines a fashionable look and high quality standards in creating the system which is the 

foundation of Eurojersey‟s values and beliefs and has given the opportunity to create 

comfortable, fast-drying, high-performing and durable products which satisfy 

sportswear needs (Michela Delle Donne, Personal communication, 27th April, 2011). 

Their main aim is to operate in different segments of the market, and they believe ac-

tively engaging in CSR has contributed to achieving this goal (Michela Delle Donne, 

Personal communication, 27th April, 2011). 

In order to survive, it is important for Eurojersey to focus on making good profits, but 

besides commercial figures, Eurojersey has recently invested in research to become a 

role model of energy saving with full respect for the environment (Michela Delle 

Donne, Personal communication, 27th April, 2011). “The integrated production cycle 

enables the continual reduction in consumption of natural resources such as water and 

energy and to reduce the impact the production has on the environment” (Michela Delle 

Donne, Personal communication, 27th April, 2011). 

Eurojersey has also developed a program which is called the SensitivEcoSystem® pro-

gram, which is designed to engage their consumers in eco-sustainable development, and 

the project follows the life cycle of all products involved (Michela Delle Donne, Per-

sonal communication, 27th April, 2011). 

One thing that that Eurojersey underlines is that “[w]orking with key leaders such as 

Casall is always inspiring to create new concepts with an innovative attitude” (Michela 

Delle Donne, Personal communication, 27th April, 2011). 

4.3 Casall 

Casall is a Swedish sports company which consists of two main departments, namely 

“sportswear and sports equipment” (Axel Wolrath, personal communication, 15th 

March, 2011). This, explained as their business concept, is something that contributes to 

their uniqueness, and Casall is trying to position themselves as the sports industry‟s 

“experts” (Carl-Axel Surtevall, personal communication, 15th March, 2011), by always 

emphasizing this feature in combination with high quality. 

Casall already has integrated CSR practices in their corporate strategy, however, they 

have not “actively worked with it” (Carl-Axel Surtevall, personal communication, 15th 

March, 2011), but rather seen it as a given part of their culture. This has developed into 

a solid focus on quality and their „Total Wellness Lifestyle‟, and for “more than 25 

years, Casall has combined this mentality with care and passion to create products, ser-

vices and experiences with [their] vital elements – design, functionality, quality and eth-

ics” (Casall, 2010). Out of these, quality remains central and is regarded by Casall as 

“the foundation of the business” (Axel Wolrath, personal communication, 15th March, 

2011), and they always work with high-quality inputs, in comparison to competitors, 

which also makes Casall‟s products a more expensive alternative.  

Casall considers CSR an opportunity and not a cost (Axel Wolrath, personal communi-

cation, 15th March, 2011). Because of the orientation of the company, within the 

sportswear and sports equipment industry, they are already associated with a healthy 
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lifestyle. Their company culture reflects this, and Casall “has an ambition that all em-

ployees have some kind of connection to exercise” (Axel Wolrath, personal communi-

cation, 15th March, 2011). The organizational structure is decentralized, where the 

founder is still very active, and employees are encouraged to contribute and raise their 

voice in various issues (Jessica Alversjö, personal communication, 15th March, 2011).  

Casall‟s main market is in Sweden, Norway, Denmark and Finland, however, they also 

have agents in for example Russia, Germany, Iceland, Spain, Belgium, Austria, Switzer-

land, France, Australia and Great Britain (Axel Wolrath, personal communication, 15th 

March, 2011). They are also expanding to other countries, such as the United States, 

where there is an enormous market and potential customers, but difficulties remain in 

distributing the products (Carl-Axel Surtevall, personal communication, 15th March, 

2011). Today, the brand is being sold in a total of 18 countries world-wide as well as 

online (Casall, 2010). It is a privately owned company which today employs approx-

imately 40 people, has a turnover of about 160 million SEK, and from this, about half, 

70-80 million SEK is generated from sportswear sales (Axel Wolrath, personal commu-

nication, 15th March, 2011). 

Casall‟s typical customer is a person between 18 and 35 years of age, who has a higher-

than-average income, who values quality and fashion, and Casall is said to have a “fa-

shion identity” (Axel Wolrath, personal communication, 15th March, 2011). Casall‟s 

brand recognition is high in Sweden where customers associate the brand with high 

quality and functional fashion, and “once a customer buys a [Casall] product, they are 

very likely to return, repurchase and become a loyal customer” (Jessica Alversjö, per-

sonal communication, 15th March, 2011). 

The textile industry is experiencing mounting pressure to ensure ethical production and 

responsible factories, and Casall‟s production is mostly situated in different European 

countries as well as in the coastal regions of China (Axel Wolrath, personal communi-

cation, 15th March, 2011). The production factories in Europe “maintain very high 

standards” (Carl-Axel Surtevall, personal communication, 15th March, 2011), and are 

easier to control than those in Asia. 

A unique combination of Casall‟s four vital elements of design, functionality, quality 

and ethics results in Casall‟s final products (Casall, 2010). Casall strives “to have a pos-

itive impact on society by living and doing things by example that will hopefully inspire 

others” (Casall, 2009). Casall‟s values rest on five principles, namely, integrity, 

achievement, creativity, passion and care, and these values are meant to guide and in-

spire all of Casall‟s actions (Casall, 2009). 

4.4 Results and analysis of evaluation questions 

4.4.1 What is the motivation for CSR engagement? 

For Casall, CSR has always been unofficial, and Casall described this as an internal cul-

ture which is based on “pervading common sense” (Axel Wolrath, personal communica-

tion, 15th March, 2011). Although Casall does not have a written code of conduct for 

the employees, they have, throughout the years, developed an ethical culture by for ex-

ample hiring ethical people in line with their business culture and values (Axel Wolrath, 

personal communication, 15th March, 2011). Casall‟s motivation behind engaging, con-

sciously or subconsciously, in CSR is that they “hope to be a role-model” (Axel Wo-
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lrath, personal communication, 15th March, 2011), that is proactive and at the forefront 

of the industry. According to Casall, it is vital for them to be aware of CSR issues in or-

der for them to be successful, and they try to “fulfill the highest possible standards, 

which naturally makes [production] more costly” (Carl-Axel Surtevall, personal com-

munication, 15th March, 2011). The textile industry is one under great pressure, closely 

monitored by the public, and this emphasizes the importance of CSR to Casall (Carl-

Axel Surtevall, personal communication, 15th March, 2011). Casall thinks that this de-

velopment is very good and “encourages this even though it is difficult to follow” (Carl-

Axel Surtevall, personal communication, 15th March, 2011). 

It is clear that the management wants to operate ethically, not only complying with 

laws, but exceeding expectations and existing standards. CSR is currently undefined and 

unofficial at Casall, and they need to develop more clear goals. An unofficial CSR na-

ture is guiding Casall‟s corporate culture, and they are constantly making a choice to be 

ethical, go beyond standards and to be a role model. Thus, one could say that the under-

lying motivation of Casall to engage in CSR is to preserve their company and brand im-

age, and to ensure customer satisfaction by maintaining high quality at all levels, in all 

products.  

This internal underlying motivation to be ethical is very obvious and lays a solid foun-

dation for future engagement. Nevertheless, today the choices made by participants in 

Casall‟s organization are not directly tied to CSR, because there is no direct link be-

tween CSR and strategy. Despite having strong internal motivations, many of Casall‟s 

activities can be categorized as responsive CSR. For example their guidelines for pro-

ducers are mostly based on universal standards and regulations developed by other 

world-leading Non-governmental organizations (NGOs) that work to ensure responsible 

behavior. However, it is also difficult for Casall to be proactive in areas such as em-

ployment practices, that are already very well developed and controlled in the countries 

where they operate. Nevertheless, Casall has large potential to use their underlying mo-

tivation to improve their strategic CSR engagement. Today, for example, Casall is mak-

ing fabric choices based on quality rather than high margins, as they believe this to be 

more in line with corporate strategy.  

This means that Casall, although having strong internal motivation to be ethical, is not 

officially or strategically engaged in CSR. This is not because of their lack of motiva-

tion, but because of the fact that it is not official and an integrated part of the company 

strategy. The high focus on quality is an excellent basis for continued engagement and 

innovation in CSR projects. To conclude, ethics, high quality and CSR should be inter-

linked, and a symbiosis between them is necessary to ensure the success of the end 

product.  

4.4.2 What are the current outside-in linkages? 

One of the most evident aspects of the outside-in linkages is the pressure exerted on Ca-

sall by the industry and the public through for example media and NGOs (Jessica Al-

versjö, personal communication, 15th March, 2011). “The textile industry […] is being 

closely monitored concerning environmental issues and ethical issues” (Axel Wolrath, 

personal communication, 15th March, 2011). There are several extra-industry regula-

tions, and one imposed by the International Labor Organization (ILO), regarding vari-

ous employment practices, is a central part of Casall‟s developed guidelines for produc-

ers (Casall, 2011). However, there are also industry-specific regulations, imposed by for 
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example REACH, on chemical restrictions, which provides a list of substances of very 

high concern (SVHC) that Casall is required to follow (Casall, 2011). Casall is not only 

fulfilling the minimum required standards, but can actually be considered a role model 

as the company seeks to always be proactive (Axel Wolrath, personal communication, 

15th March, 2011). A continuous pressure is put on Casall “which [they] need to live up 

to from the beginning until the end […] and [Casall] strives to live up to higher stan-

dards than many others” (Carl-Axel Surtevall, personal communication, 15th March, 

2011). The company has chosen to go beyond the regular standards despite realizing 

that this has led to “lowered margins of about 2-3%, because of testing and scrutinizing 

every product” (Carl-Axel Surtevall, personal communication, 15th March, 2011). 

Because of existing rules and regulations in the Nordic countries, which are the main 

markets for Casall, there are already well functioning institutions that govern the opera-

tions of companies (Luciano Barin, personal communication, 5th April, 2011). Hence, 

since society‟s impact is so prominent, this leaves less room for companies to be proac-

tive and go beyond the regular standards (Luciano Barin, personal communication, 5th 

April, 2011). 

As discussed, Casall is experiencing many influences from society in terms of laws, 

rules, norms and regulations. Even so, Casall is trying to differentiate themselves by be-

ing innovative and satisfying their customers on other levels than pure compliance with 

laws and regulations. Casall is very aware of laws and regulations and works hard to en-

sure compliance both on their part, and on the part of their suppliers. One can also say 

that they are experiencing indirect influences from society in terms of public opinion on 

issues ranging from environmental pollution and human rights to welfare and health. 

The textile industry is, as stated before, a highly scrutinized industry, however, Casall is 

attempting to be at the forefront of the industry by meeting, but more importantly, ex-

ceeding expectations. An example that should be recognized is that the company rather 

maintains high quality products and ethical production even though this may lead to 

slightly lower margins than they could have. This is a strategic choice, which we be-

lieve will most likely yield future benefits in terms of customer loyalty, brand image, 

and attracting employees. 

It is very important that Casall, in future CSR projects, not only focuses on an internal 

strategic match, but also on what projects will be most suitable to the external environ-

ment and the influences from it. 

4.4.3 What are the current inside-out linkages? 

Casall recognizes that their “behavior in all areas, especially in the production area, has 

a strong impact on our environment” (Casall, 2011). Issues that are of particular concern 

to them are waste, water, chemicals, material safety and air emissions (Casall, 2011). In 

the guidelines for producers, Casall (2011) specifies information that is designed to help 

their collaboration partners to meet and exceed Casall‟s high quality standards. Casall 

engages in projects to counteract environmental pollution and to contribute to a better 

environment. A tangible example is „Fabric for Forest‟ which preserves “one square 

meter of the rainforest in the Amazon for every meter of fabric they produce” (Axel 

Wolrath, personal communication, 15th March, 2011). 

Organizations also have a positive effect on society simply by operating, and Casall 

creates jobs and pays taxes (Luciano Barin, personal communication, 5th April, 2011). 
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Casall also aims to be “a role model” (Carl-Axel Surtevall, personal communication, 

15th March, 2011), which may in the long-term increase the overall standards in the in-

dustry, increase engagement in CSR, and lead to higher quality products. Casall also 

tries to encourage a healthy lifestyle with all their products, which may increase the 

overall welfare in society as people will “perform, look and feel [their] best” (Casall, 

2011).  

As Casall recognizes, they have a large impact on society in terms of the environment, 

being a role model in the industry, creating jobs and paying taxes. In these areas, Casall 

is trying to be proactive and aware of the pervading circumstances. Concerning envi-

ronmental influences, we believe that Casall selection of five areas to focus on, namely 

waste, water, chemicals, material safety and air emissions, is an intelligent strategic 

choice for them as an SME. Although Casall impacts the environment in many ways, 

they do not, as an SME, have the resources and capabilities to make drastic interven-

tions. Therefore, it is appropriate that they select areas which seem logical and are feas-

ible to intervene in. Simple and very effective activities such as „Fabric for Forest‟ and 

„Plant a Tree‟ are very important for Casall to continue with as it does not only positive-

ly affects society, but also helps guarantee the access to natural resources used in their 

production.  

Casall also has a large influence on society through their concept of the „Total Wellness 

Lifestyle‟ which promotes healthier habits and a healthy way of living. They realize that 

they are representing a shift to a more active lifestyle, and they not only considering 

themselves as a role model, but many distributors, suppliers and customers do so as 

well.   

The guidelines for producers represent another important influence which Casall exerts 

on the industry. These are aimed to producers, that they collaborate with, and are an ex-

cellent step towards ensuring the quality and ethical standards of the entire supply 

chain. The guidelines for producers are regulatory, promoting more ethical behavior and 

reward quality and responsibility in production.  

By evaluating the inside-out and outside-in influences that Casall has on society and 

vice versa, the established position of the firm determines how to approach CSR 

projects. Depending on what CSR projects Casall chooses to engage in, ranging from 

generic social issue and value chain social impacts to social dimensions of competitive 

context, they can benefit from being more strategic. Casall has previously gotten in-

volved in generic social issues which do not have much significance on long-term com-

petitiveness, such as the ‟Plant a Tree‟ project. However, the focus should be more on 

value chain social impacts and social dimensions of competitive context as these are 

more strategic in nature and lead to long-term competitiveness. An example of these is 

the developed guidelines for producers. 

4.4.4 What is the current stage of CSR involvement? 

At present, around 40 people are employed at Casall and the company has many future 

plans for expansion and entering new markets such as the US (Carl-Axel Surtevall, per-

sonal communication, 15th March, 2011).  

As of today, CSR is considered to already be an evident element of Casall‟s everyday 

operations, and this is said to be partly due to the fact that the “founder of the business 

is still present and active as well as many employees that have worked very long within 
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the company” (Jessica Alversjö, personal communication, 15th March, 2011). Because 

of this, the company culture is very relaxed and employees are very involved and en-

gaged (Jessica Alversjö, personal communication, 15th March, 2011). Casall stated that 

the most essential aspect to consider when engaging in CSR, is that it must start inter-

nally since they feel that “this is something [Casall] needs in order to be a serious colla-

boration partner” (Axel Wolrath, personal communication, 15th March, 2011). 

Casall has always prioritized good and long-term relationships with suppliers, and now 

they have begun to officially establish and strengthen relationships with outside actors 

(Casall, 2011). Because of their fairly small size, Casall tries to “follow others and uses 

producers that other large corporations use” (Carl-Axel Surtevall, personal communica-

tion, 15th March, 2011), since they know that this has worked for them before. “Large 

corporations such as H&M have the opportunity to enforce higher standards” (Carl-

Axel Surtevall, personal communication, 15th March, 2011), and this ensures that, al-

though Casall does not have all the resources to influence the producers themselves, 

their principles and values in operations are still controlled by other larger agents. Fac-

tories experience rapid changes concerning CSR standards, and almost all factories have 

adapted CSR practices “rapidly over the past few years” (Carl-Axel Surtevall, personal 

communication, 15th March, 2011). The CSR document that Casall has recently devel-

oped is aimed towards producers, and is meant to build closer partnerships between 

them and Casall (Axel Wolrath, personal communication, 15th March, 2011). However, 

Casall has recently also collaborated with distributors such as Stadium in the „Plant a 

Tree‟ project (Jessica Alversjö, personal communication, 15th March, 2011). For cus-

tomers, Casall has also previously produced and sold a line of clothes that was made 

purely of ecological cotton which was not very successful because “it became very ex-

pensive and the customers were not willing to pay the higher price” (Jessica Alversjö, 

personal communication, 15th March, 2011). However, this is an example of how Ca-

sall‟s projects have extended beyond internal initiatives to meet public pressures and 

exceed expectations. 

Casall is a leading company within their industry and they are recognized, by for exam-

ple Eurojersey, as being innovative and inspiring (Michela Delle Donne, Personal 

communication, 27th April, 2011). However, Casall has not yet defined exactly what 

CSR is to them and how to integrate it into strategy. They are economically stable, so 

they are well past stage one of the Kyosei model. Today they are more concerned with 

expansion and growth. Hence, their CSR involvement can take on a more central role in 

their business strategy. However, as a growing and expanding company it is essential to 

maintain control of the business at the same time as integrating CSR projects in all 

areas.  

The second stage, cooperating with labor, is well developed and, as described before, 

the company culture is very strong. Nevertheless, to enter stage two and fully cooperate 

with labor, they need to officially set a code of conduct which applies to all members of 

the organization. This would be an internal trigger which could help the company move 

on through the next stages and be successful in CSR projects. The flat hierarchy in the 

organization is beneficial for Casall‟s future prospects since all employees feel that their 

opinions are valued and respected. This attitude is promoting higher employee engage-

ment, and this collaboration is vital to successfully carry out CSR projects.  

Although stage two is not fully completed, Casall has already begun to cooperate out-

side the company, which is classified as stage three. The document, guidelines for pro-
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ducers, is an example of this external engagement. This is a very important action, in-

itiated by Casall, which will set the standard for their future cooperation outside the 

company. Even though Casall has long-term and well-established relationships with 

suppliers and distributors, the third stage needs to include more active cooperation with 

external participants, and the guidelines for producers document allows for this devel-

opment. Casall has pursued an intelligent strategy where they have followed leading 

textile actors, using factories that are recognized and controlled by those with larger ca-

pabilities and resources. However, the third stage is defined by mutual help and benefits 

and Casall‟s current involvement does not completely fulfill this criteria. They need to 

build on their close relationships to be more active and invest in innovations, new tech-

nologies and processes which will provide mutual benefits. We do recognize the limita-

tions that Casall faces concerning these issues as an SME with limited resources. There-

fore, it is even more important for them to complete the second stage of internal devel-

opment, which they are currently focusing on, before fully engaging in external CSR 

projects.  

4.4.5 What is the desired stage of CSR involvement? 

Casall wants all projects, such as the CSR document for producers, to be dynamic and 

flexible so they “have the opportunity to update it chapter by chapter” (Axel Wolrath, 

personal communication, 15th March, 2011).  

Internally, Casall would like to develop “an internal code of conduct” (Axel Wolrath, 

personal communication, 15th March, 2011), especially aimed to reduce waste and 

energy usage as well as provide employees with guidance concerning CSR issues. The 

fundamental argument for Casall to engage in CSR projects is that they must be valua-

ble to both the company and society, but the projects must also be logical and feasible 

for Casall (Axel Wolrath, personal communication, 15th March, 2011). “The biggest 

challenge has been, not to produce 200 pages, but rather introduce a [CSR] document 

and collaborate on specific principles” (Axel Wolrath, personal communication, 15th 

March, 2011). Furthermore, Casall has external opportunities to inform their customers 

more of CSR activities, “which they actually not are very good at communicating yet” 

(Axel Wolrath, personal communication, 15th March, 2011).  

Since Casall is an SME, it would be unreasonable for them to now get involved in stage 

four, Global Activism, and stage five, The Government as a Kyosei Partner. These fu-

ture stages are desirable but need to be coordinated with future growth and expansion. 

However, as for every company, even SMEs, we believe this should be considered a 

long-term goal. 

Because of the size and resources of Casall, we believe it is important that they com-

plete stage two, cooperating with labor, and then after that, aim to fully develop into 

stage three, cooperating outside the company. Eurojersey underlines the importance of 

internalizing CSR to achieve desired goals. There is much room for improvements, both 

internally and externally, to put Casall in a successful position concerning CSR projects. 

At present, they need to structure their CSR involvement and make it official, especially 

internally. Currently, Casall is not communicating their values sufficiently to raise 

awareness of their CSR involvement, nor are they educating employees to officially 

represent these values. For example an internal code of conduct would be an aid in pro-

moting this development and clarifying the core beliefs of Casall. It would be beneficial 

to Casall, their customers, employees, suppliers and distributors.  
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Concerning stage three, Casall needs to continue to build strong relationships with their 

partners, however, these relationships need to be dynamic. They need to help each other 

through supply chain innovations that will benefit all involved. These innovations can 

be developed in relationships with customers, distributors and suppliers. Further coop-

eration with distributors is something to be desired to benefit both. Customer collabora-

tion is also something which may benefit Casall further. For example, even though their 

organic clothing line was not successful, it was a good CSR initiative. Investments to 

improve the quality and reduce the costs of organic materials may be a good future op-

portunity for Casall. However, this has to meet customer‟s demands for organic clothes. 

4.4.6 How can CSR be used to improve factor conditions? 

Since Casall is a Swedish company, operating mainly in markets of developed coun-

tries, the factor conditions are generally advanced (Luciano Barin, personal communica-

tion, 5th April, 2011). Factors such as infrastructure, rule of law and education of the 

workers are well developed, and thus there is less influence that Casall can exert to im-

prove these conditions (Luciano Barin, personal communication, 5th April, 2011). 

However, Casall‟s material is sometimes sourced from other countries, and steps have 

previously been taken to improve natural resources in these regions with for example 

the „Fabric for Forest‟ and „Plant a Tree‟ projects which both aimed to improve natural 

resources (Jessica Alversjö, personal communication, 15th March, 2011). Furthermore, 

Casall would like to develop and use an internal code of conduct to educate and train 

workers in for example smart energy usage and waste management since “these areas 

are also very important” (Jessica Alversjö, personal communication, 15th March, 2011). 

As recognized, Casall is operating in developed countries where factor conditions are 

well developed and it is natural to rely on and purely engage in responsive CSR. Casall 

has the opportunity to engage in true strategic CSR because of their existing company 

culture. There are many potential benefits to be gained from educating workers in for 

example environmental policies and developing an internal code of conduct. Therefore, 

it would be good to proceed with the main areas mentioned by Casall, namely energy 

usage and waste management, as they constitute a very practical and clear objective of 

how to work with CSR. Engaging employees would be helpful, since Eurojersey also 

points out that the foundational values of ethics and CSR have given them the opportu-

nity to build their competitive advantage (Michela Delle Donne, Personal communica-

tion, 27th April, 2011). 

Other than investing in educating employees, Casall‟s has many potential benefits from 

future investments in natural resources, suppliers and distributors. These conditions may 

be enhanced by improving, developing and investing in existing relationships and 

processes. Eurojersey is an example of a company which makes good profits while in-

vesting heavily in research on how to save energy. To conclude, we consider the small 

actions taken by Casall to be the most important ones to fully integrate CSR into corpo-

rate strategy. 

4.4.7 How can CSR be used to improve demand conditions? 

As mentioned above, Casall‟s typical customer is sophisticated, has above average in-

come, is well-educated and is concerned with quality (Axel Wolrath, personal commu-

nication, 15th March, 2011). Casall is aware of this and they “have a three year warran-

ty” (Jessica Alversjö, personal communication, 15th March, 2011), on their garments 
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which provides an additional value. Despite the sophistication of existing customers, 

they make choices based on the information available to them, and this means that Ca-

sall must become better at informing their customers of Casall‟s quality, and their CSR 

engagement to improve the environment and society (Axel Wolrath, personal communi-

cation, 15th March, 2011). In their brandbible, Casall identifies their customers as those 

that “want to learn about what [they] buy, how it is made, what it is made of, […] have 

high ethical values and […] believe [they] can make a difference” (Casall, 2009). This 

mindset pervades the entire organization and the products are produced accordingly 

(Casall, 2010). The size of their market is constantly growing, and Casall needs to be 

proactive in raising brand awareness (Axel Wolrath, personal communication, 15th 

March, 2011). 

It seems Casall is very well aware of the demand conditions and they are successful in 

engaging in the areas concerned. For example, the three year warranty offered is a way 

to utilize the quality focus as a competitive edge. Concerning product standards, Casall 

is working hard to ensure that the quality requirements and their ethical standards are 

met by their suppliers. Casall is not a large enough company to affect product standards 

but they have created a niche where they developed their concept of „Total Wellness 

Lifestyle‟ which raises the overall standards in their particular niche. Through CSR 

projects that benefit suppliers as well, such as investments in innovation and technolo-

gy, Casall can contribute to setting even higher standards.  

Currently, Casall is expanding to increase the size of their local market, however, they 

need to use CSR more actively to maintain their niche. As the focus on high quality and 

their concept of „Total Wellness Lifestyle‟ defines the company today, this need to be 

transferred and replicated when entering new markets. This can be done by raising 

awareness, which is something Casall is not doing sufficiently today. Even though Ca-

sall‟s customers are sophisticated and care about CSR, they need to be informed of the 

CSR projects that Casall pursues, otherwise this additional value is lost. This will make 

both new and existing customers more appreciative of Casall as a brand. There is an ex-

isting sound mindset of what Casall represents and values, however, this needs to be ac-

curately conveyed to customers. Here, marketing plays a large role, but a strategic inte-

gration of CSR is necessary to be able to market it. There is potential to expand the cus-

tomer base, if CSR is properly used and communicated. It is very important for Casall 

to maintain a future focus on quality, functionality and CSR, and, most importantly, to 

make all customers aware of this. 

4.4.8 How can CSR be used to improve context for strategic rivalry? 

Because Casall has the objective to always engage in logical and feasible CSR projects, 

it is not relevant to them to attempt to influence laws and norms in the industry at 

present (Carl-Axel Surtevall, personal communication, 15th March, 2011). Casall rea-

lizes “that [they] are not able to require very high standards, [as Casall] can not affect 

much but [they] will try” (Carl-Axel Wolrath, personal communication, 15th March, 

2011). One way for Casall “to ensure their production [standards] is to find factories 

which [they] know work with other large brands that may have a large CSR department 

which can afford to conduct the controls” (Jessica Alversjö, personal communication, 

15th March, 2011). Because Casall is leading in a highly niched section of the textile 

industry in the Nordic countries, they believe that they can set an example for other 

companies in terms of quality and ethical standards (Axel Wolrath, personal communi-

cation, 15th March, 2011). 
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As an SME, it is difficult for Casall to influence laws and norms in the industry. It is not 

feasible or logical for Casall to presently engage in CSR to improve the context for stra-

tegic rivalry. Nevertheless, if Casall experiences the need to influence a particular law 

or regulation, they could join suppliers, distributors or competitors to influence the situ-

ation. Since Casall is sharing factories with other well known textile manufacturers, we 

believe that it is important to not only see them as competitors, but also as potential co-

operation partners. However, it is important to note that Casall is leading in a highly 

niched section of the textile industry which includes taking on the responsibility of be-

ing a role model and setting a good example for others. Actively integrating CSR into 

strategy is a tool to improve the context for strategic rivalry. 

4.4.9 How can CSR be used to improve related and supporting indus-
tries? 

Casall is determined to be present and active in every step of their supply chain to en-

sure that all products provided to the customers meet the company‟s ethical values and 

standards (Casall, 2009). Casall is operating in a highly competitive market, and they 

underline that the success that the company has experienced can partly be attributed to 

related and supporting industries, where they always “attempt to collaborate with large 

and recognized producers […] and have 30 year long relationships with suppliers” 

(Carl-Axel Surtevall, personal communication, 15th March, 2011). Because of the close 

and long-term relationship that Casall has with its suppliers, they felt the need for an 

official document that would guide producers, ensure quality in production and streng-

then Casall‟s partnership (Axel Wolrath, personal communication, 15th March, 2011). 

The document, guidelines for producers, is intended as a handbook to provide suppliers 

with information on how Casall‟s products should be developed and produced, and “it 

should give […] an overview and guide […] through the development process, answer 

basic questions as well as give direction regarding the measuring of samples, the quality 

of goods and the cooperation with Casall” (Casall, 2011). This document contains 13 

areas of concern, which intend to improve overall quality and responsibility of produc-

tion, and these areas are “Code of conduct, General terms, Design rights, Quality re-

quirements, Environmental requirements, Chemical restrictions, Fabric standards, Gar-

ment standards, Sampling process, Ordering/production process, Deliveries and han-

dling, Packing, and Documents, requirements and payments” (Casall, 2011). The docu-

ment begins by introducing a code of conduct which is applicable to employment stan-

dards at all factories which they collaborate with (Axel Wolrath, personal communica-

tion, 15th March, 2011). Examples of what is included are hours of work, no employ-

ment of children, no discrimination and abuse, and a healthy and safe work environment 

(Casall, 2011). 

In addition to the CSR document developed, Casall hopes to be able to continue to 

make frequent visits, both announced and unannounced, to make sure that their prin-

ciples are followed (Casall, 2011). Up until now, Casall has visited the factories twice a 

year, and they hope that this frequency will be upheld, or even increased, in the future 

(Carl-Axel Surtevall, personal communication, 15th March, 2011). However, it is im-

portant to note that Casall is a fairly small company and does not have the resources to 

control all of their suppliers and their factories (Axel Wolrath, personal communication, 

15th March, 2011). It is important for Casall to inform and engage everyone so that the 

guidelines for producers are not just a written document which will be forgotten even-
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tually, but “the idea is to construct a document dynamic enough to be continuously up-

dated” (Axel Wolrath, personal communication, 15th March, 2011). 

As said before, Casall attempts to be present in all parts of the supply chain, and the 

areas where they can exert the most influence are towards their suppliers and their dis-

tributors. Because they are present and actively monitoring production activities, the use 

of CSR can easily create a competitive advantage. Opportunities can be found in using 

CSR to help suppliers be more profitable and this will help Casall too. CSR projects can 

be developed to improve the environment, technology, employment practices, and used 

as a tool to promote ethical behavior. Casall has the advantage of being leading in a 

highly competitive niche, which allows them to choose their collaboration partners. 

Here CSR can be used to include or exclude suppliers depending on their operations, re-

sponsibility and ethics. 

As mentioned before, Casall has always pursued a long-term supplier relationship strat-

egy and worked with recognized and controlled producers. This could be classified as 

responsive CSR, while the guidelines for producers are a step toward integrating stra-

tegic CSR into corporate strategy. These guidelines can be seen as a way to achieve 

concrete results if they manage to make it an updated and dynamic tool. Each section of 

the guidelines for producers will be analyzed in more detail later in the evaluation ma-

trix. 

4.4.10 Which CSR improvements are most central to corporate strate-
gy? 

Casall wants, in the long-run, to develop and establish collaborations, implement and in-

tegrate CSR practices, and uphold strict quality control and standards since they “focus 

much on quality” (Carl-Axel Surtevall, personal communication, 15th March, 2011). 

They want CSR practices to be an integrated part of corporate strategy, and this is why 

they have developed the guidelines for producers which will better align Casall‟s strate-

gy with CSR (Axel Wolrath, personal communication, 15th March, 2011). Casall be-

lieves “the documents credibility will be enhanced by outlining the rules which Casall 

works with in order to ensure that [Casall‟s] collaboration partners also work towards 

these, since of course this is an easier way to motivate and involve people” (Axel Wo-

lrath, personal communication, 15th March, 2011). Another essential feature of Casall‟s 

CSR involvement is the internal development of CSR projects which is very important 

in order to maintain Casall‟s culture and image, to later enable external development, 

since “this is a way to motivate employees” (Axel Wolrath, personal communication, 

15th March, 2011). Succeeding in CSR is impossible without full internal engagement 

(Carl-Axel Surtevall, personal communication, 15th March, 2011). CSR is “a conti-

nuous process” (Axel Wolrath, personal communication, 15th March, 2011), which re-

quires constant work where Casall has already done much, but still need to improve and 

update themselves and their work. 

To guide employees Casall “could have an internal code of conduct” (Axel Wolrath, 

personal communication, 15th March, 2011). Casall maintains that a major concern for 

them is to keep their flat structure and to not make the organization too bureaucratic 

(Axel Wolrath, personal communication, 15th March, 2011). Any CSR projects pursued 

must be connected to Casall‟s core operations and must be feasible for them (Axel Wo-

lrath, personal communication, 15th March, 2011). 
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Casall also mentioned that they were experiencing a lack of customer awareness of their 

CSR engagement (Axel Wolrath, personal communication, 15th March, 2011). “For ex-

ample, concerning the question regarding material, we could have labeled it, much 

more, and a lot clearer to have a significantly larger competitive advantage by doing so” 

(Axel Wolrath, personal communication, 15th March, 2011). Furthermore, this has re-

sulted in the fact that their presence in the local community remains largely unnoticed 

(Carl-Axel Surtevall, personal communication, 15th March, 2011). 

Casall has many opportunities of using CSR to their advantage. One of the main CSR 

projects in the corporation today is to develop, improve and integrate their guidelines 

for producers, so that it is connected to their strategy. Since quality is the most central 

aspect of Casall‟s competitive positioning, it is essential to ensure that all suppliers are 

aware and follow this document. As mentioned before, because of the importance of the 

document, it will be separately analyzed in detail below.  

Internally, Casall also has opportunities to improve performance through CSR. By de-

veloping an internal code of conduct, they can strengthen their corporate culture and 

make their CSR engagement official. The fact that no internal code of conduct exists 

may be seen to limit the company‟s opportunities to actively engage in external CSR. 

Moreover, it may also be seen to limit the internal development since there is no blue-

print for employees to follow and to look for guidance in when encountering CSR is-

sues or problems. Nevertheless, the developed document for producers is a step to offi-

cially clarify the values and beliefs of Casall, and a modified document could possibly 

be used internally in the future. This would not only motivate employees, but set a good 

example and promote that the standards are being followed. It is important that the in-

ternal code of conduct is aligned with the existing company culture to avoid disorder, 

bureaucracy and discontent. 

Casall should also ensure that customers are aware of their CSR engagement. Because 

they already have managed to attract sophisticated customers, they have tremendous po-

tential to improve their brand image, if only they inform users of their products of Ca-

sall‟s focus on quality, ethics and CSR. To reap maximum benefits from CSR, Casall 

should make all their CSR projects visible to customers.  

CSR also needs to be used to strengthen the local community, which in turn will streng-

then Casall and their brand. This is important to raise awareness of Casall‟s engagement 

in CSR projects. When educating present and potential customers, Casall is investing in 

their future existence and potential growth.  

To conclude, Casall is doing much, especially unofficially, in terms of CSR, such as fo-

cusing on quality, ethics and caring for the environment. Their most notable CSR 

project today, however, is their development of the guidelines for producers, which are 

a conscious CSR project developed by Casall. These guidelines for producers, along 

with the information presented and analyzed so far, will contribute to enabling recom-

mendations to Casall. The recommendations will concern both the development of Ca-

sall‟s main current CSR project, the guidelines for producers, as well as other relevant 

CSR opportunities. 
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4.5 Analysis of evaluation matrix 

Since the guidelines for producers document is one of the aspects that we found is most 

central to Casall‟s current CSR strategy, we will thoroughly discuss and evaluate each 

section in the document with the use of the developed evaluation matrix. We also feel 

that there is a need for Casall to include other sections in this document, and therefore 

we will also highlight these areas. Below, Casall‟s current CSR projects are placed in 

the matrix in order to allow for a discussion on how to improve and develop these. 

 

Figure 4-1 Casall‟s CSR Projects Today 

4.5.1 Evaluation of Casall’s 13 areas in their guidelines for producers 

The code of conduct section (see appendix 7) is now in the Responsive Cost Advantage 

square. It is responsive because it is very general and only follows laws and regulations 

developed by other institutions, such as the ILO. Furthermore, it is characterized by low 

costs, because all areas of concern are standardized, and very similar to what applies to 

other companies in the developed world. The code of conduct has potential to be made 

more strategic and moved to the square Strategic Cost Advantage. A more strategic ap-

proach to ethical, social and environmental issues is necessary to ensure that producers 

align themselves with Casall‟s core values and ethical standards. This can be done at a 

fairly low cost, however, all areas included should be strategically relevant to Casall. 

The general terms (see appendix 7) are not yet developed. However, this would be a re-

levant area to include in the guidelines for producers. It should be developed in the Stra-

tegic Cost Advantage square. The general terms could be made strategic by enforcing 

Casall‟s culture and underlining the importance of quality to producers. For maximum 

benefits, these terms need to be based on Casall‟s values and vision because it would 

make it more specific to Casall. Expectations, requirements and benefits to employees 

need to be specified. However, it is not necessary for Casall to invest in differentiating 

the general terms, since a low cost approach is enough to inspire and motivate produc-
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ers. Even though the general terms would be developed in the Strategic Cost Advantage 

square, it yields some differentiation benefits at a low cost. 

The design rights section (see appendix 7) is now in the square Responsive Cost Advan-

tage because it only complies with existing laws and rules. It is general and can be pur-

sued at a very low cost. It is doubtful if Casall would increase benefits from altering 

their approach in this section because it would be difficult to change it into a more stra-

tegic focus. Since laws are already in place in the countries where Casall‟s clothing pro-

duction takes place, no greater benefits are recognized as institutional organs already 

govern fair competition. However, it is important that Casall follows these rules and are 

aware of their impact on production, even in countries where these laws do not exist. 

The area concerning quality requirements (see appendix 7) is now located in the square 

Strategic Differentiation Advantage. Casall has somewhat higher costs resulting from 

their focus on quality, however, this is vital for their differentiation advantage. The 

higher costs lead to higher benefits, which in turn contribute to Casall‟s competitive po-

sition in the market. As quality is the basis of Casall‟s strategy, it is crucial to emphas-

ize its importance. The quality requirements should remain strategic and differentiated 

since Casall‟s customers are associating quality and the corresponding attributes with 

Casall. They are willing to pay more for quality, and thus quality should always remain 

central to Casall‟s corporate culture.  

The environmental requirements (see appendix 7) are now in the square Responsive 

Cost Advantage because they correspond to the highest national standards. However, 

since it is only national standards, it does not include a differentiation advantage, but ra-

ther a cost advantage. Nevertheless, Casall has potential to develop these requirements 

to be more strategic, by connecting them more to quality and making them more specif-

ic to Casall. Environmental responsibility should be made central to strategy, because it 

can have positive spillover effects on the added value of the product. Eurojersey is an 

example of a company that is very efficient in reducing environmental impact, in a way 

that is beneficial for both themselves and the environment by for example reducing wa-

ter and energy consumption. If Casall learns from such behavior, it would enable repli-

cation of this success. Therefore, Casall should move this section to the Strategic Cost 

Advantage square, and possibly even to the Strategic Differentiation Advantage square 

by integrating environmental aspects into Casall‟s quality standards. 

The chemical restrictions (see appendix 7) can now be classified as Responsive Cost 

Advantage. The restrictions follow guidelines developed by others and these are quite 

responsive in nature. They are not differentiated or adapted to Casall or Casall‟s quality 

standards. It is important for Casall to follow laws and regulations, however, there is po-

tential for future development to exceed industry standards, if Casall is willing to invest 

more resources. Today, however, it is not logical or relevant for Casall, as an SME, to 

go above and beyond the industry‟s chemical standards, and they should therefore re-

main in the Responsive Cost Advantage square. 

The section on fabric standards (see appendix 7) is now in the Strategic Differentiation 

Advantage square. This part is highly connected to quality and Casall‟s strategy. It is al-

so differentiated due to the strict requirements and low tolerance of errors. Even though 

this may cost Casall more and result in lower margins, it is vital to maintain their image 

and reputation. It would be good for Casall to maintain this approach, however, they 

need to remember that they should focus on quality as perceived by the customer. 
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The garment standards area (see appendix 7) is not yet developed, however, Casall 

would benefit from developing it in the Strategic Differentiation Advantage square. 

This area complements the fabric standards and is also highly relevant to strategy. 

Therefore Casall should continue to be proactive with a strategic approach, to maintain 

their focus on differentiating the components contributing to their focus on quality.  

The sampling process section (see appendix 7) is now located in the Strategic Cost Ad-

vantage square. It is highly connected to quality and thus also to Casall‟s strategy. It is a 

step which is essential to ensure that the requirements concerning, for example fabric 

and garments, are met. It is important in ensuring quality throughout all processes and 

that products meet all standards set. However, since there is little to gain from differen-

tiating this approach, Casall should maintain this strategic approach with a low cost.   

None of the three sections ordering/production process, deliveries and handling, and 

document requirements and payments (see appendix 7) have been developed. These sec-

tions are not directly connected to CSR, but rather concern the functionality of the 

supply chain. Therefore all three sections can be placed in the Responsive Cost Advan-

tage square. They need to be responsive to all quality standards set and adapted accor-

dingly. Furthermore, it is not necessary to differentiate these processed since little can 

be gained from a strategic CSR perspective here. Casall should focus more on respond-

ing to, and meeting requirements, at a low cost. However, using only electronic com-

munication, minimizing the use of airfreight, producing in local communities, saving on 

raw material, and being present in all parts of the supply chain are projects which can 

align CSR strategy with corporate strategy and cost efficiency.  

The section on packing (see appendix 7) is not included at present. However, here Ca-

sall has opportunities for strategic CSR gains from aligning packing requirements with 

other sections included in the guidelines for producers. For example, environmental re-

quirements and quality requirements can be combined to reduce packaging, waste and 

costs. Therefore, this section should be developed in the Strategic Cost Advantage 

square as packing practices are an important component in ensuring that quality stan-

dards are met. There is no need to differentiate because there are few strategic benefits 

from this. However, a low cost approach to meeting requirements may benefit both Ca-

sall, in terms of ensured quality and reduced costs, and society, in terms of a healthier 

environment. Lean practices which reduce waste may be of interest here as Casall can 

make packing strategic by connecting processes to quality, ethics and the environment.  

One section which Casall has not mentioned is that of labeling. This is an area which we 

recognize is of great importance. It is an area which could be included in the guidelines 

for producers in the square Strategic Differentiation Advantage. It could strategically be 

a way for Casall to guide producers on how to label their products in a way that will in-

form, educate and make customers aware of their commitment to quality and CSR. 

There are many possible strategic gains from this, and furthermore, it contributes to en-

hancing Casall‟s competitive position, and differentiation advantage, as a company 

which values quality and CSR. 

Another area of interest, which we believe to be one of the most important, is coopera-

tion and communication. This is an area which would to be located in the square Stra-

tegic Cost Advantage, and later possibly the square Strategic Differentiation Advantage. 

This is strategically relevant to Casall since it would contribute to a better relationship 

with suppliers, clear goals and roles, as well as an alignment of interests concerning all 
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guidelines for producers that Casall wishes to include. It would be beneficial to state 

how to ensure quality control and monitoring. However, the goals of the relationship 

and collaboration, as well as the expected benefits to both parts, should be specified to 

align and strengthen the partnership. This can, at first be done at a low cost, however, it 

may in the future provide a differentiation advantage and a motive for suppliers to want 

to work with Casall. A section such as this can foster mutual understanding and benefit 

both parts.  

To summarize, the figure below provides a representation of where Casall‟s guidelines 

for producers have the potential to be positioned to yield greater benefits.  

 

Figure 4-2 Casall‟s Future CSR Projects 

4.5.2 Evaluation of Casall’s other CSR projects 

One area of interest, which is not relevant to producers but highly significant to Casall, 

is internal CSR projects. Internally, Casall has no code of conduct or official policies 

which guide the everyday behavior of employees. Although the company culture is 

highly advanced and developed when it comes to CSR, nothing is documented and most 

actions are unofficial. It would be favorable to create a forum that provides employees 

with advice, and guides workers to perform according to Casall‟s values. An internal 

code of conduct should be implemented and placed in the Strategic Cost Advantage 

square. It could be made strategic by using it to communicate Casall‟s core cultural val-

ues, vision and mission. This may be done at a low cost, and a document which guides 

employees to be ethical and respect the environment may even reduce costs in the long 

run. An internal code of conduct would be an active strategic step to fully integrate 

CSR, the environment, society, quality and ethics into everyday operations.  

Another CSR project which does not concern producers, and is thus not included in the 

guidelines for producers, is collaboration with the local community. Currently, Casall 

has no official strategy of how to do this, however, we consider this to be a future op-

portunity for Casall in terms of raising awareness which may foster future growth and 
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expansion. This can benefit Casall by increasing their customer base by raising aware-

ness of a current issue. A project such as this must take on a strategic shape and should 

be introduced in the Strategic Cost Advantage square. It has to be connected to strategy 

in order to yield benefits and be valuable for Casall as well as for other stakeholders. 

Engagement in the local community does not have to be innovative, but can be some-

thing fairly simple and standard. The most important is that Casall should waste neither 

resources nor time, but still maintain a low cost. 

The final concern, which is not a part of the guidelines for producers, is CSR from a 

customer standpoint. This is highly important to include and highlight in Casall‟s CSR 

engagement, since the customers will be the ones to pass judgment on Casall. Casall 

should integrate customer perspectives into their differentiation strategy. Therefore, 

they need to focus on customers from the point of view of Strategic Differentiation Ad-

vantage. A strategic connection to customers is necessary to ensure that Casall is meet-

ing the needs of their customers, who value high quality, ethics, functionality and fa-

shion. Casall must respect current trends, but at the same time be very attentive to the 

specific and unique characteristics of their customers. Casall is operating in a small 

niche of the textile industry, providing higher quality at a higher price. Therefore, a 

CSR focus can be perceived by customers as adding value to the products, hence pro-

viding an incentive and increasing sales to both new and existing customers. To im-

prove this, CSR can be used in a marketing context to inform, educate, and make cus-

tomers aware. This would furthermore connect customer‟s demand for quality to Ca-

sall‟s CSR engagement and this strategic differentiation.  

Below, a representation of Casall‟s other CSR projects in the evaluation matrix is pro-

vided.  

  

Figure 4-3 Casall‟s Other Future CSR Projects 

4.6 Development and evaluation of CSR projects at Casall 

Many opportunities of how Casall can strategically engage in CSR have been recog-

nized. To achieve the purpose of the thesis, we wish to present recommendations to Ca-



 

 
50 

sall that are appropriate for them as an SME and well connected to their company cul-

ture and strategy. Therefore, we have chosen five CSR areas of strategic significance to 

Casall that will help align CSR to their corporate strategy and yield benefits for both 

Casall and the society.  

4.6.1 Simplify sections on standards and restrictions 

The first recommendation, which has been identified as a value chain social impact, is 

that Casall would greatly benefit from simplifying the majority of the sections included 

in the guidelines for producers document. This document is aimed to clarify and guide 

the operations of their producers, however, we have recognized that the result of provid-

ing this information might have the reverse effects.  

Currently, the document for producers contains explicit information concerning particu-

lar issues that factory workers in the supply chain might come across during the produc-

tion of Casall products. We believe that this might discourage users of the guidelines for 

producers to read the entire document, and thus it may become meaningless. It will then 

not be treated as a handbook to look for guidance, or seek answers, in when facing regu-

lar issues in their daily work. As the document today seems too complicated and ob-

scure for the individual factory worker to make use of, its value is also lost and the de-

sired CSR activities Casall would like the producers to undertake seem overwhelming. 

Therefore, we recommend that Casall scrutinizes the areas of concern that they wish to 

include in their guidelines for producers, and then extract the most basic and relevant in-

formation. This information must easily be accessed and applicable to the factory work-

ers in their daily operations. In the case study, Casall underlines that the intention of this 

document is much more than a cosmetic CSR action. They want to create a dynamic, 

accessible and simple document which producers and workers actually could use. In or-

der to do so, we suggest that Casall alters the document into being more user-friendly, 

with few pages in the general guidelines for producers, and then specific restrictions and 

concerns should be included as appendix.  

The first area of concern is the chemical restrictions and fabric standards which current-

ly include unnecessary information, and for that reason, these sections do not fulfill a 

purpose for all factory workers. Chemical restrictions and fabric standards are constant-

ly changing because of the continuous research within the textile industry regarding 

solvents, detergent metals, metal compounds, and so on. Public pressure concerning 

these issues is also causing changes to Casall‟s production activities. Furthermore, these 

activities are not ones that concern all factory workers and, although we recognize the 

importance of informing producers of these concerns, it should rather be included as an 

appendix to the document. The specific users of this particular information can then find 

a section devoted to issues only relating to their area of work, for example, chemical re-

striction. Nevertheless, we believe that it is important to have a short section included in 

the document that is relevant to all users with websites where for example the REACH 

regulations that Casall is following can be found. 

The second area, which we wish to inform Casall about, is garment standards and sam-

pling process. As garment standards have not yet been developed, we can only recom-

mend Casall to create these in accordance with their values and beliefs in a straightfor-

ward and understandable manner. The section regarding sampling process is very in-

formative today, and can therefore also be made simpler. The topic should be intro-

duced in the general document, but specific and detailed information relating to sam-
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pling process issues should be included as an appendix which users of this information 

can turn to when seeking particular answers.  

Finally, we believe that the four areas concerning the production process, namely, or-

dering/production process, deliveries and handling, packing and document requirements 

and payments are important areas for Casall to include in their document. As they are 

not yet developed fully in the document we recommend Casall to proceed with these is-

sues as simply and clearly as possible for producers not to become uninterested and for 

them to actually care about these standards that Casall is representing. These issues are 

also much related to quality and are therefore extra relevant to ensure as the entire im-

age of Casall rests upon such values.  

4.6.2 Adapt sections to Casall’s strategy 

The second recommendation, also identified as a value chain social impact, is to adapt 

the guidelines for producers more to Casall‟s corporate strategy. It is important that the 

guidelines for producers document is personal, specific, motivating and inspiring. This 

can be done by making all the areas that today are standardized more specific to Ca-

sall‟s culture, strategy and goals. 

For example, the code of conduct is very general and standardized, and it consists of as-

pects which are obvious and included in the laws of many of the countries where Ca-

sall‟s textile factories are located. Therefore, as stated before, it would be beneficial to 

make the code of conduct more strategic and specific to Casall. Mention of Casall‟s cul-

tural values, their vision and their mission would provide guidance for factory workers 

in their everyday work. Furthermore, the section on general terms could be extended to 

include Casall‟s requirements and expectations of their factory workers. Specific to the 

company could be for example that Casall wants all workers to do their best, have a per-

sonal commitment to training and exercise, and that all workers are encouraged to voice 

any concerns that they may have in order to contribute to improving products. It is im-

portant to here recognize that all workers are experts at what they do, and Casall needs 

to show that they value and respect this.  

The area of quality requirements is very good, however, Casall could make it more ap-

plicable to themselves by adding features and describing why quality is so highly va-

lued. An interesting example would be to describe how they, or their customers, define 

quality and how it can be achieved. In the sections that follow quality requirements, for 

example the environmental requirements section, it is important to specify why it is im-

portant and how it relates to quality. It could even be beneficial for Casall to, as stated 

before, develop their environmental requirements to be more strategic. This can be done 

by integrating ecological and environmentally friendly production, processes and prod-

ucts more into everyday operations. To successfully do this, Casall needs to set a good 

example themselves, which will be discussed later in the recommendation concerning 

creating an internal code of conduct.  

To make the entire guidelines for producers document more strategic and adapted, Ca-

sall could add other sections such as Labeling and Cooperation and Communication. 

The Labeling section could contribute to tying Casall‟s CSR practices to their marketing 

and needs to include information on Casall‟s CSR involvement. Furthermore, Coopera-

tion and Communication includes the relationship that Casall has with its suppliers. Ca-
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sall should specify what types of controls, monitoring, communication channels, and re-

lationship goals are expected and desired. 

It is very important to make the guidelines for producers more strategic to make it 

adaptable to Casall as a company and to each of the countries and factories where Casall 

operates. Some guidelines may remain the same for all, however, it is important that, for 

example, the Cooperation and Communication section is specified and adapted not only 

to Casall, but to each factory which they cooperate with. This may increase the effort of 

concerned parties and overall increase the guidelines effectiveness and thus also com-

pany performance.  

4.6.3 Internal code of conduct 

The third recommendation, identified as a social dimension of competitive context, is to 

develop an internal code of conduct. At present, Casall does not have an official internal 

code of conduct and according to our previous research, such as the five stages of Kyo-

sei, it is vital to first solve the internal issues in order to engage in successful CSR. An 

internal code of conduct would establish a good basis where Casall‟s true culture and 

values would be recognized and thus provide incentives for expanded external engage-

ment. 

Casall wants to be a role model within CSR and therefore all employees need to be 

aware of CSR, what CSR it is about, and how it can and should be integrated at the 

company. All employees should strive towards the same goals, know exactly what the 

company stands for, and how to act in various situations and issues regarding CSR. 

These are areas that should to be addressed in the internal code of conduct and it would 

be an aid in aligning the workers at all levels. 

Furthermore, the internal code of conduct ought to include areas concerning how the 

company, internally, will deal with environmental responsibility. Eurojersey is well-

known for its sustainable business model and this success can very much be replicated 

at Casall by letting responsible actions pervade the entire organization. For example, an 

internal code of conduct at Casall could describe how employees in their everyday work 

can contribute to improving waste management, recycling processes, and saving energy 

and electricity. There are many ways in which Casall could reduce the use of energy, 

such as using low energy lamps, turning off electrical devices when not in use and so 

on. This is important to include since it is crucial that CSR is an integrated part of Ca-

sall themselves. Before clarifying and explicitly stating an internal code of conduct, it is 

difficult for Casall to demand responsible behavior from others. The company culture 

should be emphasized throughout the entire code of conduct and employees should be 

encouraged to come forth with suggestions on how to alter and improve it. 

It is also important to specify how employees should act when faced with situations in 

which actions may be unethical or inappropriate. It is important that there is a forum of 

discussion around this which does not judge, but only aim to help. The internal code of 

conduct should also include the vision, mission and core values of Casall in a way that 

is clear and easy to understand. When developing the internal code of conduct, it should 

be a process in which the whole organization is involved in. This would promote the 

fact that everyone in the organization can feel that they are a part of the CSR projects at 

Casall, and everyone will be encouraged to contribute to its success. It is also important 
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that it is not a rigid document, but that it is constantly being developed based on new 

comments and suggestions. 

The internal code of conduct should be brief, in order for all employees to be able to 

easily read it through and grasp the content. The practical use of the documents is that it 

should be distributed to all existing, as well as new, employees of the company. It must 

provide guidance concerning all CSR and ethical issues. 

4.6.4 Engagement in local community to promote a healthier lifestyle 

The fourth recommendation, which is also identified as a social dimension of competi-

tive context, is that Casall must take on a more active role as a corporate citizen. All 

companies, large and small, have significant impact on society through their operations. 

Therefore, Casall as an SME must also ensure that ethics and social responsibility is be-

ing integrated at all levels of their business. Casall has a responsibility to act ethical to-

wards customers, suppliers and distributors, but also to all directly, and indirectly, af-

fected by Casall. As a result, Casall must raise awareness of social issues that are feasi-

ble and logical for them to intervene in. A strategic approach is necessary to reap maxi-

mum benefits, and activities that are aligned with their specific corporate strategy must 

be carried out.  

Currently, Casall is not actively engaged in social issues, which is very common for 

SMEs because it is difficult to realize and understand how a small company can influ-

ence society. Moreover, to determine which CSR activities to prioritize, both manage-

ment and employees need to provide expertise, resources and time that is often are be-

ing given to more result-oriented activities. Nevertheless, not only increased public 

pressure from NGOs and non-profit organizations, but also pressure from the regular 

customer concerning CSR initiatives and incentives, are quickly becoming more and 

more important. Thus, Casall is strongly encouraged to engage in the local community, 

both to be at the forefront of this development, and to have the opportunity to be recog-

nized by the community as a good corporate citizen.  

Engaging in social issues needs to be a strategic choice and the projects which Casall 

engages in must be strongly connected to their resources and capabilities. Getting in-

volved in the right social issues would increase the competitive advantage of Casall, and 

further contribute to creating an overall positive effect on society. Here, quality is of 

course a central matter for Casall. Insight in the opportunities which combine a compa-

ny‟s success with public welfare is extremely valuable and if Casall develops such skills 

many doors can be opened for them.  

Casall is already representing good values, promoting a healthy lifestyle, and is actively 

engaging in CSR. This involvement should be extended to include social issues that are 

connected to corporate strategy so that outside observers are made aware of Casall‟s ac-

tivities that relate to CSR issues.  

A CSR activity which could benefit Casall, and the society in general, would be to or-

ganize a „Casall race‟, or even be a part of other races organized such as „Vårruset‟ or 

„Blodomloppet‟. Registration fees could be donated to research related to health issues 

and this would demonstrate Casall‟s genuine engagement and care for the local commu-

nity. Casall also has an opportunity to actively engage different gyms and their mem-

bers by having „Casall Days‟ which promote well being and raise awareness for health 

issues. During such days, Casall could have training sessions, lectures, giveaways, and 
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at the same time sell their products. Participating and organizing such events would 

provide Casall with the opportunity to invite speakers to inform participants of health 

issues, provide fitness guidance and so on. This would enhance the representation and 

increase the value of Casall‟s products in society. Furthermore, it would raise awareness 

for Casall to be perceived as responsible, while at the same time representing the values 

for which Casall stands. Casall should also make use of its own knowledge and exper-

tise in fitness and communicate this to participants. By utilizing their resources to host a 

„Casall race‟ or similar activities, Casall could improve brand image and communicate 

information of health concerns in today‟s society. If properly carried out, Casall would 

be associated with casting light on a highly important issue in society, while at the same 

time having their products linked to a healthy, ethical and responsible lifestyle.  

There are many opportunities to get involved in the local community, and what Casall 

chooses to do would depend on how much time they are willing to devote and how 

much resources can be allocated. The main point is that increased engagement in the lo-

cal community would positively affect Casall‟s operations, if, and only if, this engage-

ment is correlated to, and an integrated part of, corporate strategy. 

4.6.5 Informing customers of CSR projects 

The fifth recommendation, also identified as a social dimension of competitive context, 

concerns not only Casall‟s specific CSR projects, but making them visible to customers. 

As described before, Casall‟s customers value quality, ethics and responsibility. There-

fore, it is important for Casall to ensure that their customers are aware of their CSR en-

gagement. This may lead to increasing sales to already existing customers and also 

more sales to new customers as it add an extra value to their products. If more people 

become aware of Casall‟s CSR engagement, more people may be willing to pay a pre-

mium price to support this.  

Labeling, advertisements and commercials play a large role in educating and informing 

customers. Customers make choices based on information available to them and there-

fore it is essential that Casall makes customers aware. Otherwise, the CSR projects pur-

sued will end up helping society and the environment, but not Casall themselves. 

Through for example labeling, Casall can inform of their commitment to working with 

responsible and ethical suppliers, and describe how this results in higher quality of their 

clothes.  

CSR can be seen by customers as an added value in Casall‟s products. Since health and 

environmental concerns are taking up more place in media and society, Casall may 

greatly benefit from these trends. Examples would be to have a small seal on all their 

clothes and products that have been produced according to Casall‟s ethical, environmen-

tal and quality requirements. It should reoccur in all marketing so that customers asso-

ciate Casall not only with quality, but with responsible quality. The three year warranty 

should be marketed more, because it emphasizes how much Casall believes in their 

products and acts as a guarantee of the products‟ quality. Casall‟s requirements concern-

ing ethics, environmental standards and quality should be available for download on 

their website so that customers can see for themselves that Casall is serious and engaged 

in CSR. For example, the success of Eurojersey‟s SensitivEcoSystem® is based on en-

gaging consumers in their eco-sustainable development. Casall‟s cultural values, vision 

and mission should take on a more strategic role and be present in any information 
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about Casall, the brand and the products. A slogan such as „A healthier society, A heal-

thier you‟ could be included in all marketing, and an example of this is presented below. 

  

 

 

 

Figure 4-4 Example of Possible Slogan for Casall 

Although this recommendation is not a CSR project in itself, it is a very important con-

sideration for Casall and their future involvement in CSR. Eurojersey highlights that 

their active engagement in CSR has contributed to being able to operate in many differ-

ent segments of the market. This is important for Casall to realize, and CSR should be 

for the company, the environment and the society. It is important that, to reap maximum 

benefits, Casall does it for themselves as well as for others. 

4.7 Recommendations to Casall 

To conclude, the results and analysis have enabled the development of several recom-

mendations to Casall. This has been done through extensive analysis of the data col-

lected with the help of the evaluation questions and matrix developed from investigating 

previous literature. This has enabled the answering of the three research questions and 

the fulfillment of the purpose. What Casall is currently doing in terms of CSR is for ex-

ample their guidelines for producers. Recommendations on how to develop, adapt and 

improve these have been presented. Furthermore, suggestions for new CSR projects 

which Casall can undertake have also been given. The main areas of concern have all 

been summarized in the recommendations below. 

 Simplify guidelines for producers, to make them accessible and understandable 

 Adapt guidelines for producers to Casall‟s specific culture, values and strategy 

 Implement internal code of conduct to increase employee involvement in CSR 

 Increase engagement in the local community to promote a healthier lifestyle 

 Educate and inform existing and new customers of Casall‟s CSR projects 

Casall was presented with the results of our thesis and they were very satisfied with the 

recommendations provided. The PowerPoint presentation can be found in the appendix. 

Since the last meeting, they had joined two CSR oriented organizations, namely „Texti-

limportörerna‟ and „Kemikaliegruppen‟. They found the recommendations helpful, feas-

ible, creative and very much adapted to Casall. The recommendations will be used to 

guide them in their future CSR work. 

  



 

 
56 

5 Conclusion 

 

This section will include a discussion of the results and analysis in response to the pur-

pose and research questions. Implication and limitations will be presented as well as 

suggestions for further research, followed by some concluding remarks. 

 

 

“We do not act rightly because we have virtue or excellence, but we rather have those 

because we have acted rightly” 

- Aristotle 

5.1 Discussion of results and analysis 

As stated before, CSR is a highly relevant subject to study today. There is extensive lite-

rature on the topic and a continuous debate concerning how companies should take on 

responsibility is ongoing. CSR is becoming increasingly important for all companies. 

However, information available on exactly how to engage in it is not abundant. Fur-

thermore, there has been a lack of extensive research on CSR at SMEs is particular. 

This is the problem addressed in this thesis, which presents an evaluation framework 

which SMEs can use when deciding on the CSR projects which are available and feasi-

ble to them. The theory and method have been developed to match the purpose. Infor-

mation has been collected from Casall, Eurojersey and Luciano Barin. This data then al-

lowed for an extensive and in-depth analysis of Casall‟s CSR engagement and especial-

ly of their guidelines for producers. The results and analysis include the placing of Ca-

sall‟s CSR projects into the evaluation matrix developed, and this, along with the know-

ledge from the ten evaluation questions, guided the recommendations made to Casall. 

The results and analysis also allowed us to achieve the purpose of the thesis by evaluat-

ing Casall‟s guidelines for producers, and their other CSR projects, to provide recom-

mendations on possible improvements from a strategic perspective.  

The first research question, which concerns what Casall is doing today in terms of CSR, 

has been answered, especially with the help of the ten evaluation questions. One of their 

present main CSR projects is their developed guidelines for producers.  

The second research question concerns how Casall‟s current CSR projects can be devel-

oped, adapted and improved. This has been answered with the help of answering and 

analyzing the ten evaluation questions and applying the developed evaluation matrix. 

The recommendations on the guidelines for producers have been described in detail and 

summarized in two main recommendations. The first recommendation for Casall is to 

simplify their guidelines for producers to make them more accessible and understanda-

ble. This is important to ensure that guidelines for producers will be dynamic and well 

used by producers in everyday operations. The second recommendation for Casall is to 

adapt their guidelines for producers to their specific culture, values and strategy. This 

was considered essential to make the guidelines for producers relevant, personal, and to 

increase participation and usage by adding value.  
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The third research question asks what new CSR projects could be undertaken by Casall. 

This has been answered in the results and analysis section, and resulted in three main 

recommendations that are considered feasible and appropriate to Casall. The third rec-

ommendation for Casall is to implement an internal code of conduct to increase em-

ployee involvement in CSR. This was found to be an important step in consolidating the 

company culture to enable being a role model to others in the textile industry. The 

fourth recommendation for Casall is to increase their engagement in the local communi-

ty to promote a healthier lifestyle. This could contribute to improving brand image and 

raising awareness about a current issue, as well as raising awareness about Casall and 

their engagement in CSR to gain customer support. The fifth recommendation for Casall 

is to educate and inform existing and new customers of their CSR projects. This is ne-

cessary in order for Casall to reap the benefits of their CSR engagement by increasing 

sales, since customers will have a better understanding of the value added to their prod-

ucts.  

All the research questions have thus been answered and the result is a total of five main 

recommendations. These will assist Casall in incorporating CSR projects into their cor-

porate strategy, and thus also enhance their competitive advantage.  

The goal of the thesis was to use academic theory, to contribute to SMEs in general and 

to Casall in particular. This has been done by combining existing theory into a practical 

framework for evaluation of CSR projects, and by developing actual, practical recom-

mendations which will be valuable for Casall‟s future CSR strategy. The recommenda-

tions will be useful in assisting Casall to implement appropriate CSR projects and con-

tinue with their CSR engagement in a more strategic and successful manner. Additional 

value is also provided as the recommendations might be replicable to other similar 

SMEs.  

5.2 Implications 

There are many implications of this study. One realization is that it can be difficult for 

SMEs like Casall to get engaged in CSR because of their lack of resources. It is essen-

tial that CSR is viewed as an opportunity and not a cost in order for an SME to be able 

to integrate strategic CSR and not only act responsively. There are many different 

views, as to what benefits CSR can bring, however, it has been recognized that the CSR 

that is most beneficial in the long run is CSR as a part of company strategy. This may, 

in the long-term, lead to competitive advantage and may play a part in positioning a 

company‟s products in the minds of consumers. 

We have also encountered many specific implications of this study for Casall. The pur-

pose was to recommend the company on how to alter and adapt their CSR guidelines for 

producers, and this has been done successfully. Casall appreciated the recommendations 

and believe that they will be very important in developing Casall‟s future CSR strategy. 

Competence and time will be needed to be successful in the implementation of CSR 

projects. This practical framework for evaluating CSR projects has proved a useful tool 

and provided practical tips, however, Casall must still weigh costs and benefits and con-

sider the implications of implementation.  

For SMEs, one implication is that they now have a model and a framework for evaluat-

ing suitable CSR initiatives. Although the motives and the current stage may differ, this 

is included in the model to be analyzed, to determine types and amount of future CSR 
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engagement. The framework allows for adapting projects to the resources, capabilities 

and level of ambition of any SME. This thesis has provided a practical tool, and a suc-

cessful example, but SMEs need to proceed in evaluating themselves when implement-

ing CSR projects strategically.  

5.3 Limitations 

Although attempts have been made to make the study as objective and extensive as 

possible, there are always limitations to any research. Information could have been ga-

thered from a larger number, and a more diverse pool, of sources. However, we feel that 

despite the constraints in time, we have managed to collect much and diverse informa-

tion. It is even so that, in the case study, much more information than what has been 

presented was collected about Casall. Since not all this data was found relevant to 

achieve our purpose, much has been left out. This means that there may be much more 

information about Casall and CSR that has not been included in this thesis, but that may 

still provide relevant information for future studies. Here, only the data deemed relevant 

to answer our research questions and to achieve our purpose has been taken into ac-

count. Furthermore, since Casall, the case being studied, is also the main source of in-

formation in the case study, there may be some limitations as to the subjectivity of the 

results. Nevertheless, since our aim was to provide recommemdations, this close rela-

tionship was necessary, and objectivity and accuracy was achieved by using multiple 

sources.   

Furthermore, one limitation is that this thesis takes the stand that CSR can be beneficial 

to a company if used appropriately. There is research that has investigated the effects of 

CSR on performance, and although the results remain inconclusive, as stated before, 

much research points toward a positive relationship between CSR and performance. 

Some theorists may claim that CSR has no positive relationship on performance, but if 

used strategically, our belief is that, even though it has no direct effects, it may in the 

long run lead to higher brand awareness, higher customer loyalty and a stronger brand 

image. Therefore, we maintain that CSR is still something which may benefit a compa-

ny that engages in it strategically.   

In addition to the limitations discussed in the section on the quality of the study, one li-

mitation is that the study is a single case study conducted only on the case of Casall. It 

would have been beneficial to conduct more case studies and quantitative as well as qu-

alitative studies. Furthermore, the study has been carried out only on one company with-

in one industry. It is important to take into account, that although the framework for 

evaluating CSR projects is applicable to other SMEs, each company needs to adapt their 

CSR projects to their operations, industry, strategy and culture. Casall already has a 

well developed culture and thus, their way to strategic CSR success may be shorter than 

for other SMEs. It is therefore essential to apply the framework and for example answer 

questions about motivation and current stage, to each specific company.  

Another important limitation to note, is that this thesis presents a theoretical academic 

addition in terms of the theoretical framework developed, and that this enables recom-

mendations to Casall. We do not attempt to investigate in the future implementation of 

the recommendations and this can be seen as a limitation of the study.   
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5.4 Suggestions for further research 

CSR is a field where much research has been conducted during the recent years, but 

there is still much to be done. One area in which it would be especially interesting to 

conduct future research in is CSR at SMEs. The norm in CSR research has been large 

corporations, and it is therefore interesting to conduct and apply more research in the 

area of SMEs. The matrix that has been developed in this thesis provides a good starting 

point for integration of various CSR projects, but further research is needed on how 

companies practically should implement CSR projects, and the benefits of doing so. For 

example it would be interesting to research how an SME should allocate its recourses 

between various CSR projects, to what kind of CSR projects, and how much should be 

allocated to each CSR project. CSR involvement and its effect on consumer perception, 

employee satisfaction, supplier relations and financial performance could also be inves-

tigated further. One concern is that there is no good index or way to measure the actual 

impact of engaging in CSR. It would therefore be helpful to develop a CSR index. This 

could, in an easy manner, be used to compare different companies and industries in the 

field of CSR, and also provide managers with information on the actual return on CSR 

investments.  

This thesis has taken a strategic and practical approach, and it would be interesting to 

investigate other approaches as well. The evaluation framework developed also assumes 

that the SME in question is already interested in CSR. As it does not investigate how to 

influence companies to engage in CSR it would also be interesting to research this par-

ticular area. This may be done by the pressure from policy makers and regulations re-

garding promoting CSR and for example external CSR reporting even for SMEs.  

5.5 Concluding remarks 

To conclude, the purpose and research questions are effectively answered. The first sec-

tion of this thesis covers the background, the problem, research questions as well as the 

purpose. The frame of reference follows, which describes the concept of CSR and how 

it has developed over the years. The theoretical framework then also presents a frame-

work developed, based on existing theories, which can be used to evaluate SMEs‟ CSR 

projects. Based on the theory presented, an appropriate methodology is discussed, and a 

qualitative method, namely a case study, is then chosen and described. This enables the 

collection of relevant data which is presented in the results and analysis section. Results 

are presented and analyzed according to the method described, and discussed with the 

help of the evaluation framework previously mentioned. This enables a thorough analy-

sis of Casall, their guidelines for producers, their other CSR projects, and their future 

opportunities for strategic CSR success. Finally, we provide five main recommenda-

tions which summarize the analysis and fulfill the purpose.  

This thesis contributes to the academic field with a theoretical addition in terms of the 

combined framework presented as the ten evaluation questions and the evaluation ma-

trix. The thesis also contributes to SMEs in general by providing a tool for evaluating 

suitable CSR projects which may enable them to take advantage of CSR opportunities 

in a way that is adapted to their specific company characteristics. The thesis also contri-

butes to Casall, by aiding them in evaluating their guidelines for producers and other 

CSR projects, and presenting recommendations on how they, in the future, can more 

successfully integrate CSR projects into their strategy.  
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To summarize, this thesis provides a starting point for determining how SMEs like Ca-

sall can develop CSR projects that are connected with strategy. There is much more re-

search to be done on the topic and some examples of areas that could be investigated 

further have been discussed. However, in all, this thesis has contributed to the academic 

community, SMEs in general and Casall in particular with practical tools and innovative 

thinking. 
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1. Interview questions for Luciano Barin 

First the purpose of the thesis will be described in order for him to get an overview of 

the thesis.  

 Can you (Luciano) describe your background and experience within the field of 

CSR? 

 Which researchers do you consider to be the most important ones? 

 Why do you think companies engage in CSR? 

 What is the most common way to engage in CSR for SMEs? 

 What do you think is their motivation behind it? 

 What do you think is the best way an SME can engage in CSR? 

 Describe a case/company which has been successfully in strategic CSR. 

 How would you advice us to be successful in evaluating Casall‟s guidelines?  

Explain the framework and matrix that we have developed. 

 What do you think of the framework we have developed as a tool to evaluate 

CSR initiatives? 

 Do you think we can improve it in any way?  

 Do you think that our framework can have practical applications for SMEs? 

 Is there already a good practical tool for companies to evaluate their CSR prac-

tices?  

 Do you think that it is a good that we have developed this? 

 Do you have any comments or thoughts about company‟s inside-out and out-

side-in impacts? 

 How do you think we should determine a company‟s present and desired stage 

of CSR involvement? 

 What CSR opportunities do you think there are in each of the four elements? 

 Do you have any comments or aspects that we should think of when writing 

about CSR in general or analyzing a company from a CSR perspective? 
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2. Interview questions for Eurojersey 

First the purpose of the thesis will be described in order to give an overview of the the-

sis.  

 Could you please describe company? (Company spirit? Work moral? Organiza-

tional structure?) 

 How did you get so involved in CSR? 

 What has been the main goal with integrating CSR in the business? 

 Do you engage in CSR for profit or responsibility? 

 Do you consider yourself to be leading in the textile industry in CSR? 

 What do you think of Casall and their CSR operations? 
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3. Interview questions for Casall (Original in 
Swedish) 

Först börjar vi med att berätta om vår uppsatts, hur långt vi har kommit och vad vi har 

tänkt oss. 

Vad får vi publicera? (Guidelines? Konversation? Annat material?) 

 

 Företaget 

- Skulle ni kunna börja berätta lite om er historia, hur företaget ser ut idag, om 

era anställda, om era produkter, er volym, om er produktion, vad ni har för 

omsättning, om era policies som ni har idag, om era värderingar, er struktur, 

om er företagskultur och om vika länder ni finns i? 

 

 CSR  

- Vad betyder CSR för er? 

- Hur viktigt tycker ni att CSR är?  

- Vad tycker ni är målet med CSR är? 

 

 CSR på Casall  

- Hur har ni tidigare jobbat med CSR och i sådana fall hur?  

- Vad lägger ni fokus på när det gäller CSR? 

- Varför vill ni engagera er i CSR 

- Känner ni av påtryckningar från omgivningen av att engagera er inom CSR 

eller var det något ni kom på att ni ville engagera er inom?  

 

 Resultat 

- Vad har ni fått ut av att engagera er i CSR? 

- Hur viktigt har och är CSR varit för ert varumärke?  

- Ser ni CSR mer som en kostnad eller en möjlighet?  

- Hur påverkar CSR er både internt och externt?  

- Är CSR viktigt för ert samarbete? 

 

 Guidelines 

- Varför har ni utvecklat dessa guidelines? 

-  Hur vill ni fortsätta jobba med dem och vad vill ni uppnå? 

- Vad fyller dessa guidelines för funktion för er, era producenter och leveran-

törer?  

- Vad var syftet med att ni valde just dessas guidelines? 

- Vilka har varit med i processen med att utveckla guidelinsen och hur har 

processen sett ut? 

- Ni har mest åtgärder när det gäller era producenter och leverantörer, har ni 

några externa åtgärder som ni har utvecklat? 
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- Hur kommer ni att kunna följa upp det som står i dokumentet och hur kom-

mer ni i så fall göra det?  

- Chemical & Fabric standards and restrictions, vad baseras detta på?  

 

 CSR Strategi 

- Vad tycker ni är för och nackdelar med er nuvarande CSR strategi?  

- Vad vill ni utveckla med er CSR strategi?  

- Har ni andra framtids planer inom CSR? 

- Ser ni CSR som en integrerad del av ert företagsstrategi idag, om inte, vill ni 

att det ska bli det? 

 

 C-uppsats 

Berätta om vad vi har tänkt göra framöver med uppsatsen och hur vi har lagt upp det. 

- Vad vill ni få ut av vår uppsats? 

- Vad vill ni att vi fokuserar på? 

- Vad är viktigt för er? 
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4. Interview questions for Casall (Translated to 
English) 

First the purpose of the thesis will be described in order for them to get a overview of 

the thesis and our progress. 

What are we allowed to publish? (Guidelines? Conversations? Other material) 

 

 The Company 

- Could you start off with describing a bit about your company‟s history, the 

present stage of the company, your employees, your products, your volumes, 

your production, your turnover, your policies, your values, your structure, 

your culture and which countries you are present in today. 

 

 CSR  

- What does CSR mean to you? 

- How important do you think CSR is? 

- What do you think is the goal of CSR? 

 

 CSR at Casall  

- Have you worked with CSR before and, if so, how? 

- What is your focus concerning CSR? 

- Why do you want to engage in CSR? 

- Do you feel pressured by your surroundings to engage in CSR or was it 

something you wanted to engage in?  

 

 Results 

- What have you benefitted from working with CSR? 

- How important is, and has CSR been, for your brand? 

- Do you view CSR as a cost or as a possibility? 

- How does CSR affect you, internally and externally? 

- Is CSR important for your cooperation? 

 

 Guidelines 

- Why have you developed these guidelines? 

- How do you want to continue working with the guidelines and what do you 

want to achieve? 

- What do you see as the role of the guidelines for you as a company, for your 

producers and for your suppliers? 

- What was the purpose of developing the guidelines? 

- Who has been a part of developing the guidelines and what did the process 

look like? 

- Most of you guidelines are about your producers and suppliers, do you have 

any external measures that you have developed? 
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- How will you be able to follow up with the guidelines that are stated in the 

document and, if so, how are you going to do this? 

- The Chemical & Fabric standards and restrictions, what are they based on? 

 

 CSR Strategy 

- What do you think are the disadvantages of your present CSR strategy? 

- What aspects of your CSR strategy would you want to develop? 

- What are your future plans concerning CSR? 

- Do you view CSR as an integrated part of your company‟s strategy, if not, 

do you want it to be? 

 

 Bachelor Thesis 

Tell them what we are going to do next, the process after the meeting and how we have 

organized it. 

- What do you want to get out of our thesis? 

- What do you think we should focus on? 

- What is important for you? 
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5. Skype interview with Luciano Barin 

We began the interview by introducing all participants at the meeting and describing the 

purpose of our thesis so that professor Barin would have a clear understanding of our 

study. As this Skype meeting was arranged to seek advice and guidance regarding our 

future recommendations for Casall, the main and most relevant areas of the theoretical 

framework, which will be used when analyzing and evaluating particular CSR projects, 

were summarized and presented.  

Before discussing the thesis in-depth, we talked about Barin‟s education, previous expe-

rience, and present activities within the field of CSR, in order to support the argument 

of including him as a primary source in our work. Barin explained that he has a PhD. 

from Lyon University in Strategy, with a focus on CSR. Barin has been teaching CSR 

and worked with and consulted on CSR in Europe, Canada and South America. He has 

worked with CSR issues for seven years and his main interest is strategic CSR and 

emerging economies. Barin believes that companies can benefit the most by engaging in 

strategic CSR, but does not reject the importance of responsive CSR for firms. A dis-

cussion was carried out on how responsive CSR is more common in developed coun-

tries with well functioning institutions. Barin informed us of how in developing coun-

tries, companies seem to take on the role of the government, and firms in such countries 

are active in areas where the government is inefficient and inadequate. Therefore, Barin 

explains that responsive CSR is very important for the case of Casall because they are 

mainly operating in developed countries. Hence, to achieve strategic CSR at Casall, Ba-

rin believes that there exists a great need for innovativeness and creativity to integrate 

CSR into corporate strategy. Barin explains that society needs strategic CSR as it forces 

companies to, not only be innovate on a technological and economic level, but also on a 

social and environmental level.        

Barin mentions Porter and Kramer as the most cited and important researchers within 

the field of CSR. He explains that there are two main concerns when analyzing and eva-

luating CSR projects, namely, CSR motivation and CSR consequences. Today, much of 

the corporate discussion is about the diverse effect CSR has on results, such as financial 

performance, and Barin cites the saying „biggest bang for the buck‟ to explain what the 

main concern for companies seems to be. Barin believes that much of our focus as re-

searchers should instead be on understanding the underlying motivation as well as iden-

tifying consequences of pursued CSR projects. Barin then raises the issue of Porter‟s 

outside-in and inside-out linkages, which he identifies as a good way to analyze the 

structure of an organization. By doing so, one can categorize the three types of actions, 

generic social impact, value chain social impacts and social dimensions of competitive 

context, and later also determine if a company is pursuing strategic CSR or responsive 

CSR. According to Barin, developing such way of thinking would help us to recognize 

the motivation and evaluate the consequences of Casall‟s CSR projects. Barin points out 

that if this analysis is successfully pursued, strong, simple and objective propositions 

can be made for Casall‟s guidelines as well as their current and future CSR projects. 

After discussing the motivation and consequences of CSR projects and Porter‟s outside-

in and inside-out linkages, we introduced the evaluation framework which we had de-

velop consisting of ten questions. Barin believed that we had developed a high quality 

and innovative framework which we could use to evaluate Casall‟s CSR projects. How-
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ever, these questions were too complicated for a regular firm to make use of. Therefore, 

Barin suggested that more clear linkages between the questions should be used in the in-

terviews, and an explanation of what each question actually meant should be included in 

the report. This would mean that companies could better see themselves interms of each 

question to understand their current state and identify desired future CSR activities.  

After this we moved on to discuss our evaluation matrix. The original matrix consisted 

of four quadrants with a focus on strategic CSR in relation to cost. Barin immediately 

implied that our framework included two major flaws. First, we assumed that strategic 

CSR is the best option, and second, we assumed that strategic CSR can only be 

achieved by reducing cost. Therefore, we began to modify and improve the matrix with 

the help of Barin‟s expertise and knowledge so that a successful analysis could be car-

ried out by us, and also by other SMEs. The initial step was to recognize the notion of 

responsive CSR, as this is the first phase of CSR where awareness is raised. Strategic 

CSR is the second phase, which yields greater and more obvious benefits for compa-

nies. Thereafter, Barin suggested that cost was not the only aspect to be considered 

when evaluating CSR projects. Thus, together we came up with the idea to include a 

differentiation aspect in addition to the cost aspect. Barin believed that this would en-

hance the strength and credibility of our matrix as well as promote the usefulness of 

analyzing CSR projects. This new framework allows us to assume that strategic CSR is 

the objective, since it yields higher benefit, but it also allows us to accept and acknowl-

edge the benefits of responsive CSR. Also, Barin said that it improved our matrix since 

both cost and differentiation would be taken into account when evaluating the CSR 

projects. Barin believed that this would increase both the economic and social benefits 

for companies. In addition to this, the improvements made are also coherent with exist-

ing research on CSR. Barin pointed out that the concept of CSR is very complex. There-

fore, he said that it is extremely important that we use a good evaluation model to posi-

tion companies in the matrix, describe each quadrant and what it means carefully to 

avoid misunderstanding, limit the number of recommendations for Casall to ensure the 

quality of the ones provided, and always think of the desired end goal of each CSR 

project. Barin also believed that we need to identify particular Casall‟s CSR projects 

and analyze where, why and how these projects should move in the matrix to yield most 

benefit for the company. 

In conclusion, Barin thought that both the evaluation questions and the evaluation ma-

trix were good tools for us to use, but some modifications were vital to guarantee that a 

high quality and successful study is carried out.  
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6. Interview with Michela Della Donne from 
Eurojersey 

Could you please describe company? (Company spirit? Work moral? Organizational 

structure?) 

Eurojersey Spa, founded in 1960, is a reference point in the sector of Italian-made warp 

knit fabrics, thanks to its patented range called Sensitive® Fabrics. An expression of the 

most advanced textile knowledge combined with a constant quest for the highest quali-

ty. The Company today has a unique vertical production plant in Europe, designed by 

the famous Italian architect Antonio Citterio, with a team of 190 people providing a 

pioneering example of efficiency and productivity. It covers a surface area of 35,000 

m², with a vertically integrated cycle, from knitting to dyeing, through finishing and 

printing, with an annual production capacity of 15 million metres of fabric.  In addition 

to its high degree of specialisation in technological development and continuous re-

search, the Company is also well known for its environmentally responsible production 

as part of its sustainable business model. 

How did you get so involved in CSR? 

More than a fabric, truly exclusive concept, the Sensitive® Fabrics System, patented by 

Eurojersey, is one of the most appreciated textile brands in the world thanks to its excel-

lent quality and versatile, effective and beneficial performance, offering guaranteed val-

ue and authenticity. Believe CSR selected our Sensitive® Fabrics range for the product 

performances which offer fashion look and significantly high quality standards. 

What has been the main goal with integrating CSR in the business? 

Sensitive® Fabrics enables the creation of products which are highly performing, ex-

tremely comfortable, faster drying, more durable which fit well with sportswear needs. 

Our main goal is to cover different product segmentations, believe CSR has given us the 

opportunity to expand our markets. 

Do you engage in CSR for profit or responsibility? 

Of course we need to make good profit to survive but besides commercial figures, dur-

ing latest years Eurojersey focused research and investments to make our Company a 

model of energy saving with full respect for the environment.  The integrated produc-

tion cycle enables the continual reduction in consumption of natural resources such as 

water and energy and to reduce the impact the production has on the environment. 

Through the SensitivEcoSystem® program Eurojersey strives to involve clients and 

consumers in a project for eco-sustainable development which follows the entire life-

cycle of Sensitive® products. 

Do you consider yourself to be leading in the textile industry in CSR? 

Our fully integrated production plant is one of the most advanced in the world with state 

of the art machinery supporting the entire process, from knitting to dyeing, finishing to 

printing. It is thanks to the Company‟s experience and to the continued research that 

Sensitive® Fabrics are now perfected through an extremely efficient organization of 

production.  Our Sensitive® Fabrics are all entirely produced in Italy.  

What do you think of Casall and their CSR operations? 

Working with key leaders such as Casall is always inspiring to create new concepts with 

an innovative attitude. 
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7. Casall’s Guidelines for Producers 
Draft 1.2 

 

Introduction 
 

Dear supplier this Handbook should help you in the development process of Casall’s products. 
It should give you an overview and guide you through the development process, answer basic 
questions as well as giving direction regarding the measuring of samples, the quality of goods 
and the cooperation with Casall.  

 

 

 

 Code of conduct 

 General terms 

 Design rights 

 Quality requirements 

 Environmental requirements 

 Chemical restrictions 

 Fabric standards 

 Garment standards 

 Sampling process 

 Ordering/ production process 

 Deliveries and handling 

 Packing 

 Documents requirements and payments 
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Code of Conduct 

General: 

We at Casall see that we have an ethical and social responsibility not only for our own em-
ployees but also for all the other people working on the realization of our products. Therefore we 
created the Casall Code of Conduct, which names the mandatory minimum expectations as to 
social and ethical conditions at work. We expect from all suppliers and subcontractors to protect 
human rights and work in accordance to the following points of our Code of Conduct: 

 

Employment is freely chosen: 

There shall be no use of forced or compulsory labour, including bonding and imprisonment of 
workers.(ILO Convention 29 and 105). Nor shall workers be required to leave “deposits” or their 
identity papers with their employer.  

 

No employment of children: 

We do not accept child labour. We expect people involved in working processes to be above the 
age of 15 or to have reached the minimum age for admission to employment mandated by the 
law in the manufacturers country or to be above the age of finishing compulsory school. Whi-
chever of the tree is highest.(ILO Convention 138 and 182). Replaced child workers shall be 
provided with an adequate transitional economic assistance and appropriate educational oppor-
tunities. (The employer should provide young employees the possibility to educate and develop 
themselves.)  

 

No discrimination, abuse and harassment in the workplace: 

There shall be no person subject to any form of discrimination, abuse or harassment: Equality of 
opportunities, respect and dignity regardless of race, colour, sex, age, religion, political opinion, 
social origin, position, nationality, sexual orientation, or other distinguishing characteristics are 
fundamental and shall be secured. (ILO convention 100 and111) 

 

Freedom of association and the right to collective bargaining are respected: 

All workers should have the right to freely choose to form or join a trade union and to bargain 
collectively. (ILO Conventions 87 and 98). Workers’ representatives shall enjoy protection 
against all types of discrimination and shall have the right to enter all workplaces necessary to 
carry out their functions promptly and efficiently. (ILO Convention 135 and Recommendation 
143). In countries were national law restricts these rights alternative solution shall be found 
which enable workers to independently organise and bargain. Employers shall have a positive 
approach towards organisational activities of there workers. Workers shall have the possibility to 
freely choose whether or not join the union and its activities.   

 

Decent wages are paid: 

The wages and benefits paid by the employer shall be fair and reasonable and shall always 
cover the basic needs of workers and their families to live a life in dignity. Therefore the wages 
and benefits paid for a standard working week shall meet at least legal and/or industry minimum 
standards, whichever is higher. Deductions from wages for disciplinary measures shall not be 
permitted nor shall any deduction from wages not provided by national law be permitted without 
the expressed permission of the worker concerned. Each employee shall be provided with clear 
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understandable written information regarding working conditions and wages before entering the 
employment, and pay slips of the wages for the corresponding pay period. Wages shall be paid 
at regular intervals. 

 

Hours of work: 

The hours of work shall be in accordance with local law and/or industry standard. A regular 
working week shall not exceed 48 hours and should be distributed evenly in every 7 days period 
with at least one day off. Employees shall be provided with ample time for meals, rests and 
sleep. Overtime shall be voluntary chosen and shall not overstep 12 hours per week or 240 
hours per year. Overtime shall not be demanded on a regular basis and shall always be com-
pensated on a premium rate. Employees shall be allowed annual leave, sick leave, maternity 
leave and other holydays required by law, religion or industry standard. 

 

A healthy and safe working environment is provided: 

There shall be a safe and hygienic working environment provided. It is the employer’s duty to 
train employees for cases of emergencies and regarding security and health issues related to 
their work and protect them from fire, physical or psychical harm, exposure to hazardous sub-
stances, unsafe or defect machines, or a working environment more dangerous than average 
industry standard. Information regarding health and safety standards, including information on 
the effects of chemical substances used in production, shall be provided in the local language 
both orally and in writing. The working environment shall be suitable considering light, tempera-
ture, ventilation, adequate body positioning, cleanliness and noise.  

 

A working relation is established: 

All employees shall be provided with working contracts securing all benefits entitled by local la-
bour and social security laws. A fair contracting moral, with no labour-only contracting arrange-
ments or internships or apprenticeship schemes with no intention to impart skills, shall be estab-
lished. Younger employees shall be given the opportunity to participate in education and train-
ing programs.  
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Design Rights Agreement 

 

We hereby recognize Casall’s exclusive rights on all designs, drawings, sketches, 

patterns etc. which are created to implement a Casall product. We will at no time use or provide 
any of the earlier named material for other purposes than for execution of a to Casall’s order 
corresponding number of goods.   

 

We give at all times our best to protect all designs, drawings, sketches, patterns etc. and pre-
vent the use of the same for any other purpose than for Casall. We agree that the terms of this 
clause shall survive the expiration of termination of this agreement. 

 

In case we work with subcontractors, which have access to above named material, we make 
sure that they likewise sign with respect to Casall’s trademark this agreement. 
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Quality Requirements 

For us at Casall quality means much more than just the perfect visible appearance of the ready 
garments. We consider fair labour practice, environmental sustainability and the chemical load 
of a product as important quality key points.  

To reach the quality we aiming for, the goods have to be produced by following our social, ethi-
cal and environmental principles and work in accordance with our chemical restrictions through-
out the complete supply chain.  

 

Subcontractors: 

In case a supplier is engaging a subcontractor it is the suppliers responsibility to ensure that 
Casall’s set quality, social, environmental and chemical requirements are reached. In addition 
we ask you to inform Casall of subcontracting including subcontractor’s name and contact de-
tails as well as which items the subcontractor is producing.  

 

Monitoring: 

To make sure that Casall’s quality requirements are reached in all areas we preserve the right 
to monitor our suppliers. 

Representatives for Casall must have the right to visit the factory at any time both announced 
and unannounced for monitoring purposes. Documents concerning suppliers and subcontrac-
tor’s facilities, workforce and employment conditions as well as information concerning chemical 
and environmental facts shall be provided to Casall’s representative upon request.  

 

The following chapters should help you to produce products meeting all Casall’s quality re-
quirements.  

 

 Environmental Requirements 

 Chemical Restrictions  

 Quality Standards for Fabrics 

 Quality Standards for Ready Garments  
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Environmental Requirements 

 

Today the world is facing a very complex combination of environmental issues. Since we know 
that our behaviour in all areas, especially in the production area, has a strong impact on our en-
vironment, we see the need to set standards regarding the environmental behaviour of our part-
ners and ourselves. Casall expects all partners to work continuously on an improvement to-
wards a cleaner and environmentally friendlier production with attention towards energy and wa-
ter consumption as well as waste, chemicals and greenhouse gas emissions. In case Casall’s 
environmental requirements conflict with national law the law has to be followed as a minimum. 
The following information should help you to systemize and organise your environmental work, 
for a production meeting our quality standard.  

 

 

Waste: 

 All types of waste, including water and energy, should be eliminated or reduced as 
far as possible by changing or modifying processes as well as by material substitu-
tion, conservation, re-using or recycling of all kinds of process materials. 

 All solid waste and all kind of wastewater from production processes as well as 
from sanitation facilities shall be monitored controlled and treated according to na-
tional law prior to discharge or disposal. Wastewater should in no case be unfiltered 
and untreated directly released in to ecological systems like rivers, lakes, oceans 
etc. 

 The highest national standard of preserving the environment shall be followed when 
it comes to any discharge or disposal of all types of waste. 

 Chemicals and other materials that pose a hazard to the environment when re-
leased shall be identified and managed to ensure safe handling, movement, sto-
rage, recycling or reuse and correct disposal. 

 Guidelines that explaining how and where the waste is kept and delivered, and, ex-
plaining special handling in case it is needed, shall be established. 

 

Water: 

 A minimum of water shall be used in all processing and water pollution shall be kept at 
a minimum level at all times. 

 The amount of water used for specific processes shall be monitored. 

 To the greatest possible extent, water used for processing shall be recycled and the 
amount of recycled water shall be monitored. 

 Waste water shall be purified before disposal.  

 All information regarding your water policy shall be available to the public and commu-
nicated to everyone involved in your business. 

 

Chemicals: 

 

 A list of all chemicals used in processes at the factory has to exist. The list describes 
the use of the chemicals and their environmental impact.  

 All employees working with harmful chemicals are informed about related risks and 
trained to handle, cover, move, store, re-use, recycle or dispose the chemical of ques-
tion correctly. 
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 There shall be always the effort to try to replace hazardous chemicals with less harmful 
ones. 

 All as “hazardous” classified chemicals in use at the factory have to be marked with a 
label describing the chemical specification as well as other detailed information’s, which 
are of importance for the right handling in all areas. 

 All employees that come in contact with chemicals shall be provided with written instruc-
tions in form of a material safety data sheet on the properties of the chemical. This data 
sheet has to provide, according to ILO’s International Occupational Safety Health Infor-
mation Centre, the following information: 

 

MATERIAL SAFETY DATA SHEET: 

 

1. Identification 

 Name of the substance or preparation 

 Name, address and telephone number of the company/ supplier/ under-
taking 

 

2. Composition and information on ingredients  
3. Hazards identification/ Applicable warning signs  
4. First aid measures  
5. Fire fighting measures 
6. Spillage accidental release measures 
7. Handling and storage 
8. Exposure controls and personal protection 
9. Physical and chemical properties 
10. Stability and reactivity 
11. Toxicological information including health information and physical hazard  
12. Ecological information 
13. Disposal considerations 
14. Transport information 
15. National regulations and references  
16. Other information 

 

.   

Air emission: 

 

 The emission of greenhouse gases diffused by your production sites during production 
processes’, shall be monitored and controlled. All air emission of volatile organic chemi-
cals, aerosol, corrosives, particulates, ozone depleting chemicals and combustion by-
products shall be characterised, monitored, controlled and treated as required per na-
tional law, as minimum, prior to discharge.  

 The fuel used and its environmental impact shall be monitored. 

 Regular checks on the efficiency and age of the production equipment shall be estab-
lished.  
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Chemical Restrictions 

25 % of the chemicals produced worldwide are used in the textile industry. Due to the fact that 
many of them bear various risks for man’s health and the environment, they are banned or re-
stricted in use by various regulations.  

For us at Casall the health and wellbeing of our partners and customers is priority, therefore our 
products must be free from harmful substances. To reach our requirements concerning our 
quality we oblige our suppliers to make sure that the set chemical restrictions are followed in all 
production steps from basic material to ready garment. All garment makers have to make sure 
that subcontractors and material suppliers follow Cassal’s chemical restrictions and that the 
garments contain no harmful substances. Our chemical restrictions go hand in hand with the 
REACH regulation and other European restrictions. We expect you to stay updated on the de-
velopment regarding SVHC (substances of very high concern) published in REACH’s candidate 
list and ban these substances immediately from production.  

In short we expect you to work in accordance with the REACH regulation, REACH’s candidate 
list and with Casall’s chemical restrictions. These are our minimum expectations and they have 
to be followed!  

 

In case the REACH regulation and our chemical restrictions may be disrespected we reserve 
the right to cancel orders or take other actions depending on what the effects for Casall are. 

 

Restricted Chemicals: 

 

Specifically forbidden by Casall are: 

PVC 

All kinds of antibacterial treatments 

 

 

CASALL GENERAL LIST OF RESTRICTED CHEMICALS  

PRODUCT USE/ PRODUCTION 
STAGE 

LEGISLATION REGULATION 

SOLVENTS/ DETERGENTS       

ALKYLPHENOL ETHOXYLATES (APEO)* emulgators/ dispersing agents REACH 

banned from use in 
production/  
not allowed as addi-
tive (max 
0,1%/weight) 

QUARTERNARY AMMONIUM SALTS all covered by  
REACH and additionally:  
Bis(hydrogenated-
tallowalkyl)dimethylammoniumchloride 

detergents/ fabric softeners/ bi-
ocides REACH 

shall not be used in 
production  

ORGANIC SOLVENTS all covered by REACH 
and additionally: 
1,1,1,2-Tetrachloroethane, 1,1'_Oxybis-2-propanol 
Hexachlorobutadiene 

solvents dyeing/ printing/ finish-
ing agents 

mostly covered by 
REACH   

shall not be used in 
production/  
not allowed as addi-
tive  
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CHLORINATED BENZENED, TOLUENES 
NAPHTHALENES AND XYLENES all covered by 
REACH and in addition: 
1,3- Chlorobenzene, 1,2,3-Trichlorobenzene 
Dichlorotoluenes, Pentachlorotoluenes,  
Chlorinated naphtalenes, Chlorinated xylenes carriers 

mostly covert by 
REACH 

shall not be used in 
production  

VARIOUS CARRIERS: Naphtalene, 
2-Chlorophenol, Alkylbenzenes, Tetrachlorethyl-
ene,Biphenyl, Propylbenzene, Phenylphenol, 1,2,3,4-
Tetrahydronaphthalene,  
1,1'-Oxybis-benzene carriers 

mostly covered by 
REACH   

shall not be used in 
production 

DYES/ COLOURANTS       

AZODYES which by reductive cleavage of one  
or more azo groups may release one or more 
arylamines/aromatic amines. (according to REACH) 

dyeing: 
mainly used for dyeing of cotton  REACH, Ökotex 

banned from use in 
production 

DISPERSE DYES that are classified carcinogenic 
and/or sensitising/allergenic 
Disperse Black 1;2 
Disperse Blue 1;3;7;26;35;102;106;124 
Disperse Orange 1;3;11;13;37;76 
Disperse Red 1;7;11;17 
Disperse Yellow 1;3;9;39;49;54 
Disperse Brown 1 

dyeing/ printing: 
mainly used for dyeing of syn-
thetic fibres, mainly polyester 
and polyamide 
also commonly applied on cel-
lulose acetat fibres 

various legislations 
in 
 the EU, Ökotex 

shall not be used in 
production, substitute 
with  
disperse colourants 
that do not cause 
allergy or cancer 

OTHER RESTRICTED DYES 
Disperse Orange 149 
Disperse Yellow 23 

dyeing/ printing: 
mainly used for dyeing of syn-
thetic fibres, mainly polyester 
and polyamide 

various legislations 
in 
 the EU, Ökotex 

shall not be used in 
production 

ACID DYES that are classified carcinogenic  
and/or sensitising/allergenic 
Acid Balck 48;194; 
Acid Blue 113 
Acid Orange 45;156 
Acid Red 4;5;24;26;73;85;114 

dyeing: 
mainly used for dyeing of pro-
tein fibres (wool, silk and ani-
mal hair) and polyamid (nylon) 

 various legislations 
in 
 the EU, Ökotex 

shall not be used in 
production,  
substitute with colou-
rants with less ha-
zardous properties 

CATONIC (BASIC) DYES that are classified  
carcinogenic and/or sensitising/ allergenic 
Basic Black 1 
Basic Green 4 
Basic Red 9;12;46 
Basic Violet 3;14 

dyeing:  
mainly used for dyeing of po-
lyacrylic  

various legislations 
in 
 the EU 

shall not be used in 
production,  
substitute with colou-
rants with less ha-
zardous properties 

DIRECT DYES (SUBSTANTIVE DYES) that are  
classified carcinogenic, teratogenic and/or 
sensitising/allergenic 
Direct Black 38 
Direct Blue 1;6;15;78 
Direct Red 28 
Direct Brown 95 

dyeing: 
mainly used for dyeing of cotton 
and  
regenerated cellulose fibres 

various legislations 
in 
 the EU, Ökotex 

shall not be used in 
production,  
substitute with colou-
rants with less ha-
zardous properties 

PIGMENTS: all pigments which are restricted by 
REACH 
or which are on the Candidate list for restrictions used for pigment prints REACH 

shall not be used in 
production 

Formaldehyde 

finishing treatment: preserva-
tive,  
dye-fixing agent 

various legislations  
in the EU 

max. concentration in 
finished  
garment (30mg/kg) 

METALS AND METAL COMPOUNDS       

Mercury and merkury compounds pesticide etc. REACH 

max. content in fi-
nished  
garment (0,02 mg/kg) 
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Cadmium and cadmium compounds stabiliser 
REACH, banned in 
Sweden 

shall not be used in 
production 

Lead, lead alloys and lead compounds   REACH 

banned in applica-
tions, 
max. content in fi-
nished garment (1,0 
mg/kg) 

Antimony and antimony compounds   REACH 

Concentration in po-
lyesterfibres shall not 
exeed 260ppm. 
Other fibres and tex-
tiles: max. 30ppm 

Arsenic and arsenic compounds   REACH  

max. content in any 
part of 
finished product (0,2 
mg/kg) 

Chromium (VI) and its salts 
dyeing additive, dye-fixing 
agent REACH 

max. content in any 
part of 
finished product (0,1 
mg/kg) 

Chromium (III)    REACH 

max. content in any 
part of 
finished product (2,0 
mg/kg) 

Cobalt and cobalt compounds   
REACH Annex Vl 
(EC) No 1272/2008 

max. content in any 
part of 
finished product (4,0 
mg/kg) 

Barium and barium compounds (readily soluble)   REACH 

max. content in any 
part of 
finished product (10,0 
mg/kg) 

Zink and zink compounds   REACH 

max. content in any 
part of 
finished product (60,0 
mg/kg) 

Copper and copper compounds   REACH 

max. content in any 
part of 
finished product (50,0 
mg/kg) 

Nickel and nickel compounds 
in metal items, inks, dyes, print-
ing colour etc. REACH 

shall not be used in 
production 
maximum release: 
0.5 ug/qcm/week for 
metal items 

ORGANOTIN COMPOUNDS all covered by REACH 
and in  
addition following substances and their compounds: 
Tribytyltin (TBT), Monobutyltin (MBT), Monooctyltin 
(MOT) 
Dioctyltin, Tetraoctyltin, Hexabutyldistannoxan, 
Tricyclohexyltin (TCyHT), Tricyclohexyltin hydroxide Biocide 

REACH and other 
legislations 

shall not be used in 
production, not al-
lowed as additve 
max. concentration 
(2,5mg/kg) 
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BROMINATED FLAME RETARDANTS all covered by 
REACH  
and in addition: 
Tris-(2,3-dibromopropyl)-phosphate, Polybrominated 
biphenyls, 1,1-Oxybis(2,3,4,5,6-pentabromo)-benzene 
Hexabromocyclododecane, 2,3-Dibromo-1-propanol- 
hydrogenphosphate,  
2,2-bis(Bromomethyl)-1,3-propanediol, Tetrabromobis-
phenol flame retardants 

REACH and other  
legislations 

shall not be used in 
production 

OTHER FLAME RETARDENTS: among others  
(TEPA);(SCCPs);(MCCPs);(TDCP);(TCEP) flame retardants   not allowed  

PHTHALATES:  
(DEHP);(DBP);(BBP);(DINP); 
(DIDP); (DNOP);(DIBP);(DMP);(DEP) 

mainly used in PVC prints or as 
carrier 

REACH and other  
legislations, Ökotex 

shall not be used in 
production  

POLYCYCLIC COMPOUNDS (PAH)   legislations, Ökotex 

content of PAH in any 
mineral oil applied 
shall not 
exeed 1,0% by mass 

Bisphenol A (BPA)   REACH (SVHC) 
shall not be used in 
production 

Perflourooctane-sulphonate (PFOS) and 
PFOS related substances 

mainly used as raw material  
for all wether clothing, coating  REACH 

shall not be used in 
production  

Perflourooctane-carboxylic acid (PFOA) and 
PFOA compounds  

finishing processes for water-
proof clothing, 
coatings 

legal restriction 
in process 

shall not be used in 
production 

MISCELLANEOUS       

Linear alkylbenzene sulfonates (LAS),     
shall not be used in 
production 

Ethylenediaminetetraacetic-acid (EDTA)   REACH 
shall not be used in 
production 

Diethylenetriaminepentaacetic-acid (DTPA)     
shall not be used in 
production 

Nicotine   REACH 
shall not be used in 
production 

4-Nitrobenzenamine   REACH 
shall not be used in 
production 

Toluene-2,4-diisocyanate   REACH 
shall not be used in 
production 

Nitrobenzene   REACH 
shall not be used in 
production 

N-Butylbenzenesulfonamide     
shall not be used in 
production 

ORGANOCHLORINES: 
Polychlorinated biphenyls (PCB) 
Polychlorinated terphenyls (PCT)   

REACH and  
other legislations 

shall not be used in 
production 

CHLORINATED PHENOLS  biocides/ pesticides  REACH 

shall not be used in 
production, or during 
storage 
and transportation 
max. 2,0mg/kg textile 

OTHER PESTICIDES/ BIOCIDES       

Dimethylfumerate (DMF) biocides/ pesticides      
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Methylbromide biocides/ pesticides  REACH 

shall not be used in 
production, or during 
storage/transportation 
max. 2,0mg/kg textile 

DDT biocides/ pesticides  REACH  
shall not be used in 
production 

Aldrin biocides/ pesticides  REACH 
shall not be used in 
production 

Chlordan biocides/ pesticides  REACH  
shall not be used in 
production 

Chlordecone biocides/ pesticides  REACH  
shall not be used in 
production 

Dieldrin biocides/ pesticides  REACH  
shall not be used in 
production 

Endrin biocides/ pesticides  REACH  
shall not be used in 
production 

Heptachlor biocides/ pesticides  REACH 
shall not be used in 
production 

Mirex biocides/ pesticides  REACH 
shall not be used in 
production 

Toxaphene (Camphechlor(ISO)) biocides/ pesticides  REACH 
shall not be used in 
production 

Hexachlorobenzen biocides/ pesticides  REACH 
shall not be used in 
production 

Hexabromo-1,1'-biphenyl (BP-6) biocides/ pesticides    
shall not be used in 
production 

Lindane  biocides/ pesticides  REACH 
shall not be used in 
production 

alpha/beta/gamma- Hexachlorocyclohexane biocides/ pesticides  Ökotex 
shall not be used in 
production 

2,4,5-T ((2,4,5-Trichlorophenoxy)acetic acid)  biocides/ pesticides  REACH 
shall not be used in 
production 

Captafol biocides/ pesticides    
shall not be used in 
production 

Chlorodimeform biocides/ pesticides  Ökotex 
shall not be used in 
production 

Dinoseb and its salts biocides/ pesticides  REACH 
shall not be used in 
production 

Methamidophos biocides/ pesticides  REACH 
shall not be used in 
production 

Monocrotophos biocides/ pesticides  REACH 
shall not be used in 
production 

Parathion biocides/ pesticides  REACH 
shall not be used in 
production 

Methylparathion biocides/ pesticides  REACH 
shall not be used in 
production 

DDD (1,1-Dichloro-2,2-bis(p-chlorophenyl)ethane) biocides/ pesticides  Ökotex 
shall not be used in 
production 

Propethamphos biocides/ pesticides  Ökotex 
shall not be used in 
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production 

(1,1'-Biphenyl)-2-ol (o-Phenylphenol; OPP) biocides/ pesticides  REACH 
shall not be used in 
production 

Chlorobenzilate biocides/ pesticides  REACH 
shall not be used in 
production 

Phosphamidon biocides/ pesticides  REACH 
shall not be used in 
production 

 

 

 

Closer information on restricted chemicals and their use download Restricted Chemical Sub-
stances on: 

http://www.nicefashion.org/en/resources/Chemicaltool.html 

 

 

For an updated SVHC list (substances of very high concern list) visit:  

http://www.echa.europa.eu/chem_data/authorisation_process/candidate_list_table_en.asp/  

To find more information on chemical substances their use and their effect on health and envi-
ronment check REACH SIN (substitute it now) search database and the sinlist under:  

http://www.sinlist.org/  

 

or: 

http://ecb.jrc.ec.europa.eu/classification-labelling/clp/ 

 

Or visit REACH’S homepage under: 

http://www.echa.eu/ 

 

  

http://www.nicefashion.org/en/resources/Chemicaltool.html
http://www.echa.europa.eu/chem_data/authorisation_process/candidate_list_table_en.asp/
http://www.sinlist.org/
http://ecb.jrc.ec.europa.eu/classification-labelling/clp/
http://www.echa.eu/


 Appendix 

 
86 

Fabric Standards 

The quality of a garment is strongly influenced by the quality of the fabric used for its production. 
Therefore it is very important to make sure that the quality of the fabrics reaches Casall’s quality 
requirements in all points. We ask all fabric suppliers to work in accordance with our chemical 
restrictions and our environmental requirements, REACH and the Code of Conduct, to produce 
qualities that reach the set fabric standard. In case you didn’t receive the named documents 
from the garment maker please contact Casall’s purchase and production department. The set 
standards count for all fabrics used for Casall garments and they have to be followed. 

Fabric quality specification guideline:  

 

Quality Specification Guideline Knitted Fabrics  

   

Fibre Composition Test Method Requirements 

  SS-ISO 1833:2006, KOVFS 2005:1   

  single fibre content:        no tolerance 

  multible fibre content: tolerance +/- 2 

   

Fabric weight Test Method Requirements 

  SS-EN 12127:1997 between colours    

   tolerance to stated weight +/- 5% 

   

Colour fastness: Test Method Requirements 

to rubbing, dry/ wet 
SS-EN ISO 105-X12:2001 
dry and wet grade 1-5 of which 5 is best   

  dry, light and dark colours, staining 4-5 

  wet, light colours, staining 4-5 

  wet, dark colours, staining 4 

to wash 

SS-EN ISO 105-C06:2010 
staining and change, grade 1-5 of which 
5 is best 

  

  change 4 

  
staining (no cross staining on ready 
garment)  

4 

to perspiration, acid/ alkaline  

SS-EN ISO 105-E04:2008 
staining and change, grade 1-5 of which 
5 is best   
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  change  4-5 

  staining 4 

to light, wetted with perspiration 
solution 

ISO/DIS 105-B07:2009 
grade 1-8 of which 8 is best  5 

to light  
SS-EN ISO 105-B02 
grade 1-8 of which 8 is best 5 

to dry-cleaning 

SS-EN ISO 105-D01:2010 
change and staining of solvent,  
grade 1-5 of which 5 is best    

  change 4-5 

  staining 4-5 

to chlorinated water 
(beach wear) 

SS-EN ISO 105-E03:2010 
change grade 1-5 of which 5 is best 4 

   

Dimensional stability:  Test Method Requirements 

change to washing 
  

SS-EN ISO 3759:2008, SS-EN ISO 
6330  
SS-EN ISO 5077:2008   

  all materials with or without elastane   

  knit length +2/-3% 

  knit width +2/-3% 

    konsumentverket:+/-5 

    
Konsumentverket: -5/ 

+2 

to dry-cleaning SS-EN ISO 3175-1:2010   

  all materials with or without elastane   

  knit length +2/-3% 

  knit width -2/+0% 

spirality/ twist after wash SS-ISO 12945-3:2005 3% 

   

Pilling resistance Test Method Requirements 

Martindale* SS-EN ISO 12945-2 Please see below 
minium grade re-
quirements. 

 
Revoulutions 

Filamentyarns fabrics 
scale 

Stapleyarn/ blended 
fabrics 
scale 
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125 5 5 

500 5 4 

1000 5 4 

2000* 3-4 3-4 

5000 4 3-4 

7000* 4 3 

*Specimens to be extracted on 2000 and 
7000revs.     

   

   

Snagging Test Method Requirements 

  

ASTM D 3939 
photografic standard, grade 1-5, of which 
5 is best 
syntetic fibres or other filament yarn and 
mixtures 4 

      

Elasticity Test Method Requirements 

   

   

Moisture management Test Method Requirements 

Liquid absorbency capacity SS-EN ISO 9073-6:2003,5 100% 

      

Liquid absorbency time SS-EN ISO 9073-6:2003,4 15 sec 

      

Liquid wicking rate SS-EN ISO 9073-6:2003,6 Rate 

  after 10 sec 1,5 cm 

  after 30 sec 5 cm 

  after 60 sec 8 cm 

  after 300 sec 10 cm 

   

   

   

   



 Appendix 

 
89 

 

   

Quality Specification Guideline Woven Fabrics  

Fibre Composition Test Method Requirements 

  SS-ISO 1833:2006, KOVFS 2005:1   

  single fibre content:        no tolerance 

  multiple fibre content: tolerance +/- 2 

   

Fabric weight Test Method Requirements 

  SS-EN 12127:1997 between colours    

   tolerance to stated weight +/- 5% 

   

Colour fastness: Test Method Requirements 

to rubbing dry/ wet 
SS-EN ISO 105-X12:2001 
dry and wet grade 1-5 of which 5 is best   

  dry, light and dark colours, staining 4-5 

  wet, light colours, staining 4-5 

  wet, dark colours, staining 4 

to wash 

SS-EN ISO 105-C06:2010 
staining and change, grade 1-5 of which 
5 is best 

  

  change 4 

  
staining (no cross staining on ready 
garment)  

4 

to perspiration acid/ alkaline  

SS-EN ISO 105-E04:2008 
staining and change, grade 1-5 of which 
5 is best   

  change  4-5 

  staining 4 

to light wetted with perspiration 
solution 

ISO/DIS 105-B07:2009 
grade 1-8 of which 8 is best  6-7 

to light  
SS-EN ISO 105-B02 
grade 1-8 of which 8 is best 6-7 

to dry-claening 

SS-EN ISO 105-D01:2010 
change and staining of solvent,  
grade 1-5 of which 5 is best    
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  change 4-5 

  staining 4-5 

to chlorinated water 
(beach wear) 

SS-EN ISO 105-E03:2010 
change grade 1-5 of which 5 is best 4-5 

      

  Test Method Requirements 

change to washing 
  

SS-EN ISO 3759:2008, SS-EN ISO 
6330  
SS-EN ISO 5077:2008   

  all materials with or without elastane   

  woven length +/- 2% 

  woven width +/- 2% 

spirality/ twist after wash SS-ISO 12945-3:2005 +/- 3% 

   

Pilling resistance:  Test Method Requirements 

Martindale* SS-EN ISO 12945-2 Please see below 
minium grade re-
quirements. 

 
Revoulutions 

Filamentyarns fabrics 
scale 

Stapleyarn/ blended 
fabrics 
scale 

125 5 5 

500 5 4 

1000 5 4 

2000* 3-4 3-4 

5000 4 3-4 

7000* 4 3 

*Specimens to be extracted on 2000 and 
7000revs.     

   

Snagging Test Method Requirements 

  

ASTM D 3939 
photografic standard, grade 1-5, of which 
5 is best 
syntetic fibres or other filament yarn and 
mixtures 4 
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Elasticity Test Method Requirements 

Tension and elongation  
of elastic fabrics SS-EN 14704-2:2007 (Method A or B?) 

According to specifi-
cations/ To be con-

firmed 

   

Moisture management Test Method Requirements 

Liquide absorbency capacity SS-EN ISO 9073-6:2003,5 100% 

      

Liquide absorbency time SS-EN ISO 9073-6:2003,4 15 sec 

      

Liquide wicking rate SS-EN ISO 9073-6:2003,6 Rate 

  after 10 sec 1,5 cm 

  after 30 sec 5 cm 

  after 60 sec 8 cm 

  after 300 sec 10 cm 

 

 

Fabric quality requirements: 

 

Fabric defects: 

Since we buy in most cases the ready garments it is up to the garment maker and the fabric 
supplier to find arrangements regarding fabric deviations and defects. 

Colour development: 

As soon as the fabrics and colours for the different designs are set, and the styles are deployed 
over the garment makers, Casall will send colour patches and the pantone (TCX) number (if 
available) to the partners in question. We ask you to start the colour development according to 
the information and initiate lap dipping on the chosen fabrics. It is important to lab dip the cho-
sen fabric qualities since the colour can vary on different fabrics due to different composition, 
yarn quality, surface or other significant characteristics. Lap dips shall be send to Casall for co-
lour approval. Only approved colours shall be used for further processes. The approved colour 
builds the standard for the dyeing of the fabric quantity for the sale samples. In very rare cases 
the colour can be changed or cancelled after the collection release (presentation of sale sam-
ples). All colours get commented in the sale sample comment sheets and the approved colours 
build the colour standard for the following production processes. 

Trimmings:  

What counts for the fabrics counts also for the trimming requirements. All trimmings have to be 
produced by following the chemical restrictions, REACH, REACH’S candidate list, the environ-
mental requirements, Casall’s Code of Conduct, and shall be approved by Casall. The quality 
specifications for trimmings are the following  

 stainless materials/ no corrosion 
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 wash resistant 60°C 

 high durability to: machine wash and use  

 durability tests for zippers: pull and burst strength 

 dry-clean stable  

 chlorine resistant: for trimmings used for beach wear 

 resistant in use, proper functioning 

 no danger of injuries due to pointy or sharp edges 

 

Threads: 

All threads used for Casall styles have to be produced by following the chemical restrictions, 
REACH, REACH’S candidate list, the environmental requirements, Casall’s Code of Conduct, 
and shall be approved by Casall. Threads used for Casall styles are always specified by Casall 
and have to reach following requirements: 

 Colour: information on colour and characteristics like stretch, shine etc., can be found in 
the colour sketch, style sketch and the quotation.  

 Colour fastness shall be in accordance to the values set in Casall’s fabric quality re-
quirements 

 Hand feel: treads shall be soft and smooth and shall in no case irritate the skin. 

 Durability: threads have to offer a high breaking durability against stretch and rubbing.  
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Sampling Process 

Style Number: 

Each designed product is assigned a style number for identification and to en-
sure minimal error in communication during the development and production 
process. 

 

The basic style number is a combination of five digits, which gets combined with 
further digits or letters for communication purposes during the development and 
production process. 

  

Development: 

During the development process the style number will be combined with digits to 
make the communication of changes easier. Each made design, measurement 
change, or pattern change implements a style number update. When first change 
on m-list and/or sketches is made style number is followed by -1. After second 
change style number will be followed by -2, and third change -3. Please see ex-
ample below 

 00000, prototype 

 00000-1, first change  

 00000-2, second change 

 00000-3, third change  
…and so on. 

 

Production: 

During the production process, the style number in the style instructions for pro-
duction will be followed by -P (P=production) to clarify that the development 
stage is completed.  

The information regarding the requested pre production sample is marked P for 
P.P. (P.P=pre production). Please see example below: 

 00000-P for P.P, style instructions for pre production sample 

 00000-P, style instructions for production 
Additionally the style instructions (m-list the sketches and the comment sheet) 
will be marked with a red “PRODUCTION”. 

  

Style Code: 

The style code is the combination of digits, which describes the garment in its 
entireness. The style code gets used on hangtags and in communication. The 
style code is put together as followed: 

 

Style number  Fabric quality number  Colour number 

00000  -000  -000 
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Measurement list: 

The measurement list contains graded measurements for all sizes and a picture 
of the style explaining the placement of the set measurements. In case the gar-
ment maker is responsible for the pattern design the measurement list in combi-
nation with the design sketches is basis for the pattern development. Each ready 
garment shall meet the set measurements of the measurement list.  

 

Quotation sheet: 

The quotation sheet will be sent to you with the assignment to produce a proto 
sample. It includes all information needed for the production of the style, which 
are an item description, deadline information, single compounds specification, 
and information about prints/ embroideries/ applications, packing, labels and 
hangtags. We ask the garment maker kindly to work in accordance with the pro-
vided information. In case of updates or changes of parts of the included infor-
mation we’ll inform you via email.   

 

Style sketches: 

The style sketches show the design of a product. In case of more complicated 
styles detail sketches explaining the design elements will be provided to enable 
the garment maker to create the style according to Casall’s imaginations. In case 
the garment maker creates the pattern the sketches in combination with the 
measurement list shall be basis for pattern development.  

 

Colour sketch: 

The colour sketch informs the garment maker about colour and colour combina-
tions of a style including information regarding the colour of threads and trim-
mings.  

These information will be provided both as sketch and in writing.  

 

Style instructions: 

The style instructions are the information Casall provides to enable the garment 
maker to develop and produce a style according to Casall’s conception. The in-
structions consist of  

 measurement list: graded measurements for all sizes 

 quotation sheet: containing all information regarding materials needed to 
create the style: Fabric, Trimmings etc. 

 style sketch/es: design information 

 colour sketch: colour information 

 comment sheet: after development of the first proto to inform the gar-
ment maker about changes and needed improvements on style 

 pattern: in case of a pattern development by Casall the pattern informa-
tion will be sent to you in paper or as pattern file.   
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SAMPLES: 

 

A few important things to keep in mind: 

All samples, except the sale sample must be measured and a sample report with 
measurement deviations and comments has to be sent with the sample in paper, 
or as file when sample leaves factory.   

 

To be able to identify the single styles and the development stage all samples, 
except the sale sample must be marked with   

 the style number  
 

 sample type ( proto sample, pre production sample, shipping sample)
 

 explanation which m-lists and sketches have been followed for the sam-
ple production.

 

 information regarding used fabric and trimmings.
 

 

It is crucial that always the latest updated style instructions are followed to create 
a style.

 

  

Casall will always send style sketches, a measurement list, containing graded 
measurements and a quotation sheet with the assignment of a proto sample 
production. The information shall enable the garment maker to create a style ac-
cording to Casall’s imaginations.   

 

DEFINITIONS OF SAMPLES 

 

First/Proto sample 

The first/proto sample is the specimen, which provides Casall with a first impres-
sion of the styles look regarding design and fitting. Beside that it should demon-
strate the garment makers workmanship abilities. Therefore it is important that 
the garment is made in accordance with the sent style instructions. Goal is the 
approval of pattern, fitting and design.  
The first/proto sample should preferably be in correct fabric, but may be in a 
similar quality and in any colour available. The same counts for trimmings. 
   
 

Second/ 2
nd

 proto sample 

A second sample is requested if there is many changes necessary after the 
evaluation of the first sample. The second sample should also preferably be in 
correct quality, but may be in a similar quality and in any colour available. 
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Sales sample  

The sales sample shall provide Casall with a correct specimen of the garment. It 
must be in the correct quality, colour, trimmings, finish etc. according to the latest 
style instructions. 

The sales sample is very important for Casall, since it is the sample that Casall’s 
customers and potential costumers will se and which will be basis for their order 
placements. Therefore incorrect measurements and due to that a fitting which is 
not like it should be, or wrong colour which means that the style fits not into the 
set colour pallet, can and will affect the selling of the product negatively. This will 
have also effect on the garment maker since Casall will not be able to place 
good orders. We ask you to make sure that the measurements are within our 
measurement tolerances and that the colours are correct. 

Additionally a delivered on time is crucial since it is nearly impossible to sell an 
invisible product.  

In short: “NO SAMPLE = NO SALE”  

Also the selling sample corresponds with the imagined end- product it is possi-
ble, that changes have to be made as well in colour as in style due to salesmen 
input after the collection release meeting.  

 

Counter sample: 

A counter sample (sample following the sales sample) is needed, if bigger 
changes on style are necessary, before it can be approved for production. In 
most cases is it fitting issues, which make an improvement before production 
approval necessary. Therefore it is very important to use the original fabric and 
hold the measurements (within our set tolerances). In most cases use of the cor-
rect trimmings are secondary and the colour is unimportant.  
 
Pre Production sample: 
The pre production sample shall provide Casall with a correct specimen of how 
the style will turn out in mass production. All used materials (fabric, thread, trim-
mings) must be from the mass production stock. The pre production sample has 
to be in terms of quality, colour, colour combination, trimmings, finishes etc. as 
well as in terms of execution according to the latest style instruction, which are 
always marked with P for P.P. To approve a style for production the measure-
ments have to be within our measurement tolerances. The approval of the pre 
production enables the garment maker to start the mass production of the style.  
Please notice that our production orders are only valid after pre production ap-
proval.  
 

Shipping/Production sample 

The production/shipping sample has to be taken from the actual production. It is 
possible that Casall asks for production/shipping samples in more than one size. 
The production/shipping sample has to correspond with the approved pre pro-
duction sample in all terms. The sample has to be in it’s ready to sale state, 
which means all labels and hangtags have to be attached and the product has to 
be folded and wrapped like for sale. Please make sure that the measurements 
are within the tolerances and the production quality meets in all terms our high 
quality requirements. 
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HOW TO MEASURE A GARMENT: 

Please lay sample relaxed and as straight as possible on an even surface for measuring. 

The measurements shall be taken without stretching or forcing the garment in any direc-

tion to reach wanted results. We ask you to measure according to Casall‟s measuring 

rules and the measurement list. The measured measurements shall be filled into the 

sample report and sent with the sample to Casall. We expect you to sent only samples, 

which measurements are within our measurement tolerances 
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8. Casall’s brandbible 

 
I. Our Brand 

Casall is inspired by Scandinavian simplicity, freshness, sustainability and beauty. For more than 25 years, 
Casall has combined this mentality with care and passion to create products, services and experiences 
with our vital elements - design, functionality, quality and ethics - to inspire you to perform your best, look 
your best and feel your best. This is our Total Wellness Lifestyle. 
 
II. Our Mission 

To be your first choice in training 
 
III. Our Commitment 

Creating products, services and experiences to inspire you to perform your best, look your best and feel 
your best. 
 
We simply create things that we love, and we hope that you will love them too. 
 
IV. Our Story 

Born in Norrkoping, Sweden, Carl-Axel Surtevall grew up in the midst of the textile mills and factories of Fix 
Trikafabriker AB, his family’s business – famous for producing the best quality children’s wear in Scandi-
navia. Carl-Axel learned,from his father, to appreciate and discern the best quality in fabrics, materials and 
construction for apparel. He was ahead of his time and throughout his college years sensed an important 
future in the training and wellness lifestyle arena. Acting on his instincts, Carl-Axel started his own exercise 
equipment company in 1980 right out of college. 
 
The company quickly established an excellent reputation with its products selling successfully throughout 
Scandinavia and Northern Europe. As equipment sales took off, the company pioneered one of the first fi t-
ness centers dedicated exclusively for women in 1982. While working with women at this fitness center, 
Carl-Axel realized that women wanted and needed high-performance and high quality activewear with fa-
shionable style. In 1984, Carl-Axel designed, tested with women fitness instructors and launched the first 
Casall collection made for women with close attention to her shape, her movements and her style. Since 
then, Casall has expanded into a “Total Wellness Lifestyle” brand now sold in over 18 countries around the 
world and offers apparel and equipment for training. 
 
V. Our Products 

Casall currently has two product lines: CasallWEAR and CasallTOOL. 
 
• CasallWEAR is our fashionable performance apparel line known for its uncompromising standards for 
design, functionality and quality that you can wear seamlessly for exercise and life. 
 
• CasallTOOL is our high quality and innovative equipment line known for its clean Scandinavian design 
that inspires you to have energizing and effective workouts at home, at work or anywhere. 
 
Our heritage in both textiles and exercise equipment allows us to create this unique combination of Ca-
sallWEAR and CasallTOOL. With these two product lines and our future product lines, we offer Casall’s 
Total Wellness Lifestyle to 
give you a seamless and empowered experience in your life. 
 
VI. Casall’s Four Vital Elements 

Casall designs its products with a unique combination of its four vital elements: 
 
Design, Functionality, Quality, and Ethics. 
 
1) Design 

Within our company culture, we are constantly stretching our limits and discussing new ideas to capture 
the trends of the future. Driven by these new ideas, Casall’s design team begins each collection by draw-
ing inspiration from a wide variety of interests from around the world such as art, fashion, technology, cul-
ture, nature and sports. 
 
Our design team then takes the essence of these ideas and inspirations and combines them with our deep 
knowledge to create fashionable performance with beauty, sensuality and passion. 
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2) Functionality 

The Casall collection is based on specific activities such as: Fitness, Running, Yoga, Tennis, Golf and Lei-
sure. In addition, the pieces are versatile and can be used for diverse activities for today’s modern lifestyle. 
The Casall design team begins our design process for each product by first understanding the unique per-
formance elements necessary for a specific activity. Next, we design this product to fully capture the inter-
play of movement, body and form. Finally, we rigorously test and improve our design to ensure maximum 
performance and comfort without compromising style. 
 
3) Quality 

Our deep knowledge in textiles and exercise equipment, stubborn commitment and passion for quality in 
all that we do is what drives us towards perfection. We are dedicated to create products with the best ma-
terials and construction that are easy to care for and look and feel great year after year. 
 
4) Ethics 

We have an ethical attitude in everything that we do. We try our best every step of the way throughout the 
entire supply chain to provide products that meet our ethical values. Within Casall, integrity and honesty 
are at the core of how we live and work together. We strive to have a positive impact on society by living 
and doing things by example that will hopefully inspire others. 
 
VII. Values 

The Casall culture is rooted in Integrity, Achievement, Creativity, Passion and Care. 
 
INTEGRITY is the promise that we fulfill at Casall. Our most important assets include our relationships 

with our customers, with each other and with our trading partners. These relationships are built on trust 
which, in turn, is based on integrity. 
 
ACHIEVEMENT is the engine that keeps us ahead at Casall. We strive for perfection to create the best 

products, services and experiences for our customers. This is fulfilled by our talented, diligent and passio-
nate people who are focused on creating and delivering unique products with high standards for design, 
functionality, quality and ethics. 
 
CREATIVITY is the spark that ignites Casall. We encourage imagination, curiosity and diversity and 

challenge each other to stretch our limits towards creating innovative products, services, and experiences 
that address current 
and future trends. We are constantly reading, traveling, talking, seeing, listening, feeling and learning new 
ideas and knowledge from all over the world. We are never complacent. 
 
PASSION is the fuel that enables us to be Casall. Passion is what drives us each day with the energy 

and dedication to strive to be the best in everything we do. 
 
CARE is all-encompassing throughout Casall. We care on every level from how we create products, to 

our relationship with people, to how we affect the environment. 
 
VIII. Our Customer 

You. 
 
You want to perform you best, look your best and feel your best. 
 
You care about wellbeing. 
 
You think before you buy. 
 
You get inspired by fashion, training and lifestyle trends and pick your favorites. 
 
Your treasure your timeless classics; you still wear your comfortable sweater from ten years ago. 
 
You share with others when you have good things to share: a new discovery, a new workout routine, any-
thing that inspires. 
 
You believe that you don’t have to compromise on design, functionality or quality. 
 
You put in effort to find products that fulfill your high standards and that inspire you and make you feel 
good. 
 
You want to learn about what you buy, how it is made, what it is made of, you have high ethical values and 
you believe you can make a difference. 
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Simply, you care. 

Tangible Profile: 

25+, intelligent and urban 

IX. Casall Defined 
 
Casall Is    Casall Is Not 

Feminine (women’s collection)  Girly, Cute 
Masculine (men’s collection)  Macho 
Sophisticated    Old 
Sensual     Vulgar 
Perfection    Complicated 
Clean     Cold 
Elegant     Snobby 
Intelligent    Elite 
Sporty     Competition 
Function    Utility 
Fresh    Earthy 
Energy     Hyper 
Stylish     Flashy 
Casual     Hip-hop 
Innovative    Techy/Nerdy 
Scandinavian    Cold 
Luxury     Show-off 
Fashion     Contrived, Over-designed 

X. Slogans 

Move your body, it moves your mind 
To inspire you to perform your best, look your best and feel your best 
Fashionable performance 
What is your Casall? 
Fashionable Function 
We Support You (Sports bra) 
 
XI. Tags 

We have done our best, and now it’s up to you 

 

 

 


