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Abstract 

 

Corporate social responsibility (CSR), which has emerged as a global trend, has gained 

increased focus in the everyday media and among practitioners on the political agenda. 

CSR has also risen as an important research topic in the field of organization. 

This study investigates European multinational corporations’ tendencies to adapt CSR 

policies and practices, or more specifically corporate community involvement, to differ-

ent national cultures. The paper explores if/how and why companies with subsidiaries in 

different countries differentiate CSR policies. Theories of culture are used to analyze 

the basis and/or validity of such adaptation. 

The units of analysis in this research paper are two European multinational corpora-

tions, namely, the Husqvarna Group and Nestlé S.A. 
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1 Introduction 

 

Corporate social responsibility (CSR), which has emerged as a global trend (Sahlin-

Andersson, 2006), has gained increased focus in the everyday media and among practi-

tioners on the political agenda. CSR has also risen as an important research topic in the 

field of organization studies and become a key component in a firm’s reputation  

(Blombäck and Wigren, 2009; Peloza, Marz & Chen, 2006). 

CSR is the basic idea that business and society are interconnected and not separate enti-

ties. As opposed to corporate image management and other activities aimed at profit 

making, the concept is the practice of actually undertaking socially responsible behavior 

(Moir, 2001). Yet, Stephenson (2009) claims that it can be used as a strategy of achiev-

ing a competitive advantage for organizations. Porter and Kramer (2006) state that 

companies should definitely incorporate CSR in their core business strategies and that 

they are losing out by not doing so. 

The modern business environment becomes increasingly more international. The glob-

alization of business practices calls for a greater understanding of cross-cultural adapta-

tion, as it becomes an issue of critical significance to companies and their international 

employees (Williams, 2008). 

When adopted by multinational corporations (MNCs), cultural adaptation of business 

practices is also known as “glocalization” (Matusitz&Minei, 2011). Now, there seems 

to be a never ending debate regarding adaptation versus standardization and the pros 

and cons of the two strategies. However, Matusitz and Minei (2011) make a convincing 

point in their case study of Wall-Mart in Mexico. Even a powerful corporation like the 
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US retail giant, abandoned the classic standardization strategy, after failures in several 

markets, and adapted a glocalization strategy. In this case, cultural adaptation turned out 

to be very profitable, as it resulted in a financial performance well beyond expectations. 

CSR and adaptation are two research fields both too broad for a single bachelor thesis. 

The topic of this paper is basically the overlapping between the two – cultural adapta-

tion of CSR. Preliminary research suggests that both adaptation and CSR are, in certain 

regards, untapped sources of profit and seems to be somewhat overlooked, or at least 

underestimated. The Corporate Social Responsibility is still a general topic and includes 

different kinds of ethical and responsible behavior. The area of research is too broad to 

be part of a bachelor thesis so the main field of research and the highlighted actions in 

this research were the community involvement of the analyzed companies.  By narrow-

ing down the general concept of CSR it is much easier to establish a connection be-

tween the cultural characteristics and the business policies adaptation. 

There are different orientations of CSR, which depends on the culture where it is prac-

ticed (Sachs, Ruhli & Mittnacht, 2005). Hence, the concept of CSR and the meaning of 

it are different in different cultures. There is a lack of research in this area and a connec-

tion between culture and CSR has not been previously established in an academic re-

search.  

The benefit of this a research could be important for companies who are doing business 

internationally and are struggling with their CSR actions as they adopt their business 

strategies. The CSR is a growing phenomenon and its importance is becoming more and 

more significant. The analysis of already established MNC’s who are one of the most 

CSR oriented companies could represent a guidance for the ones who are coping to im-
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prove their CSR policies. The benefits for the company start from improved local image 

and perception, and could possibly result with better performance.  

1.1 Background 

This section provides a more in-depth description of the topic of the thesis. A review on 

previous research connects the topic to a broader context and presents theories and re-

sults from prior studies. The purpose is to motivate this paper and explain the back-

ground to the problem. As mentioned in the introduction the scope of this study is the 

overlapping of CSR and adaptation. Therefore, both fields will be briefly covered before 

related and connected to each other. The background also introduces models of cultural 

analysis. 

1.1.1 CSR 

The concept of corporate social responsibility has a long history. Companies’ concern 

for society can be traced centuries back. However, the formalization of the concept did 

not occur until the 20
th

 century when it emerged as a field of study and was more widely 

integrated in the corporate society, in the way it is today (Carrol, 1999).  

Over the last number of years, CSR has grown in importance and is likely to continue to 

move up the corporate agenda.  

By closely examining the CSR strategy formation of Brazilian companies, Mostardeiro 

(2007) found three interrelated factors which led these companies to develop and im-

plement CSR practices – delineating events, stakeholder pressure and specific drivers 

emerging from the companies' environment. These factors generate the appropriate con-

ditions for CSR strategies to emerge and consolidate. 
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However, it will be difficult and perhaps even contra productive to attempt to arrive at a 

specific definition of CSR for this study. According to Freeman and Hasnaoui (2011), 

CSR is not a universally adopted concept but is interpreted differently across countries 

and regions. Similarly, McWilliams, Siegel and Wright (2006) as well as Okoye (2009), 

states that the concept is not restricted to one single definition. Other scholars, i.e. Ubius 

and Alas (2009) claims that there is a considerable common ground between different 

definitions, nowadays. In more general terms, CSR is the “attempts to address various 

issues which arise out of the dynamic relationship between corporations and society 

over time” (Okoye, 2009, p. 623). However, a theoretical definition is needed to facili-

tate the academic process and increase the readability of this paper. The definition ad-

hered to in this study is the one brought forward in the “CSR pyramid”, created by Car-

roll (1996), which presents CSR as four different responsibilities or levels of CSR (cited 

in Sachs et al., 2005). 

 

Figure 1-1. Carroll’s (1996) CSR pyramid (present-

ed in Sachs et al., 2005) 
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1.1.2 Corporate community involvement 

The CSR pyramid shows that the final or highest level of corporate responsibility is phi-

lanthropy and according to Sachs et al. (2005) this also includes corporate commitment 

which increases societal wealth. Seitanidi and Ryan (2007) include philanthropy as a 

part of corporate community involvement, as shown in the table below: 

 

Table 1-1. Corporate community involvement 

Since CSR is such a broad field, corporate community involvement as accounted for by 

Seitanidi and Ryan (2007), is the main the scope of this study. 

1.1.3 Adaptation 

Here, the notion of adaptation or cultural adaptation refers to the degree to which a sub-

sidiary of an MNC is localized rather than standardized. Pudelko & Harzing (2008) 

claims harmonizing the two forces of global integration and local responsiveness is one 

of the most complex challenges multinationals faces today. Localization is defined as 

the adaptation by overseas subsidiaries of management practices commonly employed 

by domestic businesses. In a study on foreign MNCs in China, Bao & Analoui (2011) 

comes to a similar conclusion – MNCs reconcile headquarter control and adaptation by 

seeking to balance global standardization and local adaptation. 
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The utilization of the terminology of standardization versus localization commonly lim-

ited to the business practices of human resources and marketing, while the term; global 

integration (GI) versus local responsiveness (LR), usually refers to MNC strategies in 

general (Pudelko & Harzing, 2008). However, in this paper, the concepts are used inter-

changeable. This concept is also known as the GI-LR model. It is a conceptual frame-

work from mapping or distinguishing business strategies, in an international context 

(Fan, Nyland & Zhu, 2008). The two different strategies are more closely examined be-

low and then merged together in the GI-LR framework. 

1.1.4 Cultural adaptation of CSR 

Previously, few researches realized that cultural differences may affect strategic choices 

and the performance of MNCs. The effect of national cultures was neglected in most 

studies (Kwon, 2005). Hurt (2007) claims that the concept of local responsiveness has 

been too narrowly interpreted, in terms of product and market similarities. Instead it 

should be more broadly defined to include the very mindset of the host country of a 

subsidiary. 

This brings us the field of investigation of this study – CSR and culture. Should not 

CSR policies be a part of a company’s core strategy and hence also be subjected to the 

issue of adaptation? 

Arthaud-Day (2005) has suggested a tri-dimensional framework to approach interna-

tional CSR research. When viewed together, all three dimensions create a matrix that 

can be used to categorize studies of international CSR according to its essential compo-

nents: strategic orientation, content domain, and perspective. 
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Table 1-2. Summary of the three dimensions presented by Arthaud-Day (2005) 

The first element; the strategic orientation, is similar to the GI-RL framework presented 

later in the theoretical framework of this study. As indicated in the table it can apply to 

business and the standardization issue in general.  

Sachs et al. (2005) made a study quite similar to this one. In their study, two different 

CSR frameworks are compared on the basis of suitability for multiculturalism. They 

confirm the scarcity of prior research within the field and need for cultural adaptation of 

CSR. The authors state, in the abstract, that “Changing societal concerns and different 

local expectations across various countries, in the context of instantaneous world-wide 

communication, have strongly increased the exposure of corporations to external criti-

cism and challenge.” (p. 52). 

Similarly, Ubius and Alas (2009) analyze the connection between CSR and organiza-

tional culture, using European and Asian countries as research units. They state, in their 

study, that social responsibility is a part of organizational culture but philanthropy is de-

rives from the philosophical and ethical tradition of being concerned with what is good 

for society. Although philanthropy is excluded from the connection with organizational 

culture in their research, there is nothing that says philanthropy and community in-

volvement cannot be connected to national culture. 
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One important aspect of the study made by Ubius and Alas (2009) is that it shares some 

of its theoretical framework with this thesis. Hofstede and Trompenaars (see section 

2.2) are used to create a classification of the countries, on which CSR is evaluated or 

predicted. 

Operating in multiple cultures/countries complicates the process of determining what 

kind of CSR activities to engage in and how much to invest in those activities 

(McWilliams et al., 2006). 

Although the literature on cultural adaptation of CSR is very limited, the scholars men-

tioned above (i.e. Arthaud-Day, 2005; Sachs et al., 2005; Ubius & Alas, 2009; 

McWilliams et al., 2006) confirm that there is a connection between CSR practices and 

culture. 

1.2 Problem statement 

Corporate social responsibility has become a more and more significant part of the cor-

porate identity and the need for businesses to operate more ethically continuously in-

creases. CSR is today more than an external pressure from stakeholder. It has, in many 

cases, become an integrated part of companies’ core strategies. The term “strategic 

CSR” has become a widely used concept in scholarly journals. 

Assuming CSR is indeed a legitimized part of a company’s strategy and business opera-

tions, should not it be subjected to types of analysis and frameworks commonly associ-

ated with traditional business activities, such as marketing, logistics, human resources 

etc.? 
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The issue of adaptation or to which extent a business practice should be standardized or 

localized ought to be applicable to CSR. The issue is a crucial element in international 

management and related studies and applies to many aspects of a business. The connec-

tion between CSR and adaptation is something which, the knowledge of the authors, has 

not been the subject of many academic studies, nor a common policy in international 

business. From the perspective of undergraduate business students, the possible relation 

between these two fields of study is a valid topic for a thesis. 

Another major part of theory utilized in international business studies is national cul-

tures and culture analysis. This field is also interrelated with business adaptation. Stand-

ardization usually refers the corporate culture of the company in question and localiza-

tion usually refers to the national culture of the country where a subsidiary is located. 

The business operations and their cultural adaptation are subject of numerous extensive 

researches. The CSR is one aspect of the business adaptation which lacks similar re-

search. The study would demonstrate how companies who appreciate CSR see it as a 

crucial element for their competence. Another positive aspect would be the acknowl-

edgement of the phenomenon as a subject of cultural adaptation. 

In this study, the fundamental question is: does CSR fit into the adaptation framework? 

Another essential intention in this research is to use cultural theories to understand the 

basis of adaptation and explain why the phenomenon does or does not occur. 

1.3 Purpose 

The primary objective of this thesis is to investigate European multinational corpora-

tions’ tendencies to adapt CSR policies and practices to different national cultures. The 
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paper explores if/how and why companies with subsidiaries in different countries dif-

ferentiate CSR policies. Due to the broad nature of the phenomenon of CSR, this study 

will be limited to corporate philanthropy and community involvement. 
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2 Theoretical framework 

In this section, the framework on which the analysis will be based upon is presented. As 

mentioned in the introduction, the topic of this study is the overlapping of the fields of 

CSR and adaptation. The framework developed to suit the purpose of this thesis empha-

sizes the latter. Corporate responsibility or community involvement is the subject ana-

lyzed and adaptation is what is being applied. Furthermore, the theoretical framework 

is divided into two sections – level adaptation, i.e. global integration versus local re-

sponsiveness and theories of culture which becomes relevant in cases of adaptation. 

2.1 GI-LR framework 

Most scholars discuss the implications or the tendency/need to balance the two types of 

strategy (Paik & Derick Sohn, 2004; Fan et al. 2008; Kujala&Sajasalo, 2009; Griod, 

Belli & Ranjan, 2010; Bao & Analoui, 2011). 

 

Figure 2-1. The GI-LR framework as presented by Hurt (2007). 
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According to Bartlett and Goshal (1998) there are three groups of necessities that com-

panies which are doing business internationally need to fulfill. The first one is the need 

for global efficiency followed by the need for local responsiveness and developing and 

spreading innovation internationally. There are three types of companies which are used 

in the work of Bartlett and Goshal (1998) i.e. global, multinational and international. 

However based on their research, they propose another type of company which con-

ducts operations internationally – the transnational company, which is more an ideal 

compared to an actual company. What it does is using the mistakes and errors in the op-

erations of the global, international and multinational company and tries to eliminate 

them and create an ideal strategy. 

In figure 2-1, the term for a balanced strategy or a hybrid of the two traditional concepts 

would be a “transitional strategy”. 

2.1.1 Global integration 

Even large MNCs like IBM used to run operations in different countries separately. It 

was not uncommon that every county had their own procurement, finance, HR, manu-

facturing, development, other “back-office functions and even research capabilities. 

This business model is of course expensive but also ineffective. A globally integrated 

company is different in the sense that it shapes strategies globally and locates operations 

and business function anywhere in the world, based on cost, skills and business envi-

ronment. In terms of efficiency, there are still many opportunities in global integration 

(Sanchez, 2008).  

More significant to this study, are the issues and challenges that come with global inte-

gration or GI. Sanchez (2008) emphasizes the challenge of trust but also mentions legal 
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implications and, what is important to this study, business ethics. The fundamentals of 

corporate governance does differ from country to country (Breuer & Salzmannn, 2010). 

Hence, business ethics or CSR becomes an issue.  

2.1.2 Local responsiveness 

Research on local responsiveness has taken a market and marketing direction. It has 

been a large focus on the product and how it can be adapted to local markets. This does 

not take into the account that fact that the culture and mindset of managers in the host 

country is different from the MNC’s country of origin (Hurt, 2007). The cultural aspect 

of the issue might in fact be quite essential. 

The term “glocalization” or “glocal strategy” refers to the cultural adaptation strategies, 

adapted by an MNC in order to cater local preferences worldwide (Matusitz & Minei, 

2011). Svensson (2001) defines the terms as the aspirations of a global strategy ap-

proach where the necessity for local adaptation is acknowledged. Here glocalization is 

used, not as a synonym, but as a means to highlight the benefits of local responsiveness.  

An example of when cultural adaptation has been very successful is when Wall-Mart 

deviated from its global integration tradition and adopted a glocal strategy. The classic 

strategy of standardization was abandoned, after failing to expand to several new mar-

kets. When Wall-mart ventured in Mexico, a glocal strategy was adopted. In this case, 

cultural adaptation turned out to be very profitable, as it resulted in a financial perfor-

mance well beyond expectations. This shows that even a powerful corporation like the 

US retail giant has to show cultural understanding and display cultural adjustments in 

order to remain competitive on a global level (Matusitz & Minei, 2011). 
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2.2 Cultural analysis theories 

There are several different theories for classifying and explaining national cultures. 

Three of them have been selected to be a part of this thesis. Out of the most prominent 

models, theses three seemed applicable in the context of the topic of this paper. Hof-

stede’s cultural dimensions are perhaps the most recognized theory and is also the main 

model for this study but it has been widely criticized as well, and is therefore compli-

mented with the models of Trompenaars and Hall. 

2.2.1 Hofstede 

This theory derived from one of the most comprehensive studies of how values in a 

business environment are affected by culture (Hofstede, 2012). Survey data on the val-

ues of people from over 50 different countries, working in local subsidiaries of the mul-

tinational corporation IBM, was collected between 1967 and 1973. A statistical analysis 

of the results of the survey showed that people at similar positions but of different na-

tionalities experience similar problems but have different solutions. Four problem areas 

were identified: 

 Social inequality and relationship to authority. 

 The relationship between the individual and the collective. 

 The importance of gender, i.e. the social implications of being a male of fe-

male. 

 Ways of handling uncertainty.  
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These problem areas correspond to dimensions of culture and can be measured by com-

parison with each other. The dimensions of culture came to be: 

 Power distance (PDI) – the extent to which less powerful members of organiza-

tions and institutions expect and accept that power is unequally distributed. 

 Individualism versus collectivism (IDV) – Individualism applies to societies 

where ties between individuals are loose, i.e. the individuals are expected to look 

after their own immediate interests. Collectivism is the opposite and applies to 

societies where individuals are integrated into strong, cohesive groups, where 

lifetime loyalty in return for protection to expected. 

 Masculinity versus femininity (MAS) – the extent to which the dominant val-

ues of a society are masculine or feminine. Masculinity applies to societies 

where gender plays a significant role, i.e. men are supposed to be tough, asser-

tive and focused on material success and women are supposed to be tender, 

modest and concerned with quality of life. Femininity applies to societies where 

gender roles overlap and everyone is expected to be tender, modest and con-

cerned with quality of life. 

 Uncertainty avoidance (UAI) – the extent to which people, in a society, feel 

threatened by unknown or uncertain situation and tend to avoid them. I.e. there 

is a need for predictability and structure. 

(Hofstede, 1997) 
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Later on, two other dimensions were added: long-term versus short-term orientation 

(LTO) and indulgence versus restrain (IVR). The LTO can be said to deal with society’s 

search for virtue. Societies with a short-term orientation are normative in their thinking 

and focus on quick results. Generally there is a strong concern with establishing an ab-

solute truth and a great respect for traditions. On the other hand, societies with a long-

term orientation have a more flexible view of the truth as, it depends on the context. 

People are more focused on savings, investment and perseverance. IVR deals with grati-

fication of basic human drives, related to enjoying life. Indulgence represents societies 

where people are free to enjoy. Restraint represents societies where gratification of 

needs is discouraged regulated by strict social norms. (Hofstede, 2012). 

Hofstede’s country classification 

The dimension of power distance is quite straight forward – a high index figure repre-

sents a more hierarchical societal structure. As indicated by the abbreviations, in the se-

cond and third dimension, high index figures represent individualism and masculinity 

respectively. 

Uncertainty avoidance is perhaps the most complicated dimension. The higher the index 

value, the higher the level of uncertainty avoidance but what does it really mean? From 

the previous definition one might think that high uncertainty avoidance equals commit-

ment to future planning and sophisticated societal structure. In fact, uncertainty avoid-

ance and the later added fifth dimension; long-term versus short-term orientation, seem 

to have an inverse relationship. Take Hong Kong as an example – a quite low level of 

uncertainty avoidance and an extremely high commitment to long-term thinking. Strong 
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uncertainty avoidance often corresponds to fear of unfamiliar situations and what is dif-

ferent and to tendencies to suppress deviant ideas and innovation. High uncertainty 

avoidance in a society also suggests a repressive, negative and distrustful relationship 

between citizens and institutions or authority. Lower uncertainty avoidance corresponds 

more to an open and relativistic way of thinking. 

2.2.2 Trompenaars’ dimensions 

A several yearlong multicultural study of managers, by Trompenaars and Hampden-

Turner concluded that intercultural business conflict can be traced to a finite set of cul-

tural differences. The study also showed that enough similarities exist between the cul-

tures to solve the conflicts (French, Zeiss & Scherer). 

Different cultures distinguish themselves from each other in their way of handling uni-

versal issues. The model is based on the solutions to a basic set of dilemmas – survey 

question asked to managers from countries around the world. The authors have chosen 

to divide these problems into three groups; dilemmas created from ones relationship 

with other people, dilemmas that come from the passage of time and dilemmas relating 

to the environment. From these different types of dilemmas, seven dimensions of cul-

ture can be identified. The first five go under the heading of relationship to people. 

There is one dimension for time and one for nature. Trompenaars and Hampden-

Turner’s seven cultural dimensions are listed and explained below: 

The universal versus the particular 

The first of Trompenaars’ dimensions defines how people judge each other’s behavior. 

There are two alternative types of judgment. On one end of the spectrum, there is an ob-
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ligation to adhere to universally agreed upon standards, in the culture in question. Uni-

versal standards are different depending on the culture. It can be to follow the law, be-

ing respectful, not lying and so on. At the other end, there is a particular obligation to 

people in our direct surroundings. Because we know them, it is natural that we are re-

spectful and do not lie to them. Universalist behavior is rule-based and abstract whilst 

particular behavior focus on the exceptional nature of present circumstances, i.e. it is 

more based on context and relationships. Both types of societies tend to view each other 

as corrupt. 

Individualism versus collectivism 

The second dimension is the conflict between what each of us wants and the interests of 

the group we find ourselves in. Individualism is the orientation of personal independ-

ence and focus on the self. Collectivism is the orientation of common goal and objec-

tives and focus on the group. 

Affective versus neutral 

The affective versus neutral dimension differentiate cultures depending on the role of 

emotions in relationships between people. Both emotions and reason play a role in rela-

tionships. Depending on which of them is dominant, the culture will be either affective 

or neutral. In affective societies, people display their emotions whereas in neutral socie-

ties feelings are kept controlled and subdued. 

Specific versus diffuse 
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The fourth dimension is closely related to the third one, regarding emotions. It deals 

with how far people get involved with each other. In specific-oriented cultures, for ex-

ample, professional and private life is clearly separated. A manager is boss over his/her 

subordinates at work but not during a private time interaction. In diffuse cultures, every-

thing is interconnected. The authority and respect of a CEO of a large company is not 

isolated to the office but is present every aspect of society. A business partner might 

want to know about your family, friends and interests before he/she is comfortable 

working with you. 

Achievement versus ascription 

All societies have members with different levels of status. This dimension is about how 

a culture accords it. In some, status is achieved by individual performance. In others, it 

is ascribed according to virtue: gender, age, family background, education, social con-

nections and so on. Achievement based cultures are focused on doing. Ascription based 

cultures are focused on being. 

Attitude towards time 

The sixth dimension is about the relationship to time. Different cultures have different 

ways of viewing, perceiving and experiencing time. The main differences lie in the rela-

tive importance of the past, present and future in a society. Also, in if time is viewed as 

sequential – a series of passing events, or synchronic – with past, present and future in-

terrelated.  

Attitude towards nature 
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The last dimension is the most fundamental one to human existence. Survival itself has 

meant and still means working against or with nature. As in the previous dimensions, 

there are different orientations in different cultures. The most obvious distinction is be-

tween the belief that nature must be controlled and the contrasting view that we are a 

part of it. Applying this dimension to the business world, cultures of the first orientation 

are called inner directed and view organizations as machines that obeys its operator. 

Cultures of the second orientation are called outer-directed and tend to see an organiza-

tion as a product of nature, which owes its existence and development to the surround-

ing environment (Trompenaars & Hampden-Turner, 1997). 

2.2.3 Hall’s model of context 

This model builds on the assumption that culture is communication and that communi-

cation can be defined as either high context or low context. Context is the information 

that surrounds an event. All the cultures of the world can be compared on a scale from 

low to high context (Hall, 1990). The elements which make up a context are importance 

of relationships, types of messages, authority, agreements, interaction between insiders 

and outsiders and cultural patterns (Mead & Andrews, 2009). 

In a high context communication, most of the information is already in the communi-

cating individual, while very little is in the coded explicit message. In a low context 

communication, the opposite apply. Here most of the information is given in the explicit 

code (Hall, 1976, cited in Hall, 1990). For example, two members of the same family 

might have a high context communication, while a lecturer in a class room might com-

municate in a low context. 
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The table below shows how cultures can be classified according to level of context
1
. 

 

Table 2-1. Examples of cultures and how they compare in the sense of 

level of context 

 

 

                                                 
1
 Several cultures can exist in separate countries or regions. The classification is made upon a set of as-

sumptions. See Hall (1990). 
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3 Methodology 

This section describes the methodology of researching and gathering the data for the 

purpose of completing the research. It also analyses the different views of conducing the 

information towards accomplishing this study. Another aspect of this section is the limi-

tations of the chosen methodology and its approach.  

3.1 Method selection 

In the theory of methodology the basic and one of the most common classifications is 

the one which divides the information gathered as of a primary and secondary source. 

According to the University of Maryland (n.d..) the primary sources are from the time 

involved and have not been processed by any kind of assessment. The secondary 

sources on the other hand are assessed and evaluated primary information which is not 

genuine i.e. processed primary information.  

The method itself was quite a challenging part of this study. The information that need-

ed to be collected was initially imagined to be mostly of a primary source but in the lat-

er phases of the work the primary information collection was seen as something which 

required significant amount of effort and persistence. Also the primary sources were not 

sufficient so secondary sources had to be included in the research including previous re-

search and several case studies. The larger part of the study used analysis of secondary 

data which allowed us to interpret results in a manner that it was a subject of previous 

primary research and sources of information. That makes the research more flexible and 

elaborative. The usefulness of the secondary data is based on the  content of a lot of in-

formation collected not only to answer our concrete question but also to provide/give 
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additional details, facts and figures. Another benefit of the secondary data collection and 

its prevalence in the research makes the subjectivity of the research less dominant. Fi-

nally the more various source used the higher the quality of the research is. 

3.2 The Qualitative Method 

The purpose of our thesis clearly sates, it will deal with CSR and cultural adaptation, 

two things that might be considered quite subjective. The research is even narrowed 

more specifically to the community involvement and the philanthropy of the companies 

analyzed. When deciding on the type of methodology which is going to be used in data 

analysis and result implementation this choice made qualitative the most suitable form 

of methodology used.  As already decided and chosen as the most appropriate method it 

was crucial to understand what does one qualitative research truly represent. According 

to Golafshani (2003), qualitative research is a research which does not represent any 

kind of results derived by statistical methods or any kind of quantification. The research 

is based solely on analyses of information which does not contain quantification but ra-

ther statements and results which are non-statistical. Evaluative reports, points of view, 

policies and strategies, critical evaluation, descriptive form actions makes the quantita-

tive method completely unsuitable for this type of research. 

3.3 Data Collection/Conducting the Study 

Before the companies were analyzed it was crucial for this paper to work with the theo-

ry that was used. By using various sources of secondary nature, mostly internet articles, 

online journals and books, sufficient number of theories were found and able to imple-

ment in the research. The following step in conducting the research was to investigate 

and analyze the companies which the research is based on. For this purpose online re-
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sources were used such as online journals, articles and corporate websites. It was crucial 

for the research to understand the general policies of the companies in order to continue 

with the rest of the research. 

The following step was to contact the companies themselves. Around 30 multinational 

companies were contacted regarding an offer to collaborate with us on this research. 

From all of the contacted companies only Nestle and the Husqvarna Group were the 

ones who replied with positive attitude and the willingness to help with the research. 

The answers which were received by the rest of the companies were either that they 

were too busy to participate in the research or we were referred to their official corpo-

rate websites but such action would not be sufficient to support and contribute this re-

search with the necessary amount of information. We contacted those two initially by 

email. When they expressed the will to help us with our research we contacted them by 

phone in different occasions throughout the research. The telephone conferences were 

of an unstructured interview nature. The purpose of that was to establish informal rela-

tionship with the company representatives. That type of communication was used for 

the simplicity of the conversations and the ability to come up with new questions and 

topics to be raised so as for the companies to feel more free in answering and participat-

ing in the discussion. The main point was to create a discussion with the contacts since 

Corporate Social Responsibility is something which companies are at the same time 

willing and reluctant to discuss especially large corporations which are often a subject 

of criticism. While contacting with the companies it was important to provide the re-

search with another source of data. For that purpose the largest European CSR organiza-

tion – CSR Europe was contacted. The organization provided us with general info on 

CSR and some more detailed information regarding our research. The data collection 
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was led through email. The information gathered contributed the research in the empiri-

cal data by allowing us to support some of the claims made especially regarding the 

global CSR strategies of the large MNC’s. 

In the further stage of the work on the paper a direct communication with Nestle Bul-

garia was established. The interviewee was the Director of Communication department 

in the country – Maria Hristova-Svec. After a detailed explanation of the researched 

topic and the areas of our interest Hristova-Svec has replied promptly to the interview 

questions. Those were aiming to examine to what extend the global social campaigns of 

the firm vary and localize in relation to Bulgarian culture. Concretely, the type of semi-

structured qualitative interview which consists of open-ended questions was used. 

Hence, the interviewee can give more complex and complete answers in comparison to 

questionnaire, for instance. The questions largely concerned the localization and stand-

ardization approach of the international campaigns applied in the regional market. The 

information gathered, was exchanged mainly through online communication. The inter-

view was very well organized and hence we reached a personal opinion, direct contact 

with the firm and objective results concerning socially responsible actions in Bulgaria. 

3.4 Limitations 

Discussing the corporate social responsibility is quite vague but also in some terms ab-

stract. Defining what the companies do for their environment and the society is some-

thing which cannot be described or pointed in definitive measures. The purpose of cor-

porate social responsibility from the company’s perspective is definitely something 

which is worth researching on.  
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When describing a CSR strategy companies might overemphasize the purpose of their 

actions but also what the company is benefiting from that action. Another fact to be 

mentioned is the reluctance of the companies to discuss the criticism of their action. In 

many countries especially from the developing world the actions of the large companies 

are a subject of criticism but we did not raise this issues while conducting the research. 

What was the main subject of discussion were the positive actions of the companies and 

especially their society involvement. These activities are becoming more and more im-

portant for the enterprises since the competition in the market is not only a competition 

of performance but is slowly becoming a competition of societal significance. Compa-

nies are trying their best to become an important member of the society and the efforts 

toward that are increasingly important.  

Research on CSR is generally quite extensive. In order to reach the purpose it was im-

portant to invest a lot of resources. The time was a constraint and a luxury which was 

not present while this research was being conducted. That’s why we had to limit our-

selves and shorten the research as much as possible. 
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4 Empirical findings 

This chapter presents the empirical material collected from the two research units; the 

Swedish Husqvarna Group and the Swiss based food and nutrition giant Nestlé S.A.. 

The two sections covering the corporations both begins with general principles of the 

companies and continues more in depth with primary data. Due to different levels of ac-

cess, more material was collected from Nestlé and the structure is generally different 

between the two sections. The different quantities of findings, and hence depth, between 

the two firms does crease sort of an imbalance, as far as structure goes. However, con-

sidering the lack of research in the field and sensitivity of the topic, all findings are 

deemed relevant and interesting to readers of this paper. 

4.1 Husqvarna Group 

On its corporate website, the Husqvarna Group presents a well-developed and well-

structured CSR policy, along with environmental, social and economic responsibilities 

and a code of conduct, which underscores the values of the company. It is stated that 

“The code applies to all employees irrespective of position or country” (Husqvarna 

Group, 2012, p.1). At the same time, in the company’s anti-discrimination section, it is 

stated that “In a global business such as Husqvarna's it is also important to respect local 

cultures and the way of working in different countries, without compromising company 

rules” (Husqvarna Group, 2012, p.1). Principles of the company 

4.1.1 Principles of the company 

The Husqvarna Group’s CSR policies are mainly guided by the code of conduct, envi-

ronmental policy and several additional internal policies (Husqvarna, 2011). In its code 



 

30 

 

of conduct, the Husqvarna Group divides its principles into four basic sections; business 

principles, human rights and workplace practices, the environment and safety (Husqvar-

na AB, 2009). A summary of the code of conduct is presented in the table below. 

 

Table 4-1. Summary of Husqvarna’s code of conduct. Sections in the table 

that are underlined are the fragments of the code of conduct which might 

imply a possibility of cultural adaptation. 

The company itself presents three aspects of corporate responsibility, economic, envi-

ronmental and social. Economic responsibility is basically the pledge to stakeholders to 

create long-term value. The environmental policy is characterized by the life cycle 

thinking, which refers to a holistic view on the company’s environmental impact. The 

focus is extended beyond manufacturing sites to ensure a product’s entire life cycle is 

accounted for. Every phase of the life time of a product is to be taken into consideration. 

The cycle begins with product design and ends with recycling. The main feature of 

Husqvarna’s social responsibility is an initiative to make the firm more attractive to 

women. The company has a male dominated workforce. Hence, a diversity project was 

launched in Europe and the US in 2010 (Husqvarna Group, 2012; Husqvarna AB, 
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2011). These areas are basically Husqvarna’s take on CSR. The responsibilities brought 

up are similar to the three first levels of CSR, according to Carroll’s pyramid. The first 

aspect, economic responsibilities is the same. Environmental responsibility corresponds 

to legal responsibility and social responsibility corresponds to ethics, in a way. What the 

Husqvarna group seem to miss is the fourth level or CSR, philanthropy. 

4.1.2 Interview results 

The Head of Environmental Affairs, who is the contact initially referred to, states that 

there no direct initiatives for adapting CSR policies or practices, from the Husqvarna 

group. The company does take higher precautions and are more thorough in their selec-

tion of suppliers and other business partners when it comes to China. The country is 

perceived as less corresponding to Husqvarna’s code of conduct and hence subjected to 

more scrutiny. In general the company applies a global approach to CSR, which is 

based on enforcing the code of conduct, to a large extent. The company could also clari-

fy a section in the code of conduct, which appeared slightly ambiguous. Husqvarna will 

not hire anyone below the age of 15 no matter what local law says. Local law can only 

increaser the age requirement (J. Willaredt, personal communication, 2012-04-09). 

Husqvarna’s corporate communications manager states that the company’s main con-

cern regarding CSR on the global level is to first follow the local laws (K. Stjärnekull, 

personal communication, 2012-04-23).  

Philanthropy 

Since corporate community involvement and philanthropy is the focus of this study and 

that part was missing in Husqvarna’s own declaration of CSR policy, that became the 

fundamental question of further investigation of the company. 
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An independent organization, CSR Europe, was consulted in order to obtain further in-

formation about the topic. CSR Europe is the leading business network for issues con-

cerning corporate responsibility in Europe (CSR Europe, 2012). A member of their ser-

vice team stated that when it comes to CSR how it differs between countries and re-

gions, there is one aspect which is especially prominent. Corporations have different 

approaches to philanthropy and community investments. One example of this is the fact 

that it is generally more accepted to donate large sums of money to charity in the US 

than in Western Europe (D. Karlsson, personal communication, 2012-04-19). 

The Husqvarna Group confirms that their involvement in community investment is 

larger in the US, compared to Europe (K. Stjärnekull, personal communication, 2012-

04-23). The claim can be backed by the fact that the company won a major award for 

their community service in Charlotte, North Carolina, in 2011 (Swedish-American 

Chambers of Commerce, 2012). Information regarding the Husqvarna Group’s corpo-

rate community involvement does not seem to be available on the company website or 

in any official documents referred by contacts.  

4.2 Nestlé S. A. 

Nestle S.A. is a Swiss nutrition, health and wellness company which is one of the larg-

est in the industry. It was formed in 1905 by the merge of two companies. Since then 

the company is based in the Swiss town of Vevey, operates successfully in almost every 

country in the world and employs 328 000 people. 

The company’s mission of "Good Food, Good Life" is to provide consumers with the 

best tasting, most nutritious choices in a wide range of food and beverage categories and 

eating occasions, from morning to night.”(Nestle, 2012). According to the company 
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earning the trust of their stakeholders and shareholders is that it requires a long period 

of time by constantly fulfilling their promises. Furthermore they believe that creating a 

long-term sustainable relationship with the shareholders is achieved only if the compa-

ny’s behavior, strategies and actions create value for the communities in which they are 

present. The company calls this “creating a shared value”.  

4.2.1 Principles of the company 

The company has designed the following code of conduct in order to “provide a frame 

of reference against which to measure any activities. Employees should seek guidance 

when they are in doubt about the proper course of action in a given situation, as it is the 

ultimate responsibility of each employee to “do the right thing”, a responsibility that 

cannot be delegated” (Nestle, 2008). 

 

Table 4-2. Summary of Nestlé’s code of conduct. 

Nestlé’s “creating shared value” is the guidance by which the company creates value for 

the shareholder by creating value for the society. They were the first company to accept 

the approach even though their history of working with the society is practically rooted 
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in their existence. The concept is mostly based on three areas: nutrition, water and rural 

development. As stated on the company’s official website, “Creating Shared Value 

builds on a strong base of performance in environmental sustainability and compliance, 

as illustrated in the CSV Pyramid above. In addition, we recognize the vital role of our 

people and the importance of engaging and collaborating with other organizations.” 

(Nestle, 2012).  

By compliance the company understand to earn the trust of their stakeholder by working 

by laws and regulations and to be committed to honesty and integrity. In their compli-

ance reports the company clearly emphasizes the principles of their compliance, the 

support of the UN’s Global Compact and the UN Millennium Development Goals add-

ing the human and the labor rights. The marketing they practice is respected and com-

plies with the Consumer communication commitment.  Another aspect which is incor-

porated in their core business principles is the quality and the safety of their products. 

4.2.2 Interview results 

As in the case of the Husqvarna Group, Nestlé’s primary statement on the issue of CSR 

adaptation was that the company does not explicitly pursue any strategy of cultural ad-

aptation (M. Elmgren, personal communication, 2012-04-17). In this case, though, a 

more in-depth investigation was made possible. 

Nestle Social Activities 

According to the Chief Technology Officer at Nestle S.A., Werner Bauer “Nestlé nutri-

tionists world-wide work to ensure that all nutrition communication, both on and off 

pack, is locally relevant, as well as scientifically sound.” (Nestle, 2012). 
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“Locally relevant” is a key definition is this opinion, since it implies the strict customi-

zation and area- preferential synchronization to local culture. The adaptation to local 

tastes and background are essential features of Nestle Global market strategy.   

Moreover, Nestle understands the importance of local culture. the firm considers the 

needs in the area and focuses on improving the regional environmental conditions, of 

operation. According to the Austrian-born CEO Peter Brabeck-Letmathe"…  make sure 

that employees at all our regional companies maintain their original cultures, but follow 

the same Nestle principles … We don't want to transform a Chinese into a Chilean or an 

American into an Australian. All we're asking for is that he or she embrace the common 

values that we have."(Reichlin, 2004). Understandably, Nestle complies with the culture 

in each market of operation while following same corporate unison. Thus, Nestle is 

prompted to cultural diversity and encouraged to reorganize and adapt the company’s 

internal infrastructure. Hence, the firm is employed to cooperation with non-business 

oriented organizations in the areas (Nestle Global, 2012). 

Rural development is one of the core principles of the company. Therefore, Nestle S.A. 

is heavily investing in outside factories by sourcing raw materials from local farmers. 

Additionally, Nestle is a society’s strong partner in the role of client of supplement 

goods and materials (e.g. milk, coffee, cocoa) and also vital collaborator in familiariza-

tion and education into associated agricultural business. Hence, helping businesses to 

improve supply chain and eliminate harmful practices. Since 2011, Nestle Global has 

initiated a collaborative work together with the Fair Labor Association (FLA). FLA is a 

non-profit multi-shareholder body that aims on improving working conditions among 

supply chain in big companies.  
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According to the Executive Vice President of Operations at Nestle Global, Jose Lopez 

“In the past we haven’t been able to find a credible partner which has the capacity to 

help us with this kind of project …Now we have found an organization that can help us 

contribute to addressing the problem of child labor.” (Nestle Global, 2012). 

In addition, the joint projects focus on checking and ensuring the highest possible 

standards in sourcing of raw materials. The role of FLA is to audit, assess and advice 

the firm on better, more effective, sustainable and transparent practice. Nestle Global is 

the first company in the food industry to combine forces with FLA and to look towards 

internal-policy improvements. It is important to point out that Nestle Global initiates 

and participates in various communal projects in all countries of operation. By localiz-

ing, cooperating with public institutions and adapting to the area’s social weaknesses, 

Nestle Global successfully applies same expertise to different cultures.  

In this report we are focusing on two global social programs undertaken by Nestle 

Global. Both cases are related to children in different locations and growing in different 

cultures.  The first course concerns examination of the child labor practice in the cocoa 

sourcing sector. The second is the global campaign aiming on education and familiari-

zation of nutrition, health and wellness kids between 6-12 years. Even though the pro-

grams are global, there is a different approach for adaptation to local needs and slight 

variation in the organization of the events in distinct regions.  

Cocoa Plan 

“Cocoa Plan” initiative relates to the plant science and sustainable production in the 

world’s largest source of cocoa – the Ivory Coast (39%) (The Cocoa Plan, n.d.). The 
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Plan intends to help local cocoa farmers to run profitable businesses without compro-

mising on environmental and humanitarian issues.  

The four key areas of improvement are:  

 

Table 4-3. Key elements of improvement 

In accordance to Paul Bulcke – shared value in the business means – benefits for both 

stakeholders and local community (Nestle Bulgaria, 2012). Cocoa Plan is a proof of 

corporate involvement and local supply chain development by offering technical exper-

tise, training and better living conditions. In 2009 Nestle opened Research and Devel-

opment Centre in Abidjan, Ivory Coast. The Centre is committed to R&D of the local 

African region and is dedicated to meet the local needs through traditional raw materials 

and nutrition ingredients (The Cocoa Plan, 2012). In collaboration with FLA and gov-

ernmental institutions, Nestle ties with independent examination for tackling child labor 

in supply chain in the Ivory Coast. In case of discovered problems, related to exploita-

tion of child labor, the third party will advise and recommend on an individual level 

each cocoa farm.  

http://maps.google.co.uk/maps?hl=en&rlz=1I7ADFA_bg&q=abidjan&um=1&ie=UTF-8&hq=&hnear=0xfc1ea5311959121:0x3fe70ddce19221a6,Abidjan,+C%C3%B4te+d'Ivoire&gl=uk&ei=tu2XT_X0Bc3rsgb68JHVAQ&sa=X&oi=geocode_result&ct=title&resnum=1&ved=0CDYQ8gEwAA
http://maps.google.co.uk/maps?hl=en&rlz=1I7ADFA_bg&q=abidjan&um=1&ie=UTF-8&hq=&hnear=0xfc1ea5311959121:0x3fe70ddce19221a6,Abidjan,+C%C3%B4te+d'Ivoire&gl=uk&ei=tu2XT_X0Bc3rsgb68JHVAQ&sa=X&oi=geocode_result&ct=title&resnum=1&ved=0CDYQ8gEwAA
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The research showed that there is a link between rural poverty and child labor practices. 

Additionally, Nestle sources raw materials and agricultural crops from roughly 5 mil-

lion local farmers. The statistics reveal that out of total 115 million workers, only 20% 

of the agriculture farmers were paid, where approximately 40% were unpaid family la-

borers. Thus, the firm is potentially involved in hazardous child labor through its agri-

culture supply chain.  In order to work effectively and prevent such practices Nestle 

must be in compliance and thorough understanding of local culture, community and 

family situations, health and safety issues as well as education and accessibility to 

schools in the region. The elimination of child labor in the agricultural sector is compli-

cated task for Nestle. Nestle’s Supplier Code includes all operations with a respect to 

family and reasonable need of rural development. (Nestle Global, 2012) The transparent 

initiative to provide trainings and guidelines for tackling child labor to civil society or-

ganizations is a way to reach and spread the knowledge among the rural population. 

There is a clear strategy for addressing the root causes of the problem and to communi-

cate the plan with suppliers unwilling or unable to comply with the common rules.  

Healthy Kids Global Program 

The objective of the program is to improve the awareness and knowledge among chil-

dren (6-12 years) about the nutrition, health and wellness. The assistance and collabora-

tion with national health authorities and experts as well as the partnerships with 

(non)governmental and national sporting organizations, significantly contributes for the 

better scale results.  

“The programs must fulfill stringent criteria and vary as each country’s circumstances 

are taken into account.” (Nestle, 2010) 
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In 2011, the campaign reached more than 6 million children in 60 countries of opera-

tion, such as Bulgaria, Georgia, New Zealand, Trinidad and Tobago.  Considering the 

adaptation to local circumstances Nestle believes “each programme is carefully moni-

tored and evaluated and varies from country to country. With every country or commu-

nity facing a different set of challenges, each solution must be based on a thorough un-

derstanding, and must also be tailored to local health needs if they are to truly succeed 

over time.’ (Nestle, 2012) 

Bulgarian market 

Live Active! is an extremely successful campaign in Bulgaria. Each year it attracts 

many participants to join the activities and spread the idea of healthy living. Live Ac-

tive! was initially introduced in 2006, when more than 83 500 people were united by the 

idea of healthy living. The program clearly shows a socially concerned project that 

unites the community for a shared cause. Nestle Bulgaria succeeded in attracting people 

with different interests to attend the corporate-social event and thereafter to spread the 

healthy campaign among the nation. (Nestle Bulgaria, 2012) 

To conclude, it is obvious that Nestle Global puts a lot of effort on the satisfactory ac-

tivities with socially responsible orientation. The firm concentrates its public actions in-

to improving knowledge about health and the importance of physical activity. Nestle 

explicitly demonstrates its thorough dedication and strong position about the public wel-

fare, economic stability, health and awareness. The social programs are identical and 

global, the idea and the desired results are similar. Consequently, we may conclude that 

Nestle Global pledges on a standard external CSR practice. In order to be absolutely 

successful each country consults and works in a close collaboration with national au-
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thorities that are familiar with the local culture. Thus, Nestle Global is able to recognize 

and to directly focus on the particular environment.  
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5 Analysis 

In the analysis chapter, the theories from the framework will be applied to the findings 

presented in the empirical research section. The chapter is divided into two parts, one 

for each company investigated. Both parts begins with a more general analysis of the 

companies and their countries of origin. The analysis then continue with applying theo-

ries of adaptation and culture to the companies’ corporate community involvement. 

5.1 Husqvarna Group 

5.1.1 General principles 

Husqvarna’s main framework for CSR is its code of conduct. It is what is repeatedly re-

ferred to by the company when asked about corporate responsibility and is said to be 

applied globally. Hence it is more of a global corporation on the GI-LR scale. This 

analysis begins with looking at the code of conduct with regards to the national culture 

classification for Sweden, the company’s country of origin, made by Hofstede. The fig-

ure below shows the figures for the Swedish culture. 

 

Figure 5-1. Sweden’s culture 

Sweden has a low power distance which means decentralized power, equality, accessi-

ble superiors, close contact between managers and employees and empowerment. With 
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these characteristics in mind, the human right and workplace practices section seems 

most relevant. All points brought up in the section correspond with the Swedish culture 

and should not be difficult to enforce in the company’s home country. But this policy 

might be less suitable for more authoritarian countries like Malaysia or Slovakia.  

Environmental thinking is commonly associated with long-term thinking. So, is there a 

possible relation between Hofstede’s long-term versus short-term dimension and com-

panies and cultures’ view on the issue of environment? 

5.1.2 Corporate community involvement  

The main finding of the empirical research of this study was the fact that Husqvarna 

does invest heavier in community involvement/philanthropy in the United States than in 

Europe. Since this appear to be a common practice of MNCs, we begin with asking our-

selves why this might be. 

As for Hofstede’s model, the individualism versus collectivism dimension is the most 

applicable one in this case. The united States is a highly individualistic country, which 

is supposed to be characterized by a loosely-knit societal structure, in which people look 

after themselves and their immediate surroundings. In the case of MNCs, the communi-

ties in which they operate is their immediate surroundings. Comparing to countries like 

France, Germany, the Netherlands, Sweden, Switzerland and even the UK, the United 

States is more individualistic than Europe, which provides one possible explanation for 

the phenomenon. 

Trompenaars provides several dimensions applicable to this case. The universal versus 

the particular dimension probably captures the issue of corporate community involve-

ment best. Focusing resources in communities where the MNC operates or have an in-
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terest is very particularistic. In three of Trompenaars’ (1997) surveys, measuring this 

dimension, the United States is places high or very high on the scale, meaning it as a 

universalist culture. 

Hall classifies the United States as a low context culture. Donating money or getting in-

volved in a community in another way is a very explicit action/message. There is no 

underlying understanding about what constitutes a good firm. In the US, it seems like 

reputation has to be earned in a very direct way. 

The models Hofstede and Hall can be used to explain the phenomenon of larger philan-

thropy investments in the United States, compared to other regions (i.e. Europe). 

Trompenaars’ model, on the other hand, can be argues to contradict it on a normative 

level. It can also be said to fail to make the connection. 

More specifically for this case, why do a Swedish corporation chose to adapt its practice 

of corporate community involvement in this way? The answer is more likely to lie in the 

American culture and the phenomenon in general. 

Because of this finding, it can be stated that the Husqvarna Groups shows some indica-

tions on local responsiveness or adaptation when it comes to CSR. Hence, it would 

place slightly more to the right in the GI-LR graph. Although it is still a globally inte-

grated company. 

5.2 Nestlé 

5.2.1 General principles 

Nestlé’s main framework for dealing with corporate responsibility is their concept 

called creating shared value and also, their code of conduct. As in the previous part, the 

analysis begins with comparing the principles of the company to Hofstede’s country 
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scores. The figure below shows the country classification for Switzerland, according to 

Hofstede. Note that apart from power distance and level of individualism, Switzerland 

is quite different for Sweden. 

 

Figure 5-2. Switzerland’s culture 

Beginning with the code of conduct, it is stated that priority may be given to relatives of 

current employees, in the recruitment process. This does not correspond to Switzer-

land’s national culture, according to Hofstede’s country scores. Switzerland is deemed 

to be an individualistic country, with a score of 68. One vital characteristic of such cul-

tures are that the employer-employee relationship is a contract based on mutual ad-

vantage. Hiring and promotion decisions are supposed to be based solely on merits. 

As for the Creating Shared Value, legal compliance, environmental sustainability and 

creating value for the society is too general to analyze with cultural theories. 

5.2.2 Corporate community involvement 

As discussed in the theory section Hurt (2007) divided multinational companies based 

on their local responsiveness and the need for globalization while being present in nu-

merous countries which are distinguished geographically and also culturally. Conse-
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quently the ones which are ignoring or their priority for local responsiveness is quite 

low belong to the group of global companies and the ones which put high value on local 

responsiveness belong to the group of multi-domestic companies. As seen in Nestlé’s 

campaigns in Bulgaria and the Ivory Coast the company is complying with their code of 

conduct which states their global purpose, principles and policies but also applying their 

actions to the local culture and its needs. According to the Hurt’s framework this fits in 

the category of multi-domestic companies. Additionally Aboy (2009) explains that the 

classic multi-domestic corporation is losing its traditional belonging to such classifica-

tion but rather moving to a new kind of modern multi-domestic company. The slight 

difference between the two is the higher emphasis on the corporate culture and central-

ized action rather than local responsiveness. The characteristics of the modern multi-

domestic company for which Nestle is representative are presented in the work of Aboy 

(2009): 

 Matrix Position: medium global integration / high localization. 

 Stage: developed stage of internationalization.  

 Subsidiary role: local responsiveness, country/region specific strate-

gies.  

 Center role: global integration, coordination, resource allocation, 

R&D, knowledge transfer  

 Management Decisions: bottom–down (differentiation) and top–

down (integration).  

 Technology & Knowledge Transfer: knowledge transfer across bor-

ders.  

 Percentage of Foreign Sales: high. 
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The fact that the Nestle is still maintaining but slowly moving away from the multi-

domestic approach is also a subject of research of other researchers. For instance, 

Schuling (2001) states, in her paper on the acceleration towards the global strategies, 

that the multi-domestic approach used for more than a decade by companies like Nestle 

is slowly starting to be considered as an outdated model.  

Even though Nestle is moving away from the multi-domestic model their actions sug-

gest that they are trying to localize their actions and adapt them to local cultures to that 

extent that the local needs are satisfied. Corporate Social Responsibility judged by the 

actions analyzed before is also an issue which is maintained as a localized rather than 

standardized issue. 

Culture 

According to Hofstede’s indexes Bulgaria is defined as a hierarchical society, meaning 

that each individual has a place and needs for justification. Additionally, centralization 

is admired and supervision is appreciated. Bulgaria is also considered as a collectivist 

society. This implies a long term commitment to groups, where loyalty is a core 

principle of belief. Strong interpersonal relationships are fostered and hence, 

responsibility is fairly allocated. Furthermore, Bulgarian culture is viewed as a feminine 

society – consensus, value equality and solidarity are crucial aspects of consideration. 

Negotiation and compromise solve the problems and flexibility is highly favored. An 

important dimension of Bulgarian culture is the high score in relation to uncertainty 

avoidance. In such cultures there is an emotional need for rules and regulations, 

punctuality and precision are standard of living, security is essential factor for the 

individual motivation. (Hofstede, 2012) 
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Moreover, the Communication Director of Nestle’s Bulgaria branch Maria Hristova-

Svec highlights on the unison applied in all countries of operation, however, CSR 

policies vary among the local cultures. All programs meet the local legal rules and 

regulations as well as the communal specifications. Maria Hristova-Svec believes that 

Nestle Bulgaria develops unique campaigns only for local market that always comply 

with the global principles of the firm. An example of such social program is “Live 

Active!” a campaign organized only in Bulgaria. “We are very proud of this campaign, 

since it is an example of successful practice in many European markets” says Maria 

Hristiva-Svec.  

Whether successful social campaigns from Western Europe have the same result on 

Bulgarian market, Maria Hristova-Svec underlines the fact that after the European 

Union membership and the synchronization of the countries legislation, for Nestle 

Bulgaria it is easier and more efficient to apply the global programs. However, still 

there is a huge challenge to modify each campaign in relation to local culture. Returning 

to the definition of culture, the adaptation and variation of the campaigns includes the 

organization and popularization of the events on a national level. For instance, secured 

open spaces, a lot of music performers and fields for games are some of the attributes 

offered by Nestle Bulgaria on the days of “Live Active!” campaign. Due to the fact that 

these are in a strict synchronization to the local preference and taste, the program enjoys 

huge success locally.   

Another campaign that was a positive contribution to local market and society is a part 

of the global program “Healthy Kids Program”. In Bulgaria it addresses children (5-

13years old) as well as parents and teachers. The Program unites in collaboration with 
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national and regional institutions as well as private partners aiming on prevention of 

kids’ obesity in Bulgaria. Healthy Kids Bulgaria is based on long term strategy which 

has changed the nutrition, healthy and physical habits in the region.  

In addition, another initiative with a social orientation that Nestle Bulgaria undertakes is 

the “Good Career, Good Life” sponsorship program. This program focuses on young 

people aiming to invest in long term dedication, education and professional qualifica-

tion. For more than 15 years Nestle Bulgaria offers Summer Internship programs for 

fresh graduates. More than 80% of those students commit to the job for longer period. 

(M. Hristova-Svec, personal communication, 2012-04-12). 

All these examples inevitably show Nestle Bulgaria’s significant social contribution and 

openness to communal development conformed to the local culture. As the Bulgarian 

representative clearly states – while Nestle Bulgaria follows the corporate unison, sim-

ultaneously develops unique social activities. Since Bulgarian culture is more collectiv-

ist and uncertainty resistant, community enjoys mass programs that are well known and 

punctually organized.  

Assuming that due to the geographical position of the Ivory Coast and the neighboring 

country Ghana, both countries have similarities in the cultural approach and analysis. In 

the region there are more than 50 different ethnic groups in each nation state which al-

lows variation in the social attitudes. In accordance to Hofstede’s dimensions, the in-

formation about the indexes of Ghana and West Africa are almost equal in each of the 

five aspects. Hence, for the purpose of this research Ghana is examined in order to re-

late the Nestle Global social program to agricultural supply chain of the Ivory Coast and 

cocoa plantations in the area. 
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Statistical information denotes 70% of the labor force (men, women and children) in the 

Ivory Coast is allocated in sectors such as agriculture, fishing, forestry or livestock rais-

ing. In rural areas a division of labor is common. Namely, usually men are engaged in 

harvesting cocoa or coffee crops (cash crops) while women grow vegetables and per-

form most of the household work. Distinctive characteristics of the Ivory Coast society 

are the high population growth rate, the high poverty rate and the high urban crime rate. 

In 1990s the national government announced a commitment to the implementation of 

social welfare programs which are focused on literacy and education, health and eco-

nomic development, poverty alleviation. Nestle Global “Cocoa Plan” initiative is com-

mitted to the same rural improvements and social activities. Hence, we believe in the 

adaptation of CSR policy to African culture. The firm is aiming to prevent child labor 

and exploitation through extensive education and familiarization communal campaigns. 

These reveal the social variation of global corporate policy in West Africa. Nestle Glob-

al have captured and focused all its efforts exactly in the areas where local people and 

institutions need improvements (Every culture, 2012). 

The National Commission of Culture in Ghana defines countries’ shared culture as the 

“ideals and ideas, beliefs and values; folklore, environment, science and technology; 

and in the forms of our political, social, legal and economic institutions.  It also mani-

fests in the aesthetic quality and humanistic dimension of our literature, music, drama, 

architecture, carvings, paintings and other artistic forms”. Traditional cultural values in-

clude honesty and trustfulness, unity and peace, family, community and solidarity, hu-

man dignity. (NCC, 2004) According to Hofstede’s framework, in cultural aspect and 

results from a survey conducted - Ghana and Bulgaria score almost equally in each cat-

egory of observation. (Hofstede, 2012) The similarities related to the type of society – 
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hierarchical order and collectivist orientation as well as high level of uncertainty avoid-

ance. Feminine dimension indicates the quality of life and caring for others whereas 

competition and individual achievement are not value drivers in the culture. (Hofstede, 

2012) The Cocoa Plan program is successfully applied in the Ivory coast’s culture since 

it addresses the socially important issues principally relevant for the region of operation. 

Through the independent investigation of abuse of human rights and tackling child la-

bor, Nestle Global significantly contributes to the rural development by communal 

awareness and education.  
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6 Conclusion 

The topic and research questions for this study was ambitious in the sense that academic 

work in the this rather narrow field is scarce. The combination of CSR adaptation of 

business practices and cultural analysis is to the knowledge of the authors unique. This 

became an issue in the research, as few companies were willing to take part in the study. 

Many among the companies invited to participate declined because of their unfamiliari-

ty of the concept, cultural adaptation of CSR policies and practices. 

The two corporations that fit the profile for the research and agreed to participate – the 

Husqvarna Group and Nestlé, were also not familiar with the practice. Initial interviews 

with corporate spokes people gave similar results. None of them had any explicit strate-

gy of cultural adaptation when it comes to CSR and was not able to provide any exam-

ple of such practice. The CSR policies and practices of both nestle and Husqvarna 

seemed global. 

Further interviews and critical review of data from websites and company reports pro-

vided empirical material which shows that corporate community involvement does dif-

fer between countries. The figure below illustrates how the research units’ CSR practic-

es can be classified, using the GI-LR framework 
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Figure 6-1. The GI-LR framework applied 

The findings on Husqvarna were few but there are examples of CSR adaptation, the 

most important being the greater emphasis and spending on philanthropy in the US, 

compared to Europe. The importance of local laws respect for local cultures, expressed 

by the company itself, also indicates some level of adaptation of their CSR practices. 

However, the majority of the findings supports a global CSR strategy. Hence, the 

Husqvarna Groups is placed close the upper left corner in the graph, with high global 

integration and low (but not nonexistent) local responsiveness. 

Nestle S.A. is a transnational company which is not putting effort on differentiating 

their CSR policies. On the other hand, as much as they try not to differentiate the pres-

ence in different national cultures there is a natural force which is causing companies to 

adjust their actions and policies. Trough example of examining two completely different 

countries it is important to emphasize that their actions fit the cultures characteristics 

but also their needs. The active participation of Nestle in the community through a di-

mension of CSR - corporate community involvement distinguishes two markets and 

completely fits the transnational characteristics. 
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Finally, even if companies are claiming that they are globalizing their CSR actions and 

respecting their corporative codes of conduct, the adaptation of the community in-

volvement is inevitable. The cultural influence is too high not to be respected and ad-

justed to. The corporate social responsibility and the community involvement actions 

are something which varies from culture to culture with a little or no respect to the cor-

porate identity and adaptability classification.  
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7 Discussion 

The two companies (Husquarna and Nestle) were chosen only in order to represent a 

sample and be analyzed in relation to the trend of glocalization of social activities un-

dertaken by European multinational firms. The aim of this report was to investigate the 

extent to which different companies simultaneously following the global unison also 

adapt and localize to local needs. Additionally, the goal was to make a statement, 

reached through collection of primary data, about both the internal and external corpo-

rate responsibilities and campaigns. The choice of Swedish firm and example from 

Switzerland was not intended from the beginning of the paper. Husqvarna and Nestle 

Group were the only respondents to the interview questions, which we could reach and 

trust. 

With the finalization of this thesis we believe that a contribution to the field of corporate 

social involvement and glocalization of socially responsible campaigns has been made. 

All in all, we suggest a valuable base for further research on this topic, since there is no 

such in this narrow/particular field. We believe that this theme is interesting and may be 

additionally examined and discussed. Due to time and resource constraints we could not 

thoroughly explore the subject. Therefore we focused on two sample firms that have lo-

calized concurrently with global unison. 
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