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Background:  CSR has become a major part in corporations’ daily work, but the 

consumers’ perspective of CSR is a relatively new research phenomenon. 

Previous studies have shown that corporations’ CSR initiatives can affect 

consumers’ opinions, given that the consumers are aware of them. Thus, 

in general consumers have a low level of awareness of these initiatives. 

Problem: Many consumers do not perceive corporations’ initiatives as authentic 

and believes corporations engage in CSR matters only for their own 

benefit. 

Purpose:   Within this thesis we want to investigate what corporations should 

 consider  in order to achieve authenticity in their CSR engagement from 

 the consumers’ perspective. Therefore we illustrate CSR from the 

 consumers’ view, to further on be able to develop valuable guidance for 

 corporations. 

Method:   This thesis was developed through a mixed method approach, which 

means combining quantitative and qualitative research within a single 

project. In our case the focus groups was used to investigate how 

consumers view and value CSR, and then our findings or analysis 

 received from the focus groups were measured with the help of a 

 questionnaire to strengthen our data.  

Conclusion:  Overall, the impression we received from the consumers was that they 

have a positive opinion regarding CSR and think it is relevant for 

corporations to engage in these matters. Thus, how corporations work 

with it today is not accurate in the consumers’ mind, which often creates 

an inauthentic view of their CSR engagements. We have through our 

findings initiated five different elements that corporations need to 

consider in order to achieve authentic CSR from the consumers’ mind; 

(1) Know the consumer, (2) Communicate relevant information, (3) 

Clear Motives, (4) Encourage the consumer’s responsibility and (5) 

Consider the corporation’s reputation. These elements should be used as 

guidance for corporations to increase the authenticity of their initiatives 

from the consumers’ perspective in the Jönköping region.  
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1 Introduction 

The introductory chapter provides a background to the topic of CSR and the consumer’s perspective towards 

the phenomenon. Furthermore, a discussion of the problem area, formulation of the research questions and a 

final presentation of the study’s purpose, perspective and limitations will be presented.  

“I think corporations today work with CSR in order to be able to market 

it, not because they actually care” 

(Johan, 21 years old, personal communication 2013-03-19) 

Recently our society has started to become more concerned and interested in the concept 

of Corporate Social Responsibility (CSR). Corporations today engage and emphasize more 

on their CSR initiatives and communicate their efforts made as much as they can (Gruber, 

Schlegemilch & Öberseder, 2011). Several marketers consider CSR initiatives to be 

prominent within marketing and encourage corporations to focus on this, but how the 

actual consumers views these matters needs to be discussed (Carrigan & Attala, 2001). 

Research shows that the consumers’ interest in CSR initiatives has increased (Gruber et al., 

2011). Hence, corporations need to take into consideration the consumers’ response, 

opinions and the actual awareness of the initiatives. Studies show that consumers have a 

low level of awareness about what CSR is which might affect the outcome and results of 

corporations’ CSR initiatives (Gruber et al., 2011). One thing that plays an essential role in 

the consumers’ response to CSR initiatives is the opinion towards corporations’ motives 

for engaging in these matters. If the consumers’ view the motives as only being profit-

motivated it has a negative impact of the their reaction while a socially motivated initiative 

has a positive impact (Gruber et al., 2011). The motive plays a crucial role when accepting 

the concept in the consumers’ perspective (Ellen, Webb & Mohr, 2006). The consumers’ 

perception of the authenticity of a corporation’s initiatives is important if a corporation is 

to succeed with their CSR initiatives (Beckman, Colwell & Cunningham, 2009). Authentic 

CSR, which means that the initiatives feel trustworthy and honest, can strengthen the 

corporation while inauthentic CSR can be harmful for them (McShane & Cunningham, 

2012). 

This thesis will investigate what corporations should consider in order to achieve 

authenticity in their CSR engagements from the consumers’ perspective. We believe this is 

an important topic to investigate since CSR is a major part of most businesses but we have 

seen many consumers questioning the trust and underlying motives of their initiatives. In 

order to answer our main research question, one qualitative study in form of focus groups 

and one quantitative study in form of a questionnaire will be conducted.  
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1.1 Background 

CSR has become a major part in corporations’ daily work and this area has obtained 

extensive research from the corporations’ perspective. CSR as a concept is a well-known 

phenomenon where Bowen, who may be one of the founders of the concept, defined it in 

1953 as;  

 “To pursue those policies, to make those decisions, or to follow those 

lines of action which are desirable in terms of the objectives and values of 

our society”  

   (Bowen, 1953, p.6 cited in: Spencer & Butler, 1987)  

There are today numerous definitions of CSR (Carroll, 1991; Henriques & Richardson, 

2004; Friedman, 1970; European Commission, 2011; World Business Council for 

Sustainable Development, 2000). The different definitions have raised an issue of how to 

define whether a corporation actually is responsible or not (Lantos, 2001). 

One reason for why the focus of CSR has been introduced is due to the recent 

development of enhanced transparency of corporations. A crucial impact of the 

transparency is that consumers today have access to a larger amount of sensitive 

information regarding corporations (Tapscott & Ticoll, 2003). Due to the technological 

development corporations are forced to change since consumers and other stakeholders 

find out if they behave irresponsible, and if the corporations would ignore to adjust to 

these changes they will loose trust and relationships (Tapscott & Ticoll, 2003). 

The consumers’ perspective of CSR is a relatively new research phenomenon. Previous 

studies have shown that corporations’ CSR initiatives can affect consumers’ opinions and 

purchase behavior, given that the consumers are aware of them (Pomering & Dolnicar, 

2009). Further Lee and Shin (2009) present a positive linkage between the consumers’ 

awareness of CSR initiatives and the purchase intentions. Thus in general consumers have a 

low level of awareness of these initiatives (Gruber et al., 2011). Lee and Shin (2009) also 

recognized differences between the CSR initiatives. A higher awareness of CSR initiatives 

had a positive linkage to the effects of corporate social contribution compared to when a 

corporation focuses on environmental issues. 

When discussing CSR and the consumers, the consumers’ responsibility is needed to be 

considered as well. To be able to make the consumers more involved, the information 

about CSR should be simple to find and understand. CSR initiatives should be clearly 

connected with the corporation in order to gain value from those initiatives (Gruber et al., 

2011). How the consumers will perceive the message that the corporations communicate to 

them is influenced by how much trust the consumers have in the corporation. Trust is a 

crucial factor when it comes to creating relationships between the consumers and the firm 

(Rousseau, Sitkin, Burt & Camerer, 1998). A high level of trust is important for a 

corporation, since a lack of trust makes it harder to reach the consumer in a positive way 

(Grönroos, 2008). 
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1.2 Problem Discussion 

Corporations increase their focus on CSR initiatives and many marketers now take in 

concern CSR within their marketing strategies. According to previous studies several 

corporations take for granted that consumers would be attracted while working with CSR 

strategies (Devinney, Auger, Eckhardt & Bithnell, 2006). Thus, an interesting part to keep 

in mind is that it is very hard to show results of the financial benefits of investing in CSR 

(Porter & Kramer, 2006). Another confusing factor of these initiatives is that due to 

multiple different definitions CSR has become a vague concept (Carroll, 1991; Henriques & 

Richardson, 2004; Friedman, 1970; European Commission, 2011; World Business Council 

for Sustainable Development, 2000). With different views of CSR among corporations, we 

can understand that it is even more difficult for the consumers to understand the concept. 

The consumers’ side of CSR has not gained the same attention within research, even thus 

corporations’ CSR initiatives in many cases are there to attract the consumers (Carrigan & 

Attala, 2001). It is important to distinguish if consumers reward corporations that are 

working with CSR initiatives or not and how the consumers actually view CSR. Within the 

concept several different initiatives can be conducted and in order to achieve a positive 

view of the contributions it is vital for corporations to know which initiatives are relevant 

for consumers. 

Many consumers do not trust the corporations’ initiatives and believes corporations only 

engage in CSR matters for their own benefit. If this is the case the corporations loose the 

benefits of engaging in CSR and the view of the corporation will instead turn negative. It is 

therefore important for corporations to understand how they can make their contributions 

more authentic. 

We want to investigate what corporations should have in mind when engaging in CSR to 

make the consumers believe in them and not question the authenticity of the initiatives. 

Our main question is; 

What should corporations consider in order to achieve authenticity in their CSR 

engagements from the consumers’ perspective? 

In order to answer our main question we need to illustrate how consumers view and value 

CSR and the following research questions will provide the basis of this thesis; 

·      How do consumers evaluate and view CSR? 

·      Which initiatives within the CSR concept is relevant for the consumers? 

·      When is CSR authentic for the consumers? 
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1.3 Purpose 

Within this thesis we want to investigate what corporations should consider in order to 

achieve authenticity in their CSR engagement from the consumers’ perspective. Therefore 

we illustrate CSR from the consumers’ view, to further on be able to develop valuable 

guidance for  corporations.  

 

1.4 Perspective and Delimitations 

Since our purpose is to come up with guidance for how corporations should work in order 

to achieve authentic CSR from the consumers’ perspective, the thesis is written and 

analyzed from the consumers’ point of view. 

This thesis will not be consisting of research of consumers’ definition of CSR but mainly 

regarding their opinions and views of it. Since we had a time limit of our research and we 

still wanted gain clear and concise results, the research has been limited to only consist of 

people living within the Jönköping region.  

 

1.5 Definitions 

Corporate Social Responsibility (CSR) - CSR has been defined in many different ways through 

history (Carroll, 1999). In this thesis, the concept is based on "The Triple Bottom 

Line" where social, environmental and economic perspectives are the three basic 

performances (Henriques & Richardson, 2004). 

Authenticity - Being authentic means that something is trustworthy, genuine and honest 

(Dictionary, 2013). In this thesis this means how trustworthy, genuine and honest 

consumers believe corporations’ CSR initiatives are.  

Transparency - Corresponds to the degree corporations’ initiatives, impacts, decisions and 

policies are made visible to significant stakeholders (Crane & Matten, 2010). 

Consumer Social Responsibility (CNSR) - CNSR is a concept that can be defined as consumers’ 

behavior of being consciously concerned of their consumption choices based on 

moral and personal beliefs (Devinney et al., 2006). In this thesis CNSR corresponds 

to the consumers’ own responsibilities. 

Corporate irresponsible behavior – Within this thesis this will be referred to actions made by 

corporations without taking in concern the consequences and their responsibilities 

according to our CSR definition. 
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2 Frame of reference 

In this chapter, a short literature review where a broad view of CSR will be presented, which will be 

followed by the theoretical framework which is designed in order to support the thesis in an accurate manner. 

The theory will be used when evaluating the consumers’ view and opinions of CSR.  

 

2.1 Literature Review 

In this section we will present previous research that is relevant to our investigation. We 

will provide a broad understanding of the concept of CSR in order to introduce the reader 

to the concept.  

 

2.1.1 CSR as a Concept 

According to Werther and Chandler (2011) CSR influences all parts in a corporation, which 

means that all actions a corporation undertake will affect stakeholders. This makes it 

important for the corporation to build close and trustful relationships with their 

stakeholders, because employees want to work at corporations they respect, consumers 

want to buy products from corporations they can trust and suppliers want to make 

business relationships with reliable corporations. Corporations who work with CSR also 

have an ability to differentiate themselves from their competitors and create a great 

marketing advantage (Werther & Chandler, 2011).  

Almost every corporation implement CSR in their own way and therefore several different 

definitions of the concept exist. In the early 1970’s, according to Milton Friedman (1970), 

CSR of a corporation only concerned to increase its’ profit. This definition of CSR has 

during recent years been developed and today several more aspects are included. Werther 

and Chandler (2011) define CSR as the interaction between corporations and the 

community they are operating in, as well as employees, suppliers, consumers and the 

environment.  

 

2.1.2 Criticism of CSR 

Many of today’s CSR initiatives are diffuse and unclear (Porter & Kramer, 2002). There is 

often a lack of well-defined social and economic goals from the corporations and 

sometimes it only reflects the management’s personal values, beliefs and interests, instead 

of the corporation’s. In fact many CSR-programs are not related to the corporation’s 

primary operations, they are instead used to create positive public relations, goodwill and 

raise employee morale (Porter & Kramer, 2002).  
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A further argument against CSR is the consequences of integrating CSR in a corporation. 

The costs can increase, which can lead to increased costs for the consumers. If this 

happens it can affect the competitive advantage for the corporation, due to the risk that 

many consumers may dislike these changes (Carroll & Buchholtz, 2003). 

Friedman (1970) believes that a corporation’s primary mission is to manage shareholders’ 

capital through profit maximization. Friedman means that many CSR initiatives reduces the 

profits and therefore are not in the shareholders’ interest.  

Another thing to have in mind is that it is very hard to quantify the benefits of investing in 

CSR, the connection between corporations good initiatives and consumer attitudes is so 

indirect it is impossible to measure (Porter & Kramer, 2006). Research made on the effect 

of a corporation’s social reputation in relation to their performance on the stock market 

and consumers purchasing preferences has been questionable with no significant results 

(Porter & Kramer, 2006).  

 

2.2 Theoretical Framework 

In the following section we will present applicable theories to be able to investigate our 

purpose.   

 

2.2.1 CSR as a Marketing Strategy 

The strategy of a corporation clarifies how the corporation will achieve their vision and 

mission and can give the corporation a sustainable competitive advantage (Werther & 

Chandler, 2011). When using CSR as a marketing strategy corporations need to identify 

opportunities to create a stronger competitive position in their key markets through their 

CSR initiatives, for enhanced consumer value (Piercy & Lane, 2009).  

Porter and Kramer (2006) propose that today’s CSR efforts rely on four arguments to 

justify attention and recourses for their initiatives: (1) moral obligation, (2) sustainability, (3) 

license to operate and (4) reputation. The moral obligations (1) are the responsibilities for 

corporations to do “the right thing”, sustainability (2), is the importance of the 

environmental and societal effect of the business. License to operate (3) is the permission a 

corporation needs from governments, communities and other stakeholders to perform 

their business and the reputation (4) means that CSR can be used as initiatives to enhance a 

corporation’s image, strengthen their brand or increase their share prices. To create a good 

reputation has become more important for organizational success. A corporation’s 

reputation reflects the consumers’ thoughts about the products and their performances, 

based on other consumers/suppliers earlier experiences (Boulstridge & Carrigan, 2000). 

Several corporations believe that their product, service or brand equity is the key motive of 

their reputation. Despite this, research has shown that even if a corporations’ product or 
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service stays unaffected, irresponsible behavior can dominate and change a corporations 

reputation from positive to negative (Bromley, 2001). Consumer relationships can build 

long-term brand equity, customer loyalty and trust (Godfrey & Hatch, 2007; Bhattacharya 

& Sen, 2004).  

When using CSR as a marketing strategy the corporations need to meet their stakeholder 

group’s short-term and long-term needs (Podnar & Janic, 2006). This makes it important 

for the corporation to analyze and identify whom their stakeholders are and what they want 

from the corporation (Shuili, Bhattacharya & Sen, 2010). 

 

2.2.2 Triple Bottom Line 

One of the most common definitions in the CSR concept is that corporations integrate 

social and environmental concerns in their businesses. CSR development rests on three 

fundamental performances, (1) social, (2) environmental, and (3) economic performance, 

which also is called the Triple Bottom Line (Henriques & Richardson, 2004). 

According to Dahlrud’s (2008) theory of how CSR is defined, the Commission of the 

European Communities in 2002 wrote that CSR meant that corporations have 

responsibilities and take actions beyond what they legally and economically are demanded 

to. The responsibilities they take can be summed up to meeting the Triple Bottom Line of 

economic, environmental and social performance (Dahlrud, 2008). The Triple Bottom Line 

was in 1984 defined by John Elkington as that it represents the idea that businesses 

nowadays does not only work with the single goal of adding economic value, but also the 

goals of adding environmental and social value (Crane & Matten, 2010). Elkington 

proposes that corporations need to measure their performances and success not only by 

looking at the profits, return on investments and shareholder value. They also need to look 

at their impact on the environment, the broader economy and the society they operate in 

(Savitz & Weber, 2006). Corporations should aim for conducting their businesses in ways 

that are securing a long-term economic performance, while they are not behaving in a 

short-term behavior where they waste the environment and act in a socially damaging 

manner (Porter & Kramer, 2006).  

If corporations are working with this concept in a positive manner it results in an increase 

of its value. The value that is increased is included by the shareholder value and profitability 

as well as environmental, social and human capital (Savitz & Weber, 2006). (See Figure 2.1 

below) With help from the Triple Bottom Line corporations are able to gain information or 

calculate in numbers or words the degree to which a corporation is or is not behaving in a 

way that is creating value for its shareholders and society.  
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Figure 2.1 

 

Figure 2.1 The Triple Bottom Line (Savitz & Weber, 2008, p.xiii) 

 

2.2.3 Consumers and CSR 

Boulstridge and Carrigan (2000) conducted a study where they investigated if consumers 

care about corporate responsibility. They found that most consumers had lack of 

information to distinguish if a corporation had behaved irresponsible or not. They also 

found that the main purchasing criteria for the respondents where quality, value, price and 

brand familiarity.  

The motives for CSR engagement for corporations play a crucial role in consumers mind 

when accepting the concept. Different types of attributions to get response from consumer 

regarding corporations CSR initiatives have been recognized. These attributions are: (1) 

other-centered, (2) self-centered and (3) win-win. Other-centered attribution is a 

stakeholder and value driven attribution where the consumer perceives that the corporation 

is morally committed and wants to help. The self-centered attribution is a strategic and 

egoistically driven attribute where the corporations engage in CSR to increase their profit 

and for other strategically reasons (Ellen et al., 2006). According to Ellen et al. (2006) the 

value-driven attribution increases the trust between the consumer and the corporation, 

meanwhile the strategy-driven attribute can have a negative impact on the consumer’s 

perception.  

How positive or negative a consumer finds a corporation is often based on the consumers’ 

belief of the corporation’s ethicality/unethicality (Ajzen, 2008). According to Ajzen (2008) 

these beliefs do not always emerge from rational reasoning and might sometimes be biased. 

Beliefs can come from different sources and therefore three different beliefs have been 

identified: (1) descriptive beliefs, (2) informational beliefs and (3) inferential beliefs (Ajzen, 

2008; Fishbein & Ajzen, 1975). The descriptive beliefs are the most prominent and are 

based on first hand experiences (direct experiences). Corporation’s ethical reputation 

regards the direct experiences and often involves sales or service-related interactions. If a 
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consumer in some way feels deceived or unsatisfied with the corporation, a negative 

perception may appear and this can damage the corporation’s reputation (Brunk, 2010). 

The informational beliefs regard all types of communication from a corporation, such as 

advertising and annual reports. The Internet, TV and newspapers are thus the most 

frequently used information sources (Brunk, 2010). New technologies as for example 

smartphones have made it even easier for consumers to receive information (Berry & 

McEachern, 2005). The first-hand experiences are often a base for the evaluation of the 

corporation’s ethicality meanwhile the second-hand experiences a consumer obtain can be 

a base for a corporation’s reputation. The third source of beliefs, the inferential beliefs, is 

based on conclusions and is used when the first two beliefs are missing or when the 

consumers evaluate the information as missing or too complex. This often leads to that 

consumers apply their own knowledge to draw conclusions, which in turn can create 

inaccurate conclusions (Broniarczyk & Alba, 1994; Brunk, 2010). This means that 

corporations only have a limited control over its reputation and should take the ethical 

behavior (responsibility) into consideration when conducting a corporation.  

 

Lee and Shin (2009) conducted a research where they investigated the relationship between 

consumers’ awareness of CSR initiatives and their purchase intentions. They found a 

positive linkage of purchase intentions and consumers’ awareness of CSR activities. 

Another interesting finding from their research was that social contributions had a greater 

positive effect on the purchasing intentions compared to environmental contributions, in 

linkage to their awareness of CSR initiatives (Lee & Shin, 2009).   

 

2.2.3.1 Consumers as Stakeholders 

According to Bhattacharya and Sen (2004) there is one stakeholder group that is more 

liable towards corporations CSR initiatives than others, which are the consumers. This is 

because there is a positive connection between corporations CSR initiatives and the 

consumers’ response to the corporation and its products (Bhattacharya & Sen, 2004). 

Even if CSR initiatives are more or less expected of a corporation, consumers generally 

have poor knowledge and awareness of what CSR actually stands for (Pomering & 

Dolnicar, 2009). According to Bhattacharya and Sen (2004) research has showed that 

consumers are more attracted to buy products from a corporation where they find the CSR 

initiatives interesting and where they can see a connection between the corporation and its 

CSR initiatives. It has also been found that irresponsible behavior from a corporation is 

affecting the consumers purchasing intention more than when corporations act responsible 

(Bhattacharya & Sen, 2004). 

If the corporation understands the consumers and how they react to CSR, they can develop 

CSR initiatives that are great for its purpose but also for its business. To create the best 

consumer outcome of CSR, corporations need to consider both external and internal 

outcomes. The external outcome for the consumer will be the purchase and the loyalty for 
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the corporation and the internal outcome is instead the attitude and the awareness of how 

and why the corporation is working with CSR (Bhattacharya & Sen, 2004). 

 

2.2.4 Consumer Social Responsibility (CNSR) 

The CSR trend among corporations has resulted in an increased effect on consumers in 

many aspects. Social responsibility has been discussed as a general responsibility where the 

corporations should communicate their responsibility to the consumers. Caruana and 

Crane (2008) describes that the lack of awareness about CSR initiatives from consumers 

makes it hard for them to be socially responsible. This means that today’s corporations do 

not communicate the initiatives in an accurate way to make it easier for the consumers to 

engage in these questions (Caruana & Crane, 2008). 

Consumer social responsibility (CNSR) is according to Devinney et al. (2006) defined as;  

 “the conscious and deliberate choice to make certain consumption choices 

based on personal and moral beliefs” 

 (Devinney et al., 2006 p.3) 

The two basic components that are described are (1) the ethical element that concerns the 

non-traditional and social parts of a corporation’s products and processes and (2) the 

consumerism element which indicates that the desire from the consumers are to some 

extent responsible for the increasing impact on ethical and/or social factors. Despite these 

two parts described, Devinney et al. (2006) means that CNSR is often associated primarily 

with the environmental issues. 

CNSR can further be shown in three different ways; (1) activity in which consumers engage 

in donations or on the other hand protests or boycotts, (2) activity about consumers’ 

purchasing or non-purchasing behavior and (3) opinions in market research and surveys 

(Devinney et al., 2006). When measuring the behavior in (2), Devinney et al. (2006) means 

that the consumers do not act as they say they want to do. They may say that they care, but 

the price will always play a significant role when deciding which company to purchase 

from. The understanding of CNSR needs to be considered by corporations in the 

consumers’ complex purchasing process to be able to make successful strategies to change 

this behavior (Devinney et al., 2006). 

When developing a marketing activity/campaign most corporations take for granted that 

consumers have knowledge and interest in CSR initiatives (Devinney et al., 2006). This 

means that many corporations target their marketing to conscious consumers, independent 

on if their target group are conscious or not. Devinney et al. (2006) also present the fact 

that many consumers may be conscious, but they do not think that the responsibility is 

theirs. 
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Clearly, consumers have an important factor when it comes to CSR but this factor has thus 

not been noticed enough. The CSR initiatives need a greater impact, and to be able to fulfill 

this the corporations need to recognize the complexity of consumers and take appropriate 

actions to educate and guide them. Devinney et al. (2006) are discussing some issues that 

corporations should take into account to develop a proactive approach when it comes to 

CSR; choose the initiatives carefully. There should be a focus on one single or very few 

initiatives that is/are relevant to the product/service. This can be explained by the fact that 

consumers often are concerned by one issue rather than a broad variety. It is also 

important for corporations to not underestimate the functionality of the product. In the 

end the consumers will buy the products that fulfill their needs. Devinney et al. (2006) also 

gives the advice to communicate with the right language to the specific target. There could 

be differences in how consumers value different CSR initiatives. 

 

2.2.5 Authenticity and CSR 

In today’s business both authentic CSR and inauthentic CSR can be found. Inauthentic 

CSR can be harmful for the corporation meanwhile authentic CSR can strengthen the 

corporation (McShane & Cunningham, 2012). Consumers view a corporations’ authenticity 

in different ways depending on what the consumer evaluate and under what circumstances 

they are under (Grayson, 2002). 

To succeed and to get acceptance of corporations CSR initiatives the consumers’ 

perception of the authenticity is important (Beckman, et al., 2009; Debeljak, Krkacˇ & 

Busˇljeta Banks, 2011). A corporation’s different stakeholders, such as the consumers, need 

to have knowledge of CSR to be able to understand its authenticity (Debeljak, et al., 2011). 

Grayson and Martinec (2004) means that authenticity is a judgment of how real something 

is and that consumers use authenticity for example to decide whether to build a 

relationship with a corporation or not or as a purchase decision.  

Consumers respond more positively while they can see a connection between the CSR 

initiative and the corporations’ values (Ellen et al. 2006). How the consumer perceives the 

corporations authenticity may differ, as well as corporations way of managing the 

consumers’ different perception of the authenticity (Grayson & Martinec, 2004). According 

to Grönroos (2008) it can have negative consequences for the corporation if they do not 

meet their consumers’ expectations. 

Corporations, who use marketing strategies to focus on building relationships with 

consumers, also need to see an importance of exceeding the consumers’ expectations. In 

order to gain trust from the consumers, it is also important that the consumers feel they 

can rely on what the corporation communicates. Without trust from the consumers it is 

difficult for a corporation to reach their consumers in an efficient way (Grönroos, 2008). 

According to Ertzgaard (2004) a corporation can create trust through good communication 

with their consumers, adjusted after the consumers’ needs. 
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Establishing relationships between a corporation and its consumers will generate more 

benefits than just the value related to the core product.. This means a good relationship 

between the corporation and its consumers will add value to the total value experienced by 

the consumers (Grönroos, 2008). 

 

2.2.6 CSR in Media 

Media is a highly visible secondarily stakeholder to corporations, which should be 

considered with great concern (Maignan, Ferrell & Ferrell, 2005). Media have through their 

messages the ability to influence many other stakeholders, primarily the consumers (Mark-

Herbert & von Schantz, 2007). 

 

2.2.6.1 Irresponsible Behavior’s Attention in Media 

“Uppdrag Granskning” is a television program where they from a critical perspective 

inspect authorities, organizations and corporations that have influence on decisions that 

affects the citizens. The main purpose is to inform and educate the public about what 

authorities, organizations and corporations sometimes try to hide irresponsible behavior 

(SVT 1, 2011). 

One case that has received attention in media is about how Nestlé marketed their milk 

replacement in developing countries. The replacement should be mixed with water, and in 

many developing countries there is a lack of clear water, many infants died. This campaign 

started in the 70’s and is still running in some countries (SVT 2, 2012). Another case, that 

more recently has come up in the medias, is the inspection of H&M’s low wages and unfair 

working conditions in their production sites in Cambodia. The debate lasted for several 

weeks and focused on how one of the largest corporations in Sweden, H&M, did not take 

their social responsibility (Svenska Dagbladet, 2012).  

 

2.2.7 Transparency 

According to Crane and Matten (2010) transparency corresponds to the degree a 

corporation’s activities, policies, decisions and impacts are shown towards their 

stakeholders. The term can be applied to any aspect of the corporation but are in a 

commercial view mainly concerned with social issues (Crane & Matten, 2010). Prior, 

corporations highly valued keeping commercially sensitive information to themselves in 

order to reduce the chance for competitors to exploit it. Thus, recent development has put 

pressure on corporations to make this information public and there are demands for 

greater transparency. For example was Nike, after concerns regarding the working 
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conditions in their factories occurred, forced to leave out information about the location of 

their suppliers (Crane & Matten, 2010). 

People have nowadays the ability to access larger amounts of information about 

corporations behavior, performances and operations through new tools that have been 

developed. Tapscott and Ticoll (2003) states that for example instant communication, 

Google and interfering media as reasons for why corporations today are more naked than 

ever and are forced to reconsider their values and behavior. Corporations put effort to be 

more responsible in order to build trust and relationships and are actively choosing to be 

open with information (Tapscott & Ticoll, 2003). 

There has been an increased access to information for consumers primarily due to the 

Internet. This gives them the ability to find out if a corporation is acting irresponsible 

through looking up information regarding their social and environmental impacts, and later 

on might demand and force corporations to change (Tapscott & Ticoll, 2003). 

 

2.3 Summary of Theoretical Framework 

CSR is a vague concept with several different definitions, but within this thesis we have 

focused on Triple Bottom Line (Henrique & Richardson, 2004) as a definition of the 

concept. The CSR development rests on three fundamental performances, which is called 

the Triple Bottom Line, including (1) social, (2) environment, and (3) economic 

performance (Henriques & Richardson, 2004). 

Consumers generally have poor knowledge and awareness of what CSR actually stands for 

(Pomering & Dolnicar, 2009). To receive response from the consumers regarding 

corporations CSR initiatives, the motives behind these are important. To receive response, 

different types of attributions have been recognized. These attributions are: (1) other-

centered, (2) self-centered and (3) win-win. Other-centered attribution is a stakeholder and 

value driven attribution where the consumer perceives that the corporation is morally 

committed and wants to help. The self-centered attribution is a strategic and egoistically 

driven attribute where the corporations engage in CSR to increase the profit and for other 

strategically reasons (Ellen et al., 2006).  

Many corporations today take for granted that their consumers have knowledge and 

interest in CSR when conducting marketing activities/campaigns (Devinney et al., 2006). 
The lack of awareness of CSR initiatives from the consumers’ perspective makes it hard for 

them to take own responsibilities. This means that today’s corporations do not 

communicate the initiatives in an accurate way to make it easier for the consumers to 

engage in these questions (Caruana & Crane, 2008; Devinney et al., 2006). If the 

corporation comprehend the consumers and how they react to CSR, they further can 

develop CSR initiatives that are great for its purpose but also for the business (Bhattacharya 

& Sen, 2004).  
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To succeed and to get acceptance of corporations CSR initiatives the consumers’ 

perception of the authenticity is important (Beckman, et al., 2009; Debeljak, Krkacˇ & 

Busˇljeta Banks, 2011). For corporations to reach their consumers, trust is needed 

(Grönroos, 2008). Trust can through good communications, adjusted after the consumers 

need be created (Ertzgaard, 2004). Consumers view a corporations’ authenticity in different 

ways depending on what the consumer evaluate and under what circumstances they are 

under (Grayson, 2002). 
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3 Methodology and Method 

In this chapter we are going to discuss different methodologies and present what type that will be used in the 

research. Then the specific method will be determined and described in detail. The method that will be chosen 

is based on what suits best to be able to reach the purpose and answer our research questions.  

Research is a practice where several methods and procedures are used to obtain scientific 

knowledge (Welman, Kruger & Mitchell, 2005). It is something people deduct in a 

systematic way to gain a deeper understanding and increase their knowledge of a matter 

(Saunders, Lewis & Thornhill, 2007). Methodology concerns the philosophical and logical 

principles as well as the underlying assumptions within research (Svenning, 2003).  The 

choice of methodology affects the research approach and research strategy. Further, the 

approach that has been chosen as a base of the study has effect on the success and quality 

of the study.  

Within research there are two main philosophies used as research paradigms within 

methodology, namely, (1) interpretivism and (2) positivism (Saunders et al., 2007). 

Interpretivism sees an importance of understanding dissimilarities between humans in the 

role of being a social actor. Interpretivism’s focus is to conduct the studies among people 

rather than objects (Saunders et al., 2007; Bryman & Bell, 2011). Positivism is a 

philosophical method, which usually involves a quantitative research. Research within the 

approach is limited to only consist what can be measured objectively and observed, that 

exists independently from individuals’ feelings or opinions (Welman et al., 2005). Another 

important part of research made under the positivist philosophy, is that the research is 

conducted in a neutral and value-free way (Saunders et al., 2007). The strive of positivism is 

to come up with a universal law that can be applied on population, that will describe or 

explain the causes of why the human is behaving the way it does in the context investigated 

(Starrin & Svensson, 2009).  

Within our thesis we are aiming to gain knowledge of consumers views and opinions 

regarding CSR. Since the concept we have examined is not well investigated from the 

consumer’s perspective it was difficult for us as researchers to know beforehand what we 

were looking for.  Therefore an interpretivistic approach has been used as a base for this 

study, which helped us to gain in-depth understanding through developing qualitative data. 

It has also been beneficial to use since this approach has been helpful for our study to 

explain, describe and discover the data (Starrin & Svensson, 2009). This was suitable in this 

thesis since we needed to find out how the participants evaluate and discuss the concept of 

CSR. However, we were also interested in conducting an analysis that could be applicable 

to a greater population. Hence, a positivistic methodology has been used as a compliment 

and to strengthen our results from the interpretivistic approach.  

CSR as a concept is hard to define and there are as many views of it as there are 

stakeholders. Therefore it was more suitable to use a flexible study with the interpretivistic 

approach as a base, in order to gain deeper insights and more understanding of how the 
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consumer actually felt about and evaluated the concept. Consequently, since we wanted to 

illustrate CSR from the consumers’ perspective and furthermore their views and opinions, 

it was difficult to measure results and to be objective. But after examining and analyzing 

the findings it was beneficial to strengthen them by investigate them further with a 

quantitative analysis to be able to make a more general conclusion.  

 

3.1 Research Approach 

When conducting a research, there are two ways to draw conclusions; on the one hand 

induction is constructed on empirical evidence and on the other hand deduction is based 

on logic (Ghauri & Grønhaug, 2010; Saunders et al., 2007; Bryman& Bell, 2011). 

According to Ghauri and Grønhaug (2010) and Saunders et al. (2007) the induction 

method is often used in interpretivism (qualitative) studies where you go from assumptions 

to conclusions. The induction approach gives the researcher a possibility to draw general 

conclusions from the observations. What is important to be aware of is that the researcher 

can never be totally sure when making these conclusions. Within this thesis induction will 

be a good way of conducting the first study, the qualitative (Ghauri & Grønhaug, 2010).   

The deductive way of conducting a research is more often used within positivism 

(quantitative) researches. Through logical reasoning the researcher can draw conclusions, 

and this method are often associated with scientific research (Ghauri & Grønhaug, 2010; 

Saunders et al., 2007). We could then, by existing knowledge, use our findings to 

empirically investigate these, and then present them in operational terms. This type of 

building theory was suitable for the second part of this thesis, the quantitative, since in this 

part we wanted to find if the findings from the qualitative study were relevant for a greater 

population as well (Ghauri & Grønhaug, 2010).  

The process when using induction is that observations/findings are used to make theory, 

while the deduction is reversed since the theory is used to make observations/findings 

(Bryman & Bell, 2011). The thesis is primarily inductive, but to strengthen the findings the 

thesis also uses deduction.  

Saunders et al. (2007) states that a combination of induction and deduction could lead to a 

great possibility of a successful research, and this is why we have chosen to use this in our 

thesis. Peirce presented a third approach in which the other two approaches are combined. 

This approach is called abduction, which he describes as following; “the process of 

forming an explanatory hypothesis. It is the only logical operation which introduces any 

new ideas.” (The Peirce Edition Project, 1998, p.216). Suddaby (2006) further describes it 

as a type of analytic induction where the researcher moves between induction and 

deduction. This gives the researchers flexibility to design a unique research approach. In 

this thesis this has been preferable since there are limited numbers of previous studies 

about the consumer’s perspective of CSR. In order to come up with relevant observations 
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that can be generalized, observations from the qualitative study were needed to be taken 

into account before conducting the quantitative study. If we had chosen only one approach 

we would have excluded relevant information, findings and results that were needed to 

make our study significant in relation to our purpose.  

 

3.2 Research Strategy 

There are several different research strategies to use when performing a research study. The 

one to choose is based on the research objectives and how to meet the research questions 

of the study (Saunders et al., 2007). In this thesis we have chosen to use a mixed method 

approach where we combine a focus group with a questionnaire. Why will be discussed and 

explained in the following sections.  

 

3.2.1 Mixed Methods 

This thesis has been developed through a mixed method approach, which means 

combining quantitative and qualitative research within a single project. Lately there has 

been an increase of the usage of mixed methods (Bryman & Bell, 2011). Bryman and Bell 

(2011) states that this increase has acquired credibility in the field of business studies. The 

increase may be described with the fact that researchers have found a way of how to make 

unique and complementing studies (Bryman and Bell, 2011). 

According to Hammersley (1996) there are three approaches to mixed methods research. 

(1) Facilitation, where one research strategy is used in order to support research using the 

other research strategy. (2) Complementarily which is used when two research strategies are 

used to gain different aspects. (3) Triangulation, when the researchers use qualitative 

research to validate quantitative findings or vice versa. Since this thesis will conduct focus 

groups and then a questionnaire based on the findings from the focus groups, a 

triangulation approach has been chosen. Svenning (2003) also present theories about how 

beneficial triangulation can be since the researchers have the ability to use different studies 

to complement each other. The quantitative data can answer the question "how many?" 

since it is more generalizing while the qualitative study can answer "why?" since it is more 

exemplifying.    

According to Barbour (2007) and Morgan (1997) focus groups can be useful when 

developing a questionnaire, which in our case is a reason for using a mixed method 

approach within our study. The focus groups can help to capture parts that needs to be 

measured in the survey, determine the dimensions of these parts but also to provide 

formulations that express the researchers’ intention to the survey respondent (Morgan, 

1997). Bryman and Bell (2011) mentions that a qualitative research often includes an open-

ended approach to data collection, but the data and findings can be tested in a quantitative 
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research with more participants. In our case the focus groups will be used to investigate 

how consumers view and value CSR, and then our findings or analysis received from the 

focus groups will be measured with the help of a questionnaire to strengthen our analysis 

and conclusions.  

 

3.2.1.1 Focus Groups 

 ”Any group discussion may be called a focus group as long as the 

researcher is actively encouraging of, and attentive to, the group 

interaction”  

 (Kitzinger & Barbour, 1999, p. 20) 

One of the most significant features with focus groups is that it relies on generating and 

analyzing interaction between participants rather than asking the same questions to every 

participant in turn. By these interactions you can generate information that you first did not 

plan (Barbour, 2007; Morgan, 1997).   

It can be hard to decide whether to use one-to-one interviews or focus groups. Thus, in 

our case one-to-one interviews where you gain in-depth information about every 

participant is not needed (Morgan, 1997). Focus groups require people who are 

comfortable to speak in a group of people. It is also important to have participants who 

want to actively participate and contribute. Focus groups should not be used to produce 

narratives and should not be developed from the interest of the moderators (Morgan, 

1997). With this in mind we have designed open-ended questions primarily. By using these 

types of questions we were able to ask “Why not?” questions, which is mentioned as a 

benefit of this method. This gives us the ability to get the explanation and understand our 

participants’ answers but also their reasoning behind it (Barbour, 2007). 

The purpose of qualitative sampling is to reflect the variety within a group rather than 

collect one representative sample (Kuzel, 1992). This means that analyzing the group 

discussion is crucial since this is where you can find the differences between the 

participants. When using focus groups as a research strategy you actually have the ability to 

receive direct evidence about group members’ similarities and differences (Morgan, 1997).  

We believe that focus groups have been a very suitable method for our purpose. The 

interactions have given us valuable information and by analyzing the reasoning we could 

find guidance for corporations when it comes to authentic CSR.  

 

3.2.1.2 Questionnaire 

Based on our analysis and findings from the focus groups we have developed a 

questionnaire to use as a compliment of our study. As mentioned before, we could gain 
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dimensions, parts and formulations from the focus groups that can be measured with the 

help of a questionnaire (Morgan, 1997). In our case we wanted to measure if the views and 

evaluations of CSR from the participants within our focus groups could be applicable to a 

wider population by investigate it with the help of a questionnaire. According to Saunders 

et al. (2007) a questionnaire collect primary data through asking respondents to answer 

exactly the same set of questions and is usually analyzed with the help of a computer  

Before starting to design a questionnaire it is needed to have knowledge about exactly what 

is needed in order to gain the results that was aimed for, which in our case meant that it 

was designed after the analysis of the focus groups (Saunders et al., 2007). The 

questionnaire has been helpful in order to strengthen the findings investigated, if the 

respondents of the questionnaire answered in a similar way of what we prior had found. 

According to Saunders et al. (2007) the benefits of using a questionnaire is that the results 

gained are easy to evaluate and measured, which also have made it easier for us to analyze 

the findings correctly.   

 

3.3 Research Design 

Since CSR from the consumers’ perspective is not well researched, it has been hard for us 

to decide the target group with age, occupation and gender in consideration. When 

researching an undeveloped subject where differences between target groups are not 

known, it may according to us be preferable to aim for a wider target. We have therefore 

decided to construct focus groups as mixed as much as possible. These opinions have also 

been applied when conducting the questionnaire. 

 

3.3.1 Focus Groups 

There have been conducted three focus groups in this research, the first on Tuesday 12th of 

March, the second on Monday 18th of March and the third on Tuesday 19th of March. Each 

focus group contained five persons with a mix of age, gender and occupation. The focus 

groups were held at one of the researcher’s home and lasted between one and a half and 

two hours. 

Where to hold a focus group will influence the empirical result and by choosing a homelike 

environment the participants will feel more safe and comfortable. This can be beneficial 

when the research questions concerns private life attitude; if the participants are going to 

discuss private attitudes it can be good to welcome them to your private home (Halkier, 

2008). Of what the researchers understood, the homelike environment was stimulating for 

this type of research. The participants did not show any sign about being uncomfortable. 

Edmunds (1999) indicates that at least two or more focus groups should be conducted, but 

further Halkier (2008) means that this can differ from project to project. When conducting 
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a research where the focus groups will be used in combination with another type of 

research within the empirical data, fewer groups will be enough (Halkier, 2008). Thus, if the 

research would not include a complementary research, in this case a questionnaire, a larger 

number of focus groups may have been to prefer. After three focus groups we believed 

that we had enough data for our purpose.  

There are many different views about how many participants there should be in a focus 

group, thus there are indications of that this number has crucial effect. By using large focus 

groups there is a risk since the participants may be divided into sub-groups during the 

discussion (Halkier, 2008). To avoid this division and to make a good balance the number 

of five participants was chosen. One argument for choosing quite small groups is that it 

gives the researchers the ability to receive in-depth information. Since the focus groups 

lasted between one and a half and two hours, this also was a factor to gain in-depth 

information. 

To make the research reliable and trustworthy all the focus groups were audio-recorded, 

which all participants gave approval to. Saunders et al. (2007) states that it may be hard to 

manage and note key points at the same time, and it is good if there are two interviewers. 

This is why the researchers decided to have two moderators and one secretary. The 

secretary was then able to focus on all non-verbal communication. There have been 

discussions about whether to video-record it or not. As Barbour (2007) mention this may 

affect the participants in a negative way where they may feel uncomfortable, which is the 

main reason to why the focus groups were not video recorded. We believe that the 

secretary was able to capture the non-verbal communication instead. The focus groups 

have also been transcribed, which is preferred when making a systematic analysis. The 

transcription made it easier for the researchers to review the data, since it was written down 

and in some extent also reduced from data that is not needed to be included in the research 

area (Halkier, 2008; Edmunds, 1999). The fact that we decided to transcribe afterwards 

ensured us to be involved and totally focused about the discussion within the focus groups. 

We were also able to listen to interesting parts multiple times, which may benefit the 

analysis. All our specific questions within the focus groups can be found in the appendices 

(Appendix 1), but the complete transcription will be available upon request. 

 

3.3.2 Questionnaire 

The questionnaire was developed from analysis and findings from the focus groups and 

was developed to strengthen these findings. The answer alternatives were developed out of 

the discussion from the focus groups, which gave us the ability to analyze the subject out 

of differences and similarities among consumers.  

It is highly important to make sure that the questions that you are asking are understood by 

the respondents in the way you as an investigator is aiming for, but also that the answers 

given are understood correctly by the researcher (Saunders et al., 2007). We indicate that 
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we had enough of information to design the questionnaire since we had done a lot of 

literature research and also analyzed the results from the focus groups before developing it. 

In the focus groups it was shown different opinions and views, which have been the base 

for the design of the questionnaire.  

Figure 3.1 Age Variety 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 18-25 34 28,3 28,3 28,3 

26-34 23 19,2 19,2 47,5 

35-49 16 13,3 13,3 60,8 

50-64 23 19,2 19,2 80,0 

65< 24 20,0 20,0 100,0 

Total 120 100,0 100,0  

 

The respondents could be anyone in the Jönköping region who was at least 18 years old. 

One of the most important parts when conducting a survey is to obtain an adequate sample 

since it is impossible to ask all members of a large population. If the sample is chosen 

properly, it is possible to draw strong conclusions (Graziano & Raulin, 2010).  In total 

there were 120 respondents in a broad variety of ages as shown in Figure 3.1. In addition to 

this there was an equal amount of men and women, where 49,2 percent were women and 

50,2 percent were men. Since we did not know about any differences between gender and 

age when we conducted the focus groups, we chose a high degree of variety in the 

questionnaire as well to be able to connect the studies and to make conclusions. The 

variety of similar amount of participants also contributed to minimize the risk of biased 

answers because of age/gender. Graziano and Raulin (2010) mean that the size of an 

sample needs to be determined for each project. Since the questionnaire is a compliment to 

the focus groups we believe the amount of respondents, 120, is enough for this thesis. 

The delivery and collection questionnaire gave us the ability to receive quick answers. We 

believe that the personal contact with the respondents gave us a high respond rate as well. 

The results from the questionnaire were later on analyzed with help from SPSS. With SPSS 

cross tabulations could be made to analyze relationships between answers.  

The design of the questionnaire can be found in the appendices (Appendix 2), but the 

complete data analysis in SPSS will be available upon request. 
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3.3.3 Analysis of Data 

Since we have decided to use the abduction approach for our research, we have gained 

both qualitative and quantitative data. As important it is to collect data it is to present them 

in a structured way, to be able to analyze them and achieve the purpose. First we presented 

our findings and analysis from our qualitative study, secondly we presented our findings 

and analysis from the quantitative study and thirdly we summarized the two studies’ 

analysis and findings in relation to each other that was used in the development of the 

conclusion.  

 

Figure 3.2 Components of Data Analysis: Interactive Model 

 

Figure 3.2 Components of Data Analysis: Interactive Model (Miles & Huberman, 1994, p.12) 

 

Our data for the qualitative study were collected from our focus groups and as mentioned 

before were transcribed after the focus groups were conducted. When analyzing our data 

from our focus groups we have used the qualitative analyzing method stated by Miles and 

Huberman (1994) which consists of 3 major analysis activities when analyzing your 

collected data; (1) data reduction (2) data display and (3) conclusions: drawing/verifying 

(Miles & Huberman, 1994). 

Data reduction – The data reduction occurs continuously and refers to the process of 

simplifying, selecting and transforming your data (Miles & Huberman, 1994). In our case 

this meant to look over our collected data, reduce it and decide what patterns that best 

summarized our findings. Our transcriptions were made in Swedish so we then translated 

them to English when presenting summaries and paraphrasing what participants said to 
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show our findings in a clear way.  

Data display – This refers to the compressed information assembling that will be used to 

draw conclusions (Miles & Huberman, 1994). In our case this is referred to when we 

assembled our data to extended text and also categorized them.  

Conclusions: drawing/verifying – Here is where the qualitative analyst is starting to decide what 

the data means through stating explanations, regularities, patterns etcetera (Miles & 

Huberman, 1994). This is were we decided our relevant findings that would further be 

investigated in our quantitative study.  

In our quantitative study the data was collected from our 120 respondents of the 

questionnaire. The data was inserted in the program SPSS were we conducted frequency 

tables and cross tabulations. These were translated into tables and diagrams that were 

analyzed by us to logically draw conclusions from our findings.  

In the last section we have looked at our analysis and findings from both studies to 

summarize our results. This is done since we wanted to use these results and interpretive 

them into our conclusion were we present guidance for corporations of how to achieve 

authentic CSR.  

 

3.4 Research Quality 

When measuring the quality of the data, it is often divided into validity and reliability. The 

demands of validity is general both in qualitative and quantitative research. Thus, the 

reliability is different within the two types of research strategies (Svenning, 2003).   

 

3.4.1 Validity 

The connection between theoretical and empirical data is often hard to determine. Thus, 

this is an important part of the thesis. It is defined as validity, and measures how well this 

connection is obtained (Svenning, 2003). Further, Bryman and Bell (2011, p. 159) describes 

validity as; “whether or not a measure of a concept really measures that concept.”   

Conducting a research is a real challenge since several factors needs to correspond. One of 

the most difficult parts is the method that is used when asking questions since they need to 

be asked in a clear manner without biased values from the moderators (Svenning, 2003). In 

the focus groups this was avoided through using open-ended questions and without any 

explanations based on our theoretical study about CSR. The only information that was 

given to the participants is a short Swedish translation of CSR (ansvarsfullt företagande).  

The validity concept can be distinguished into two parts; (1) internal validity and (2) 

external validity. Internal validity concerns the logical part of the research and how the 
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structure of the project is composed (Svenning, 2003). What will increase the internal 

validity of this thesis are the questions that are being asked, participants in the 

investigations and where the study is conducted. The external validity are more related to 

the wider aspect of the research. It refers to how the results of the study are able to be 

generalized to other participants, conditions, times and places. When making statements 

about the overall population by using the sample, the sample needs to be recognized as an 

accurate representation of the population (Graziano & Raulin, 2010; Svenning, 2003). 

Svenning (2003) presents that quantitative research could be a good tool used for 

generalization, given that the empirical basis is correct. This thesis’ research questions are 

focusing on consumers in the Jönköping region. To assure that the focus groups will cover 

the right participants to be able to generalize it in a wider population, the participants are 

chosen from a variety of ages, gender and occupation. The questionnaire was conducted to 

get quantitative data from a wider sample in the population of Jönköping.  

 

3.4.2 Reliability 

The reliability refers to that the results are trustworthy. This means that two different 

studies with the same purpose and research questions should end up in the same result 

(Svenning, 2003; Graziano & Raulin, 2003).   

Interrater reliability refers to the fact that if a measure involves behavior ratings by 

observers, there should at least be two observers who are totally unaware of the other’s 

observations (Graziano & Raulin, 2003). This was implemented through presentation of all 

three researchers during the focus groups. After the focus groups, the researchers were 

writing down their own observations before discussing them with the others. 

When conducting the focus groups it is needed to be taken into account that people can 

and will be influenced by each other. This means that the answers should be carefully 

analyzed. However the group discussion was the basic material of the analysis where the 

vision was to provide guidance for corporations regarding authenticity and CSR from the 

consumers’ perspective.  

 

3.5 Critics of Chosen Method 

In both the qualitative and the quantitative study we have asked the 

participants/respondents about their knowledge of CSR. We are aware of that this may be 

seen as a technical term, and this may affect the results we received when investigating the 

knowledge. The background of why we chose to investigate this anyway was; (1) We knew 

the concept by this term, (2) Many corporations use it in their communication, especially 

on their web pages (Lindex, 2013; Monki, 2013; Investor AB; 2013; Unicef, 2013), (3) We 

believe the term CSR should be known by consumers and (4) By investigating the 

knowledge of it we can provide guidance for corporations. 
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Since the participants in the focus groups did not know each other, there might have 

occurred incorrect statements from the participants since they wanted to look "better" than 

they actually were. We believe this problem always will occur when it comes to measuring 

behaviors and opinions in a qualitative study while observing people. Since we had students 

in our focus groups, they also may have affected the other participants because it turned 

out that they had more pre-knowledge than others. The students might then have gained 

respect from the other participants as being a trustworthy source of information and might 

have biased the discussion. One other difficulty with the focus groups is that abnormal 

opinions might have taken larger space in our data collection (Barbour, 2007). 

In many of the questions within the questionnaire, the answering alternatives turned out to 

give a quite equal result. The concept of CSR can be hard to understand for the 

respondents, which in turn could lead to insecure answers. We believe this may be one of 

the reasons for gaining this result. Another explanation may be that we had too many 

alternatives to choose from, but this was deliberately in order to cover the findings from 

the focus groups.  

When using mixed methods it is important to consider the weaknesses of both qualitative 

and quantitative methods. The fact that we had to study both the concepts, since we did 

not have any pre-knowledge, have been time consuming and may have taken more space 

than necessary within the process. Proponents within the classic way of designing methods 

states that researchers should always work within qualitative or quantitative research. 

Others also mean that the area needs more research about how to mix the methods 

properly. To understand from this, we are aware that some of our readers may be critical to 

our method choice, but we still believe we have underlying and strong reasons for using a 

mixed method approach (Burke Johnson & Onwuegbuzie, 2004).   
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4 Results and Analysis  

In this chapter, the empirical findings from our qualitative and quantitative study will be presented and 

analyzed. In order to make it more clear for the reader the main findings are illustrated with the help of a 

figure we present below. All results will be discussed and interpreted and allow for the development of our 

conclusion.  

In this chapter of our thesis we will present the result and analyze of our two studies. From 

our qualitative study we will present and discuss five main findings with underlying 

problems. Our quantitative study have been based on our findings from the qualitative 

study to be able to strengthen our findings, and in order to make it more clear for the 

reader the most relevant results will be presented in both words and figures. All results will 

be discussed and interpreted and with a combination of both studies our conclusion will be 

formed.  

Our five main findings are illustrated in the figure below. We will present the underlying 

discussions and analysis of each element further on in the results and analysis chapter.  

 

Figure 4.1 Authentic CSR from the Consumers’ Perspective 
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4.1 Qualitative Study 

When discussing CSR from the consumer’s perspective there are many things that need to 

be considered by corporations. In the following section we are going to present the 

findings from the focus groups with underlying discussions and problems of these. 

There was an overall positive impression and the participants showed an interest to learn 

more about the concept. What was interesting and motivating for us as researchers was that 

all the participants saw a relevance that this subject should be taken more into 

consideration from different point of views. One woman, 22 years old, stated within the 

focus groups that; 

“I have a feeling that we have some knowledge, but that we should learn 

even more regarding these issues. I have never thought about CSR in this 

way before and I think it is really good to sit in a group like this and discuss 

it" 

After a while of discussion regarding CSR there was a great understanding of the 

importance of working with these initiatives; 

“My opinion is that you as a corporation today gain much more from this 

kind of behavior, earlier there has been a focus on other matters. Now, it 

has become a trend and we as consumers are much more sensitive. 

Especially now when the population on earth is so huge, our impacts can be 

extremely dramatic and we are significantly more vulnerable. CSR is then 

getting more important and I believe that it is possible for a corporation to 

be socially responsible and still make good money” 

What is interesting in this statement is that this person puts “socially responsible” and 

“making good money” as opposites. We saw a pattern of this attitude towards CSR among 

the participants, since they often questioned if it was possible to succeed in both areas. This 

may be one of the starting points why consumers are skeptical when it comes to CSR and 

its trustworthiness. They do not know how corporations work with these initiatives, and 

this has led to confusions. This connects to the theory of Porter and Kramer (2002) that 

many CSR initiatives are unclear. 

When conducting our focus groups environmental, economic and social initiatives has 

been mentioned when we asked questions regarding the relevant initiatives connected to 

CSR. With this in mind we decided to use the Triple Bottom Line concept as a definition 

of CSR throughout our research. This is connected to Dahlrud’s (2008) theory of the 

definition of CSR that corporations take responsibilities beyond what they are obliged to 

within their economic, social and environmental performance and that corporations no 

longer only work with the single goal of adding economic value. 

Ellen et al. (2006) presents a theory regarding attributions of engaging in CSR and during 

the focus groups we found a pattern that the participants wanted corporations to engage in 
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CSR initiatives due to an other-centered attribution, since they really cared. They were 

positive towards the meaning of the concept thus in reality they had the opinion that 

corporations only took advantage of CSR for their own beneficial gain, a so-called self-

centered attribution. To be able to achieve authentic CSR we present following 

improvements that corporations should implement. 

 

4.1.1 Know the Consumer 

When working with and communicate CSR it is highly important to analyze and identify 

your stakeholders and understand what they are expecting and want from the corporation 

(Shuili et al., 2010). It is therefore important to understand and know the consumer. To 

learn from our focus groups we believe one common problem is that corporations 

communicate wrong information and misunderstand their target groups’ demands and 

knowledge.  

 

4.1.1.1 Knowledge 

Several corporations take for granted that CSR initiatives would attract the consumers 

(Devinney et al., 2006). Thus it is hard to measure the benefits of investing in CSR and if it 

actually affects the consumers’ attitudes (Porter & Kramer, 2006). From our research we 

found out that the overall knowledge among the participants regarding CSR was low. Some 

had heard about the concept but still did not know what it was about. This corresponds to 

the theory stated by Pomering and Dolnicar (2009) that consumers generally have poor 

knowledge and awareness of CSR. The participants had as well problems with giving 

examples of corporations that work with CSR. Thus, when discussing examples they could 

recognize some initiatives. 

The participants that did have some pre-knowledge were the students, which were clearly 

shown in the beginning of the discussions since the students were those who could explain 

the concept to a greater extent in comparison to others. Following are three examples of 

definitions given from students; 

“Corporations by actions beyond their own benefit are trying to help others 

in the environment and society. Thus, it may be made by personal gain” 

”Corporations work towards a sustainable development within economics, 

the society and the environment” 

”Corporations responsibilities towards the surrounding society” 

All of these quotations can be connected to the Triple Bottom Line concept as mentioned 

before. We believe that CSR is being integrated in the education today, which might be a 
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reason for why the students could give definitions about the concept and had more pre-

knowledge compared to the others. 

The usage of the CSR concept as a word by corporations is something that the participants 

were questioning. They did not recognize the concept with those words or letters, but 

rather through other “words”. Why consumers associate it with other words might have 

several explanations but the primarily explanation we found is based on the theory where 

Devinney et al. (2006) describes that consumerism primarily is associated with 

environmental issues. Participants mentioned several words that could be directly 

connected towards the environmental element. They thought that CSR is a very good 

concept when all the vital parts were included, but thought that it would be great if 

corporations would put more effort in educating the consumers. Further in the discussions 

the participants thought that in a couple of years, the concept would be more well known. 

Some suggested; 

“They should invest in teaching consumers what the term of CSR means. 

They should focus on a campaign to make consumers aware of the meaning 

of this concept” 

As mentioned earlier, the participants did not know what CSR was but when talking about 

the different parts of it was recognized. What is interesting thus is that many corporations 

use the word CSR on their web pages even if the knowledge is low from consumers 

(Lindex, 2013; Monki, 2013; Investor AB; 2013; Unicef, 2013). We think that this is 

strange, especially since many corporations use it within their marketing (Devinney et al., 

2006). We have not found another word that would describe it better either, and this is why 

we think that the participant’s advice of a campaign could be a good idea. This can be 

connected to Devinney et al.’s (2006) theory that states that corporations should take into 

consideration the complexity of the consumers and educate and guide them when it comes 

to CSR. If some part of our society or corporations took that responsibility it would be 

easier for corporations to act in a better way and for consumers to embrace it since there 

would be a greater spread of knowledge. If consumers had more knowledge about the 

concept, they could also put pressure on corporations to act better when it comes to CSR.  

 

4.1.1.2 Initiatives 

It is interesting to look at what the participants thought were relevant initiatives for 

corporations to focus on in order to know how to present these initiatives in an authentic 

manner. We found that there is an importance of choosing your initiatives carefully in 

order for the consumers to believe in them. This is also stated in the theory written by 

Devinney et al. (2006) as well as there is an importance in only focus on initiatives that are 

relevant to the corporations’ service or product. In one of our focus groups these relevant 

initiatives were mentioned by one of the students, which well summarizes several general 

opinions and initiatives that were being mentioned by our participants; (It=CSR) 
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“CSR is getting more and more important since all of us needs to start to 

work together. Corporations today carries tons of resources and are as well 

consuming enormous amounts, but are on the other side able to provide 

us with job etcetera. However, they have an important role to make sure 

their business is done in a proper way and to make sure that people and 

the society is contributed by it. In ways that for example is included by 

supplying jobs, act socially responsible and act environmental friendly” 

In this comment he connects CSR to several points from the Triple Bottom Line concept, 

see figure 2.1 from theory. Examples given by relevant initiatives such as jobs created, 

waste produced and human rights (Savitz & Weber, 2008). It is clear that this participant 

feels that there is a great importance for corporations in working with CSR initiatives. 

Corporations should take their responsibility and think further than their own profit 

making, since they have responsibilities for their surrounding society (Dahlrud’s, 2008). 

These are also opinions that can be generalized as being stated or at least agreed by 

everyone, except for one, of the participants of the focus groups. 

When looking at our findings and analyzing all of our focus groups we can make the 

statement that environmental issues were one of the initiatives that was mostly discussed by 

the participants. When being asked about what CSR is and if they have any examples they 

could give, examples connected to the environment was mostly mentioned and was what 

the participants had on top of their mind. This corresponds to the theory by Devinney et 

al., (2006) which means that environmental issues are mostly referred to when it comes to 

consumers and their own responsibility. 

Why these activities are mostly mentioned may be because corporations mostly market and 

communicates, for example on their web pages, environmental initiatives (Telia, 2013; 

Gevalia, 2013; Renova, 2013; SJ, 2013; Hemköp, 2013). What the corporation decides to 

market is based on what they identify as a competitive advantage for them in their key 

market (Piercy et al., 2009). The participants did as well see a great relevance in working 

with environmental issues since there is a need for us to be careful with our surrounding 

environment and reduce our increasing impact. 

Further on in the discussions, social issues were presented by the participants as one of the 

main initiatives to focus on. From the Triple Bottom Line concept social issues includes 

initiatives such as; human rights, product responsibility, community impacts and labor 

practices (Savritz et al., 2008). Within the discussion, several examples of cases were 

mentioned such as H&M’s poor labor conditions and SAMHALL’s usage of disabled 

people. The participants showed knowledge of social activities and saw a great relevance in 

corporations’ work with these issues. Thus in the end it seemed that it was harder for the 

consumers to connect the social activities as CSR initiatives or give relevant examples 

within these manners. Thus from the discussions it was clearly showed that participants still 

put a lot of emphasis and value on these initiatives. 
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Within the economical issues of the Triple Bottom Line only supplying jobs and take care 

of the business it operates to gain profit was mentioned. They are both parts of the 

economic measure in figure 2.1 from theory (Savritz & Weber, 2008). Thus, these were 

only mentioned shortly and only by two participants who were both students. These 

initiatives was not questioned by any participant as if it was relevant activities within CSR 

or not, but it seemed like the others did not connect them as being parts of CSR. 

 

4.1.1.3 Target Group 

It is important to distinguish the corporation’s targeted segment to be able to meet the 

demands and choosing suitable CSR initiatives (Shuili et al., 2010). We believe this can 

increase the authenticity, since it is known that consumers are evaluating authenticity 

depending on different circumstances (Grayson, 2002). We saw a pattern that consumers 

evaluated CSR differently depending on age, knowledge, life-situation and in some cases 

occupation.  

According to one participant the social issues does not affect her in the same way as 

environmental issues. When she hears about for example a mistreated labor force she gets 

angry but it disappears quite fast and does not in the end affect her purchasing behavior. 

Thus buying environmentally friendly or organic products feels much more natural for her, 

in comparison to products where social issues have been considered, and she is more 

willing to be affected by environmental initiatives. This statement was made by another 

participant; 

”the most important part are the social issues, but I have more knowledge 

regarding environmental issues” 

She had a completely different view and can be connected to the fact that it is easier to 

receive information regarding corporations’ work with environmental issues thus social 

issues is of greater importance for this participant. These different views can be explained 

through the fact that these two participants were in different life situations, where the 

participant who referred to environmental issues was a mum and the one who referred to 

the social issues was a young female student. The mum may be more concerned of buying 

for example ecological food for her children while the student has another focus such as 

human rights. Once again, this connects with the theory written by Grayson (2002) about 

different evaluations of CSR by consumers.  

An interesting pattern we found was concerning the relevant initiatives among the different 

segments. In general there was a difference in the attitude that was connected to age. 

Overall younger people saw a greater relevance in social initiatives and gave several relevant 

examples concerning these initiatives and older participants rather gave examples that was 

connected to the environment. The older participants did often give examples of their own 

responsibility and primarily their environmental-friendly behavior. We believe that 
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environmental issues have been discussed and debated during a longer period than other 

parts of CSR, which connects with the theory by Devinney et al. (2006) who presents that 

CNSR primarily is associated with environmental issues. The younger participants in our 

focus groups were looking at CSR from a more global context and gave examples of poor 

working conditions in less developed countries. Older participants were thus relating to 

CSR from a more local perspective and gave examples related to Sweden or even more 

local areas such as Jönköping City. The younger participants are often more involved in the 

technological development which then enhance their adaptability to the increased 

transparency and the fact that other parts than the environment also are discussed and 

debated today. This gives them an ability to easily find global information about social 

matters where corporations are or are not behaving in a proper manner (Cane & Matten, 

2010). From our focus groups we also saw a pattern of that younger participants had 

greater awareness of CSR. According to Lee and Shin (2009) a higher awareness of CSR 

initiatives has a positive linkage to purchasing intentions, where social contributions had 

greater effects. This may also be a reason for why the younger participants mentioned and 

took in concern social initiatives to a greater extent. The older participants view CSR from 

a more narrow perspective and believe that they can have an impact for future generations 

while the younger participants were more critical due to greater knowledge of the global 

context. 

All participants believed that marketing must be reliable for the consumer to be able to 

respond to the corporation. According to Shuili et al. (2010) corporations need to identify 

who their consumers are and what they want from the corporation to successfully use CSR 

in their marketing. In order to do this, the authenticity of corporations’ marketing needs to 

reflect how the consumers want it to be (Grayson & Martinec, 2004). 

How the consumers respond and act to marketing was according to the participants 

depending on where in life they were standing. The participant who brought this argument 

up meant that; 

“When I was studying marketing I was more observant and drew attention 

to everything regarding trustworthy or non-trustworthy marketing. But 

now when life has changed I value other things, for example what my 

children are eating” 

This corresponds to the theory written by Grayson (2002), that consumers view 

authenticity differently depending on evaluations and circumstances. Two participants were 

mothers of small children. Since it came out that Nestlé marketed their milk replacers in 

Africa and this further led to that many children died since they mixed it with polluted 

water, these two never purchase any products from this corporation (SVT, 2012). What is 

interesting thus is that the other participants were not as affected of this as the mothers. 

This may be an effect due to that people are “selfish” and more concerned about CSR 

initiatives that affect them directly, or in this case in relation to the fact that they had small 

children. This complexity of consumers makes it harder for corporations to develop 
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relevant CSR initiatives, thus this is an important part to consider when it comes to 

engaging the consumers (Devinney et. al., 2006). 

 

4.1.2 Communicate Relevant Information 

In this section we will analyze the importance of relevant communication from the 

corporations, which is needed since inauthentic views regarding corporations and their 

CSR engagements have been found. Participants have several times mentioned the lack of 

information as one of the reasons why CSR does not feel authentic. 

Why consumers today may feel confused by corporations’ CSR initiatives and their 

information about it might be corresponding to the theory presented by McShane and 

Cunningham (2012) that there are both authentic and inauthentic CSR initiatives. Through 

a corporation’s communication regarding their CSR activities the consumers’ needs, based 

on their own knowledge, determine whether a corporation is authentic or inauthentic.  One 

way for the corporation to achieve authenticity is by communicating adjusted information 

based on their consumers needs (Ertzgaard, 2004). To learn from the focus groups, the 

consumers need clear and accurate information from the corporations to easily accept and 

understand their CSR initiatives. As of today the general opinion among the participants 

was that they did not receive enough information in order to trust the CSR initiatives. 

According to Caruana and Crane (2008) and Devinney et al., (2006) corporations do not 

communicate their initiatives in an accurate way for consumers. We believe one reason of 

why today’s consumers believe that they do not receive enough information of CSR may be 

due to that corporations still communicates its information at a corporate level, which 

makes it difficult for the consumers to understand.   

In our focus groups the participants believed that it was a good idea for corporations to 

communicate what responsibilities they were taking, the vital part was thus the way of how 

they communicated it. Many of the participants felt that corporations often use CSR to 

attract consumers and promises more than is being implemented. They believed that CSR 

marketing on television, which according to Brunk (2010) is one of the most common 

marketing channels, sometimes became a competition among corporations’ amount of 

responsibility. One participant mentioned that this type of behavior from corporations 

makes it feel less credible and hard to understand the reasons why businesses work with 

CSR.  

According to Devinney et al. (2006) it is common that corporations take for granted that 

consumers have knowledge regarding CSR when developing their marketing activities. 

Within our focus groups it was shown that the participants had poor knowledge, and 

therefore the corporations needs to communicate the initiatives at the same level as the 

consumers’ knowledge in an educational manner. Some meant that communicating the 

initiatives at a right level could reduce negative prejudices of corporations. One participant 

said; 
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“I believe that previous prejudices about for example the clothing industry 

can through information from the corporation regarding for example what 

they are implementing in order to improve the working conditions or what 

environmentally friendly materials they use, can change the consumer’s 

view of the corporation” 

When analyzing the participant’s statement, theory about different beliefs can be applied 

(Ajzen, 2008). The consumer in this case might lack both the descriptive beliefs and the 

informational beliefs, since the corporation does not communicate their CSR initiatives and 

the underlying motives enough. This might lead to that the consumer use their own 

knowledge regarding CSR, which in general is poor, to draw conclusions. According to the 

theory, there is a risk of letting consumers draw their own conclusions about the 

corporation since it may create a negative picture of the corporation (Broniarczyk & Alba, 

1994; Brunk, 2010). This statement was given after a discussion regarding H&M’s working 

conditions in Cambodia, where the participant earlier stated several negative opinions 

about the corporation. It is clear that this participant had developed these opinions out of 

media’s limited amount of information regarding the case. H&M might have more 

information that could have been communicated towards the consumers to decrease the 

negative opinions. 

In our focus group "follow-ups" was a recurrent topic. All participants agreed that 

irresponsible behavior by corporations was a reason why many participants lost their 

confidence and trust for corporations. In many of the participants’ mind, the corporations 

do not present enough achieved results when putting things right after irresponsible 

behavior have been noticed. One participant said; 

 “I never receive any information of what the corporations will do to 

prevent that similar incidents happen again” 

This means that not enough “follow-ups” are made and for the participants it was 

important to see the result to be able to trust the corporation again. As mentioned by 

Rousseau et al. (1998) trust is an essential factor when it comes to creating relationships 

between the consumer and the corporation. It is harder to reach the consumer in a positive 

way if it does not trust the corporation (Grönroos, 2008).  

 

4.1.3 Develop Clear Motives 

One of the main problems we found within our focus groups that affected the perception 

of corporations’ CSR initiatives where the fact that the participants did not understand or 

agree with the underlying motives of the corporations’ engagements. According to 

Bhattacharya and Sen (2004) corporations need to take the internal outcomes, which can be 

that the consumers understands why corporations work with CSR, into consideration when 

creating CSR initiatives that are great for its purpose. The fact that the consumers do not 
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understand the underlying motives highly affects the view of the authenticity and has in the 

end a negative effect of the perception of the corporation.  

During the focus groups it was discussed about why corporations conduct CSR initiatives. 

The most common answer to that question was that it has grown to a trend and that it 

needs to be taken care of now due to for example the threats of our climate. On the 

question of why it has grown to a trend the technological development was mentioned. 

There has been an increased transparency since consumers have an enhanced ability to find 

information on their own nowadays (Crane & Matten, 2010).  One of the younger 

participants described why it has become a trend as; 

“It has to do with the technological development. Due to Internet people 

today know what is happening. Everything is more transparent compared to 

what it looked like maybe 20 or 30 years ago. Corporations obviously are 

more aware of this now as well. Both consumers and corporations are 

becoming more aware. It becomes important to market themselves in a 

responsible way or otherwise they will not stand out among the consumers. 

It may not any longer be enough to just offer the lowest price. There are 

other requirements that are demanded as well.” 

The transparency may be more clear by the younger consumers since they use Internet to a 

greater extent than older people, which also may be a factor of a greater knowledge of the 

concept by the younger participants. In this way, consumers get more aware of what is 

happening within corporations and this may be one of the reasons for corporations to 

engage in CSR (Tapscott & Ticoll, 2003). 

 

4.1.3.1 Corporations’ Own Benefit 

Within the beginning of the discussions, several respondents gave a positive impression of 

what corporations are contributing with in order to take their responsibility. Further, the 

discussions indicated a more negative approach and participants questioned the authenticity 

of the initiatives through assuming that corporations mainly are conducting it for economic 

gain (a part of the self-centered attribution according to Ellen et al., 2006). For consumers 

today it is of high importance to understand the underlying motives for a corporation’s 

CSR initiatives. If they do not accept the motive it can have a negative impact of the 

perception and attitude of the corporation for the consumer (Ellen et al., 2006). Within our 

discussions this is what happened several times when participants questioned underlying 

motives of why for example corporations such as H&M is producing “Conscious 

Collection” pieces (A collection made by recycled and environmentally friendly materials, 

H&M, 2013). The consumers need to know if H&M makes this collection since they really 

care (other-centered attribution according to Ellen et al., 2006), and then also present the 

background of why they care. All thus a pattern we saw was that participants wanted 

corporations to engage in CSR initiatives due to the other-centered attribution. They were 
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positive towards the concept thus in reality they had the opinion that corporations only 

took advantage of the concept for their own beneficial gain, a self-centered attribution. 

Some participant did even say that; 

“I think corporations today work with CSR in order to be able to market 

it, not because they actually care” 

This quotation once again connects to the fact that corporations take advantage of the 

concept and egotistically use it for a self-centered attribution (Ellen et al., 2006).  Why this 

view has been brought up among the participants may be due to they do not understand 

and grasp the underlying motive for why they would otherwise engage in these matters 

(Debeljak et al., 2011). 

One of the main discussions was regarding the fact that corporations within several 

industries tries to compensate their impact on the climate and environment. For example 

participants mentioned that corporations within logistics pollutes a lot due to heavy 

transports and therefore are trying to compensate their impact by investing within the 

rainforest to make sure that it will not be desolated by other corporations. According to the 

participants, this is made to create value for the consumer and to enhance their own brand 

but still, nothing is done to decrease their own pollution. Another participant mentioned 

that MAX has for many years planted trees in Africa that binds an equivalent amount of 

carbon dioxide that the company during a year have polluted, which many participants felt 

was a good idea. What was questioned in this example was that they as consumers did not 

know how long these contracts lasted and suggested that MAX should focus on their own 

production instead, where the consumers easier can see the information and 

improvements. Both of these examples were by participants argued to be positive 

contributions but they questioned the underlying motive of them. As mentioned within the 

theory section, for consumers to accept CSR engagements they need to understand or 

agree with the underlying motive of the activity (Ellen et al., 2006; Debeljak et al., 2011). In 

these examples it is easy for consumers to only see it as tools in their marketing strategies 

and will therefore be a self-centered attribution that can have a negative impact of the 

consumers’ perception of the corporation (Ellen et al., 2006). It is as well important for 

corporations to implement CSR initiatives that the consumer feel is relevant for them, as in 

the above mentioned examples that it was more relevant for them when corporations 

focused to make their own production better, instead of compensate in other areas such as 

the rainforest. If it does not feel relevant, it can lead to a confusion and then lead to that 

they do not understand or agree with the motives. Hence this would lead to a negative 

impact of the perception once again (Devinney et. al, 2006; Ellen et al., 2006). 

In our focus groups we used two stimulus articles (appendix 3 & 4) to find out the 

participants’ judgments to corporations different CSR initiatives from a written source of 

information. One article was about how MAX Hamburgare changed their recipes of their 

hamburgers to become more environmental friendly and that some MAX restaurants were 

self-sufficient with electricity (appendix 3). The second article was about ICA and their 
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efforts to employ disabled people. Overall, most respondents favored what the 

corporations were trying to achieve and wanted to believe that in reality it was as good as it 

sounded, but after we asked more critical questions to the articles, such as “The new recipe 

on the hamburgers are made with only 82 percent beef to reduce impact on the 

environment, do you think it is okay with 82 percent beef?” and “400 people with various 

disabilities have received jobs at ICA from 2009 to 2011, do you believe this is a fair 

number?” participants re-read the articles more thoroughly and further many participants’ 

opinions changed. What were questioned were once again the underlying motives for the 

engagements. 

Many corporations in the hamburger business have been marketing their burgers with 100 

percent beef for several years. When MAX changed their recipes they meant that the 

reason was to reduce the environmental impact and this was something our participants 

thought was good. In the article MAX states that eggs and milk always have been 

ingredients of their recipe, but now they reduced their content of meat even more. The 

participants became immediately more hesitant and wondered what MAX have added 

instead. One participant was determined that corporations only implemented this to make 

money, which can be linked to the theory presented by Ellen et al. (2006) where different 

attributions to get response from the consumers is presented. The participants meant that; 

“Whatever the corporation says the main focus will still be about money” 

What the participant meant could be recognized as a self-centered attribution from the 

corporation. Same participant, supported by others, meant that both the new recipe and 

the restaurants that was self-sufficient with electricity primarily was implemented to 

increase the financial gain and secondarily to be able to use it in their marketing. Regarding 

the marketing some participants meant that the important thing in this case was how MAX 

communicated it. 

The first impression when discussing the article about ICA was that they have taken the 

first step to work against prejudices against disabled people and the participants thought 

that this engagement felt up to date. Despite this the participants, after some critical 

questioning from the moderators, questioned the information about the amount of persons 

who have been employed over the past three years. Several participants meant that 220 

ICA stores had the ability to employ even more people with a disability than the 400, as 

mentioned in the article (see appendix 4).   

When information was given from one participant in the groups regarding ICA receiving 

grants from the state to pay salaries to employees with disabilities changed many 

participants view of ICA’s action. The same participant said; 

“When the substance is that ICA do not pay the salaries for themselves 

but at the same time is a limited corporation (Ltd) which earn profits, I 

become doubtful. They use a workforce that the government pays for, 

which I think is wrong” 
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This raised other participants’ thoughts about how corporations’ highlights its commitment 

from a view that makes them look better than reality (self-centered attribution). This is 

again a clear example of how corporations use CSR in an irresponsible way, which 

increases the inauthenticity. None of the participants had ever seen an employee with 

disabilities in any ICA store and this was reducing their trust for ICA’s motives in 

committing these engagements. ICA states in the article that they are working against 

prejudice (see appendix 4), but it was hard for the participants to see an improvement. 

 

4.1.3.2 Money Distributed 

For some organizations and corporations the trust and confidence in their initiatives has 

crucial effects of the business it operates. One participant mentioned that she donated 

money to “Médicins Sans Frontières”, which she thought felt like a credible organization 

when she after each donation received a letter with information about how the money 

donated will be distributed. Because she thought it felt authentic she continued to donate 

money to the organization, which can be an example of Grayson and Martinec (2004) 

theory of that consumers use authenticity to decide if they should build a relationship with 

a corporation or not. A good relationship can contribute to more value than just the core 

product/service the corporations offer. According to Grönroos (2008) the relationship can 

contribute to a greater amount of value between the parties. The participants’ trust lasted 

until her friend told her that you always get such letters independent on where you donate 

money, which in turn made her doubtful. Another participant said; 

“Childhood Cancer fund also sends similar letters. I donated money there 

a few years ago and still get these letters sent home, although I do not 

donate money to them anymore. This highly reduces the trust” 

Some of the participants thought it was difficult to donate money to such organizations, as 

they did not know how the money later on where distributed. One question that then 

arouse in our minds was; how could consumers trust in corporations’ CSR initiatives, when 

they do not even trust charitable organizations?” Further, when the donater where to pay 

100 Swedish crowns a month to children in Africa, they questioned how much of the 

money that really went to the children? For an organization like ”Médicins Sans Frontières” 

or “the Red Cross” a good relationship with their consumers is crucial. According to 

Grönroos (2008) it is important that organizations or corporations that focus on building 

relationships with consumers, actually achieves their consumer expectations but also 

communicate trustworthiness. Without the trust, organizations like “Médicins Sans 

Frontières” and “the Red Cross” will have difficulties implementing their operations. 

Through communication adjusted after the consumers’ need, trust between an organization 

and a customer can be built (Ertzgaard, 2004). 
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4.1.4 Encourage CNSR 

Within the focus groups we talked a lot about CNSR and the overall impression was that 

consumers did not see their own responsibility in the context. We believe that consumers 

need to put more effort and interest in their own responsibilities before they are going to 

be able to respond to CSR initiatives and believe in them. Devinney et al. (2006) present 

theories about the importance of taking CNSR in consideration by the corporations to be 

able to change consumers’ irresponsible behavior, and in turn achieve successful and 

authentic CSR initiatives. When asking the participants about consumers’ responsibility one 

person mentioned; 

“You as a consumer also have a responsibility, you should pay the price for 

the product you get for example” 

This was the first comment about this subject, but when we later discussed it within the 

context of an example they did not mention their own responsibility. The discussion in this 

part concerned underpaid workers in developing countries that industrialized countries 

took advantage of. Here the participants did not reflect over their own responsibility but 

we believe that the consumer needs to understand the great impact their consumption has. 

Devinney et al. (2006) presents that the consumerism element are to some extent 

responsible for ethical impacts. Hence, the consumers are good at explaining that the 

production in low wage countries needs to be controlled in the right manner from the 

corporation, but they do not see their own responsibility. Thus, if there had not been a 

desire for the mass produced products, corporations had not produced it either. 

One problem that was mentioned when talking about CNSR is that for example organic 

products often have a higher price than other products. This can be connected to Carroll 

and Buchholtz (2003) theory that consumer dislike increased product costs due to CSR 

initiatives. The participants often showed an interest of taking responsibility but meant that 

they did not have the ability to do so; 

“Being responsible should not be about economic status, that it is more 

expensive to be environmentally friendly” 

One part of CNSR described by Devinney et al., (2006) is the purchasing or non-

purchasing behavior. To learn from the findings of the focus groups the non-purchasing 

behavior is one of the most significant problem for consumers to take responsibility, which 

in turn makes them more responsive for CSR initiatives. The price will always be an 

essential criteria when choosing between corporations. Consumers showed an interest of 

taking responsibility, but there is a need for development from corporations where they 

take responsibility at the same time as they produce the products that consumers demand 

on a relevant price-level. By working successfully with CSR and offer demanded products 

for the consumers will according to Bhattacharaya and Sen (2004) make the corporation 

more attractive. One participant had an interesting view when it came to shared 

responsibilities for consumers and corporations; 
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“When trying to get customers to actually think about the environment, the 

corporation needs to reduce their margins. Just to capture the new customer 

base, then maybe the price can be raised a bit again” 

Clearly, the price is one big dilemma. We believe this quotation indicates that the 

consumers take for granted that corporations demand a higher price for these products to 

increase their profit, instead of the fact that it may be more expensive to produce these 

products. This shows that the there is a hesitation of the authentic manner behind CSR 

initiatives from the consumers view. Once again, this statement also shows that consumers 

believe corporations have a greater responsibility than consumers since the first action 

needs to come from them. As Carroll & Buchholtz (2003) presents, this is a common 

problem for corporations since they may lose their competitive advantage when increasing 

prices of the products. 

The lack of information given from corporations was mentioned several times during the 

focus groups. We acquired the feeling that consumers often put the blame on corporations, 

since they refer more to the corporations’ responsibilities than their own. They meant that 

corporations have the responsibility to inform consumers before they in turn are able to 

take responsibility. Some meant that maybe the corporations take enough responsibility, 

but they are just unsuccessful at informing the consumers about it. This can be connected 

to the theory presented by Caruana and Crane (2008). There is clearly a gap between what 

corporations think consumers perceive and what consumers actually perceives. 

Most of the participants said that they as consumers should be more familiar with the 

concept. So, we believe that there is an interest by consumers but they do not put so much 

effort to take actions on their own. They are too comfortable and are not for example 

willing to pay more for a product that is produced in a way that could be linked to good 

CSR initiatives. Further they expect corporations to present the information about CSR in 

a visible way and are not taking actions to try to find the information on their own. It was 

also shown that consumers thought that their own responsibility did not matter; 

“I think I am just a quantity of all people, and that it does not matter if I 

care or not” 

We believe this is one of the greatest problems when it comes to CNSR. There are too 

many people who are reasoning in this way, that they do not think that their actions will 

make a difference. We believe consumers need to gain something to start to act 

responsible. This can be made through improvements of for example corporations 

providing more information or putting the price-level on a demanded level from the 

consumers’ point of view. 
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4.1.5 Consider the Corporations’ Reputation 

To create successful and authentic CSR, the corporations’ reputation needs to be 

considered. According to Boulstridge and Carrigan (2000) the importance of the 

corporations’ reputation has increased in order to gain organizational success. A 

corporation’s reputation is according to Porter and Kramer (2006) one of four arguments 

to justify attention and resources for the corporations CSR initiatives. According to the 

findings from our focus groups irresponsible behavior may in worst case affect the 

consumers purchasing intention in the long run, which in turn can affect the corporations 

reputation. 

 

4.1.5.1 The Effect of Irresponsible Behavior 

According to Bhattacharya and Sen (2004) consumers can refer more to corporations’ 

irresponsible behavior rather than responsible behavior, which also have been found in our 

focus groups. Many of the participants said that they did not know anything regarding 

corporations’ responsibilities until something irresponsible were made. The reason for why 

these irresponsible actions are more remembered may be due to the discussions that arises 

afterwards about the corporations. According to the participants no one care when 

corporations act responsible, but that is not the case when corporations act irresponsible. 

Irresponsible behavior from the corporations can according to the participants destroy 

their reputation. This can be connected to Bromley’s (2001) theory that even thus the 

corporations’ product/service stay the same, irresponsible behavior can change the 

corporations’ reputation. To learn from this, the irresponsible behavior may affect the 

consumers’ perception of corporations in the long run. 

One example that was brought up several times when it comes to corporations’ 

irresponsible behavior was that many corporations today have their production in 

developing countries. According to the participants the corporations who choose this 

strategy have the responsibility to ensure that the workers’ conditions are under control; 

“If a corporation choose to have their production or purchase products 

from a developing country I believe they have a great responsibility to 

ensure that the workers on the production site are working under correct 

conditions. The workers do not have the same power as the workers in 

more developed countries since they may need their jobs for survival” 

The participant meant that many corporations put the blame on others, such as 

country regulations, which was identified as an irresponsible behavior according to 

several participants.  
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4.1.5.2 Take Media in Consideration 

One reason why consumers easier can refer to irresponsible behavior may be due to how 

media draw attention and present irresponsible actions made by corporations which they 

are trying to hide. One example of this is the Swedish TV-program “Uppdrag Granskning” 

were they inspect corporations and their actions (SVT 1, 2011). The H&M case that has 

been examined in “Uppdrag Granskning” concerning the poor working conditions at 

H&M’s factories in Cambodia was discussed during the focus groups. Almost everyone 

had knowledge about this case and was also agreeing on the fact that H&M have not taken 

enough responsibility. 

The clothing industry was the industry most participants referred to when giving examples 

in the focus groups. This may be an effect of that media is criticizing that industry 

specifically, while others have not been as much audited (SVT 1, 2011). Further, Mark-

Herbert and von Schantz (2007) presents the theory that media has a great ability to 

influence people. This is an interesting finding since in our opinion there are several 

industries that should be audited as well and might even have a greater impact of for 

example the environment but due to media’s attention of the clothing industry consumers 

mainly focus on this. Media is, as mentioned in theory by Maignan et al. (2005), a 

stakeholder that should be handled with care as they have the ability to affect people 

through their communications (Mark-Herbert & Von Schantz, 2007). 

 

4.2 Quantitative Study 

In the following section we will present our results from the questionnaires. The 

quantitative study is our complementary study where we have developed a questionnaire 

based on the main findings from the focus groups.  

The results will be presented in several figures and diagrams to make it easier for the reader 

to understand our findings. The pie chart diagrams are easily presented with percentages. 

The cross tabulations is used to see if there is a relation between questions, where one 

question is presented horizontally and the other one vertically. The reader can then see 

how different answer alternatives in the first question is represented in relation to the other 

questions’ answer alternatives and vice versa. The last figure (figure 4.8) is a ranking 

question which is designed differently than the other figures. This is made to clearly present 

the percentage of each alternative answered by the respondents.   
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Figure 4.2 Knowledge 

 

 

When investigating the knowledge of CSR by our respondents, it was clear that there was a 

poor knowledge overall. 43 percent of the respondents had never heard about it, 20 

percent had heard about it but did not know what it meant and only 1,7 percent thought 

that they had a lot of knowledge.  

 

Figure 4.3 Age * Knowledge Cross Tabulation 

Count 

 

Knowledge 

Total 

Never heard 

about it (in this 

case move on to 

q.6) 

I’ve heard about it 

but do not know 

what it means 

I have little 

knowledge 

I have good 

knowledge 

I have a lot of 

knowledge 

Age 18-25 7 4 13 9 1 34 

26-34 13 1 6 3 0 23 

35-49 9 5 1 0 1 16 

50-64 10 8 4 1 0 23 

65< 13 6 5 0 0 24 

Total 52 24 29 13 2 120 

 

In the cross tabulation it is investigated if there is a relation between age and knowledge, 

where the age is presented vertically and the knowledge horizontally. The tabulation shows 

how the different answer alternatives are distributed between the different age groups. For 

example, there were seven respondents who never had heard about CSR in the first age 

group (18-25).  
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In our focus groups one of the findings was that there was poor knowledge overall, and 

also that older people had even less knowledge than younger people. This corresponds to 

the findings from the questionnaire, where you can see that younger people have answered 

that they have a greater knowledge in comparison with the older people. What is interesting 

to see is that the knowledge is decreasing directly from 18-25 and 26-34. This may be 

affected by the fact that there are many students in the first group of age. Thus, within the 

columns “never heard about it” and “have heard about it but do not know what it means” 

there was a quite equal spread of ages. 

 

Figure 4.4 Age * Most Important Part of CSR Cross Tabulation 

 

Count 

 

Most important part of CSR (You) 

Total 

Environmental 

issues Social issues Profit 

Age 18-25 8 14 5 27 

26-34 3 7 0 10 

35-49 4 2 1 7 

50-64 6 7 0 13 

65< 10 1 0 11 

Total 31 31 6 68 

 

This question were only answered by those who did not answer that they had never heard 

about CSR, to make sure that the respondents did not guess what the concept was about 

which may have shown an incorrect result. Therefore there were only 68 answers on this 

question.  

When measuring which part of CSR that is most important we found through the focus 

groups that both environmental issues and social issues were highly valued. Thus, the 

participants could refer more to environmental issues. What we also found was that older 

people were more concerned of environmental issues and younger people thought that 

social issues were more important. When investigating this in a larger context this actually 

corresponds to our findings. Social and environmental issues were equally valued, but there 

were clear differences when it came to ages, where the older people (65<) primarily 

answered environmental issues and younger people primarily answered social issues. Profit 

was mainly answered by the younger participants 

  



 

  45 

 

 

Figure 4.5 Prominent Reason * Trust of CSR Initiatives Cross Tabulation 

Count 

 

Trust of CSR initiatives 

Always          Total Not at all Rarely 

Sometim

es Mostly 

Prominent reason Because corporations care 

and wants to take their 

responsibility 

2 6 15 17 40 

Becausethe consumer 

demands it 
0 3 9 4 16 

Because of competitors’ 

actions 
0 1 2 2 5 

To gain more profit 3 11 7 2 23 

Because CSR is a trend 2 1 3 0 6 

To strengthen their brand 0 3 13 5 21 

Pressure from media 2 0 2 0 4 

Pressure from public sector 0 3 2 0 5 

Total 9 28 53 30 120 

 

Questions regarding the authenticity gave a surprising result. According to the findings 

from the focus groups there would be a high degree of respondents that did not think that 

corporations conducted these initiatives because they want to care. But as shown in the 

figure above, there were many who answered the opposite (40/120). What can be 

interesting to look at was that those who answered that they thought corporation’s work 

with CSR initiatives because they want to care had a quite large spread of the 

trustworthiness. None of the respondents did not either answer that they always trusted the 

CSR initiatives. This means that there is still a gap between how much consumers trust 

CSR initiatives and the fact that corporations conduct these initiatives because they care. If 

a corporation really cares, then it should be clear that they do it in a trustworthy manner as 

well. 

The authenticity was hard to measure within the questionnaire, since a part of those who 

answered that corporations’ prominent reason to engage in CSR initiatives was because 

they cared, later showed a low result of trustworthiness against the corporations. The 

qualitative study showed a more reliable result since we then were able to gain a deeper 

understanding through observations which was necessary since their reasoning, body 

language, voice level and feelings affected the results as well. 

  

0 
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Figure 4.6 Prominent Reason * Knowledge Cross Tabulation 

Count 

 

Knowledge 

Total 

Never heard 

about it (in 

this case 

move on to 

q.6) 

I’ve heard 

about it but 

do not know 

what it means 

I have little 

knowledge 

I have good 

knowledge 

I have a lot 

of 

knowledge 

Prominen

t reason  

Because corporations care and 

wants to take their 

responsibility 

24 8 6 2 0 40 

Because the consumer 

demands it 
5 6 5 0 0 16 

Because of competitors’ 

actions 
2 2 0 1 0 5 

To gain more profit 7 3 7 4 2 23 

Because CSR is a trend 3 0 1 2 0 6 

To strengthen their brand 7 3 8 3 0 21 

Pressure from media 1 1 1 1 0 4 

Pressure from public sector 3 1 1 0 0 5 

Total 52 24 29 13 2 120 

 

Since the result from the question about why consumers think corporations work with CSR 

initiatives (prominent reason) showed a different result compared to our focus groups we 

decided to further investigate why these differences occurred. In the focus groups we 

found tendencies of that participants with greater knowledge also were more critical about 

the concept. Hence, we investigated further how the knowledge and the prominent reason 

were connected. 

The lower knowledge the respondents had, the higher percentage thought that 

corporations were working with CSR because they wanted to take responsibility. To clarify 

this; 46 percent of those who never had heard about CSR, 33 percent of those who had 

heard about CSR, 21 percent of those who had little knowledge of CSR, 15 percent of 

those who had good knowledge and 0 percent of those who had a lot of knowledge 

thought that corporations did it because they care. This means that the more knowledge 

the respondents had, nonetheless answered that corporations work with CSR for this 

reason. By the respondents who had more knowledge regarding CSR alternatives as “to 

gain more profit” and “to strengthen their brand” were more common. We believe this is 

due to the fact that with greater knowledge arises more critical opinions of CSR. More 
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information from different views might have been obtained, due to for example the 

increased transparency (Crane & Matten, 2010; Tapscott & Ticoll, 2003). 

 

Figure 4.7 Pay More for Product/Service 

 

Price was discussed within the focus groups and according to us is one major factor of why 

consumers did not take their own responsibility. The inauthenticity was again shown since 

as many as 34,2 percent doubted that the “extra” money paid by consumers was distributed 

correctly. 

This question was designed with three “no” alternatives since they were based on the result 

from our focus groups. Since it was five answering alternatives this could have made the 

result a bit bias. Despite this we received 40 percent “yes” answers, which we think is a 

significant result with this in mind.  

In our focus groups many participants argued that they did not afford to buy products that 

were produced in a responsible way according to CSR initiatives. As shown in the figure 

this did not correspond to a larger context. The students took a lot of space in our focus 

groups, which may have affected the difference between our two studies.   

  

Figure 4.8 Do Corporations Communicate Enough Information? 

 

Does corporations 
communicate 
enough information? 
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One result from the questionnaire that is well connected to the result from the focus 

groups is the amount of information corporations communicate. Most respondents 

answered that corporations do not communicate enough information about their CSR 

initiatives (60,9 percent). There is a large amount that is indifferent (27,5 percent), which 

also indicates that the information is not enough visible for consumers. This corresponds 

to the theory by Caruana and Crane (2008), about the fact that corporations do not 

communicate enough information. 

 

Figure 4.9 Who Have the Greatest Responsibility? 

  Public Sector Corporations Consumers Media Total 

1 20 16,7% 7 5,8% 41 34,2% 52 43,3% 120 100,0% 

2 36 30,0% 16 13,3% 32 26,7% 36 30,0% 120 100,0% 

3 35 29,2% 43 35,8% 22 18,3% 20 16,7% 120 100,0% 

4 29 24,2% 54 45,0% 25 20,8% 12 10,0% 120 100,0% 

Total 120 100,0% 120 100,0% 120 100,0% 120 100,0%     

 

This question was formulated in a way where respondents should rank the alternatives 

from four to one, where four was for greatest responsibility and one for least responsible. 

What we primarily wanted to investigate with this question was how consumers view their 

own responsibility in comparison to other known responsibility takers in the society (as 

mentioned by participants within the focus groups). The result is shown in figure 4.8 where 

45 percent answered that the corporation have the largest responsibility, followed by the 

public sector, which 24,2 percent answered. The result shows that media have the least 

responsibility (43,3 percent), closely followed by consumers (34,2 percent). What clearly 

can be understood by this figure is that most respondents answered that corporations had 

the greatest responsibility, because a low percent of 1 (5,8 percent) and 2 (13,3 percent) 

were received, compared to the percent of 3 (35,8 percent) and 4 (45,0 percent), which 

were much higher.  

We expected this result since the discussion in our focus groups mostly concerned the 

corporations’ actions and responsibilities. When talking about CSR there is automatically a 

connection to corporations, but this question was meant to include more parts such as 

media, the consumer and public sector since they were mentioned within the focus groups 

as well. In this way we found out how consumers value corporations’ responsibilities in a 

larger context as well. 

Since the consumers have a lack of awareness regarding CSR we believe that they have 

difficulties to understand their own responsibility in the context as well. As Caruana and 

Crane (2008) means that better communication from the corporation will make it easier for 

the consumers to engage in these questions. 
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4.3 Summarizing Statements of Results and Analysis 

In this section our analysis and results from both the qualitative and quantitative studies 

will be summarized in relation to each other and then be interpreted into the development 

of the conclusion.  

Overall consumers showed a positive attitude towards CSR and have an interest of learning 

more about the concept. Therefore we believe there is room for development in the usage 

of CSR for the corporation to create a win-win situation where both the consumer and the 

corporation gain value from these engagements. Thus what is demanded from the 

consumers’ point of view is to gain greater amount of knowledge and relevant information, 

which in turn increases the authenticity. 

Overall people in Jönköping have poor knowledge of the concept of CSR. Through our 

qualitative study this has been shown since few participants showed pre-knowledge of the 

concept and had a hard time describing it. Giving relevant examples of how corporations 

today work with CSR was as well hard for them. This was also shown within the 

quantitative study where 43,3 percent never had heard about CSR and 20,0 percent had 

heard about it but did not know what it was. Further on in the research it has been clear 

that the usage of CSR or Corporate Social Responsibility as a word does not affect the 

consumer in the desirable manner since they do not know what it means. The word CSR is 

a business term, and may be one reason of why consumers did not recognize it and in turn 

may have affected the results concerning knowledge. Thus, we saw relevance in 

investigating it with this word since we have found that several corporations use it in their 

communication, especially on their web pages (Lindex, 2013; Monki, 2013; Investor AB; 

2013; Unicef, 2013).  Also whenever consumers actually do wish to look up what it means 

it is easily making them confused due to multiple definitions of CSR. 

Primarily within our qualitative study only students had pre-knowledge and were able to 

describe different definitions and components of the concept. Within the quantitative study 

we could also see that there was a greater knowledge of CSR among the younger segment 

in general. Students’ knowledge is due to the fact that they are nowadays, to a greater 

extent, introduced to the concept within their education. Within our quantitative study this 

finding was strengthened since it was as well shown that the younger segments (where 

many students were represented) had more knowledge and awareness of CSR. The younger 

population’s knowledge is due to that they in general are more responsive for corporations’ 

communication through a higher usage of Internet and other sources associated with 

transparency. 

Knowledge and opinions can be connected, since the respondents who had more 

knowledge regarding CSR were also more critical compared to those who had poor 

knowledge. We believe the underlying reason for this is due to that those who have more 

knowledge have been more responsive for information regarding CSR. These findings were 

shown both in the quantitative and the qualitative study, mainly in the beginning during the 

general discussions. It became clear when discussing relevant examples that primarily 
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irresponsible behavior and negative views were referred to, which corporations need to 

consider while working with CSR. The ones that did show a positive view to CSR and 

believed that corporations engaged in these matters because they actually cared were mainly 

the ones with poor knowledge and further on also gave a naive impression. 

The most relevant initiatives within CSR have, in our thesis, been shown to be 

environmental and social issues. From the qualitative study environmental issues was what 

many of the respondents had on top of their mind when being asked to present examples, 

but social issues were equally discussed further on in the discussions. When looking at the 

initiatives with the greatest importance there is a difference in the opinions among the 

participants and respondents. Thus, a pattern we noticed was that younger participants and 

respondents cared and was affected more by social issues while older participants and 

respondents saw a greater importance in the environmental issues. The only ones who 

connected CSR to the economic part of the Triple Bottom Line definition were the 

students, who also mentioned it in relation to the relevance of profit for corporations. 

What corporations need to consider is that CSR initiatives should be different depending 

on different target groups. According to Bhattacharaya & Sen (2004) the corporations 

needs to focus on both internal and external outcomes to be able to successfully work with 

CSR. 

What we as researcher were reflecting over was that social issues are a part of the CSR 

initiatives that can be highly developed. Why several consumers question CSR is due to the 

fact that they do not know how to control the corporation’s work and if they are actually 

conducting the changes they are communicating. Here is once again the authenticity of the 

activities the underlying problem, where an inauthentic behavior can give a negative 

perception of the corporation (McShane et al., 2012). What we as researcher realized was 

that as a corporation while working with their marketing, when it comes to the 

environmental impact it is very hard to show results of a corporation’s contribution and the 

effect of their initiatives. Thus it is a lot easier to show a difference within the social 

initiatives where you are able to measure your improvement with actual numbers and 

studies that will be giving trustworthy results. Hence if a corporation wants to work with 

CSR to enhance their brand or improve the view of their corporation you are with social 

initiatives able to give more trustworthy and relevant results. 

Consumers perceive that there is a lack of information from the corporations of their CSR 

initiatives, as shown in both the quantitative and qualitative study. They do not know what 

the corporations are doing, where to find information about it or if it even exists. 

Consumers do not feel that they have control over how well the initiatives are implemented 

by corporations. This is due to that corporations communicate their efforts in a confusing 

way. With a greater communication the consumers could be more educated and gain more 

knowledge of the concept, which in turn would raise the awareness of the importance of 

the their own responsibility. Hence, the consumer is as well bad at searching for 

information about these manners. According to the theory presented in this thesis, many 

corporations take for granted that consumers have knowledge about CSR. With our study 
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we can find a clear gap between consumers’ knowledge and corporations’ perception of the 

consumers’ knowledge. 

The discussions regarding the overall authenticity of CSR initiatives showed that the 

consumer needs to understand the underlying motives for corporations’ engagement to 

achieve trust towards their CSR initiative. If a corporation does not succeed in presenting a 

relevant motive there is a high risk that consumers turn critical towards the engagement. In 

the end our main finding was that consumers do believe that corporations in general make 

these contributions for the wrong cause. Corporations are according to the participants 

conducting initiatives with a self-centered approach and mainly for their own benefit. This 

is a prominent reason for why several negative and critical thoughts of CSR were brought 

up during the discussions. It is therefore of high importance for corporations to conduct 

clear motives and only work with initiatives that feels relevant for them to engage in. 

When CSR initiatives affect the price of products a non-purchasing behavior among the 

participants was often developed. The general view today is that when being responsible as 

a consumer there is often a problem since the products/services are too expensive when 

being connected to CSR initiatives. From the qualitative study we found that many 

consumers wants to buy these products/services, but there are only a certain amount of 

people who can afford it. Another finding that is strengthened by the quantitative study as 

well is that a large amount of the respondents doubted that the “extra” money paid by 

consumers were distributed correctly, which also was a reason for not purchasing such 

products/services. There is clearly a problem within this question since there is often a 

higher cost for corporations to engage in CSR. What needs to be developed is a balance 

between delivering CSR-concerned products and to sell it for a reasonable price for the end 

consumer, which in turn will make it easier for the consumers to engage. As mentioned 

earlier, by improving the engagement from consumers they will be more responsive to 

information, which in turn can contribute to authentic CSR initiatives. 

Within this thesis it has also been found that media have a great impact on consumers 

when it comes to CSR initiatives. When acting irresponsible media often highlights these 

matters, and this was also what most participants in the focus groups referred to when 

giving examples. They also mentioned that they were more responsive to the irresponsible 

behavior. 
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5 Conclusion 

In this chapter we are going to present our concluding remarks regarding our results. We have achieved to 

answer our purpose through our research questions and this has been done through a mixed method, with 

one qualitative and one quantitative study.  

Within this thesis we have investigated what corporations should consider in order to 

achieve authenticity in their CSR engagement from the consumers’ perspective. We have 

through a well-developed qualitative study managed to find relevant results that further on 

where used to conduct a quantitative study. This was made in order to reach a larger 

sample to strengthen our findings and make the conclusion more reliable. Overall, the 

impression we received from the consumers were that they have a positive opinion 

regarding CSR and think it is relevant for corporations to engage in these matters. Thus, 

how corporations work with it today is not accurate in the consumers’ mind, which often 

creates an inauthentic view of CSR. We have through our findings developed the figure 4.1 

"Authentic CSR from the Consumers’ Perspective" where we presented five different 

elements that needs to be considered by the corporation in order to achieve authentic CSR 

in the consumers’ mind. These element should be used as a guidance for corporations in 

their CSR engagements to increase the authenticity from the consumers’ perspective in the 

Jönköping region.  

Know the Consumer - To achieve authentic CSR it is important to understand the consumers. 

It is crucial to determine your target group in order to know how much knowledge they 

have regarding CSR and what initiatives they value and believe are relevant for the 

corporation to focus on.  

Communicate Relevant Information - Consumers demand adjusted information in order to be 

able to understand corporations’ CSR initiatives. With accurate information, knowledge 

and trust by the consumers will increase.  

Develop Clear Motives - Corporations’ underlying motives for their CSR initiatives needs to be 

clear, relevant and easy to understand by the consumers in order for them to evaluate them 

as authentic. Today many consumers believe that corporations engage in CSR due to a self-

centered attribution. With clear motives this perception can be changed to a more 

authentic attribution.  

Encourage CNSR - By encouraging the consumers’ own responsibilities, the consumers’ 

responsiveness to CSR will increase as well as their belief in them.  

Consider the Corporations’ Reputation - The corporation’s reputation affects the authenticity of 

CSR initiatives. Irresponsible behavior is more referred to by consumers than responsible 

behavior, which partly is an effect of media’s impact. This needs to be considered and 

responsible behavior is a determining factor when achieving authentic CSR from the 

consumers’ point of view.    
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6 Discussion 

In this chapter we are going to discuss the contribution of this thesis as well as discussion regarding 

limitations and suggestions for further research. 

 

6.1 Contribution 

We see a great importance for corporations in understanding the consumers while working 

with CSR, to succeed in their engagements. If consumers do not trust the initiatives that 

are made by corporations there is a high risk for inauthentic views. Therefore we believe 

our investigation will be able to contribute corporations regarding the fact that they can 

make their engagements more authentic. Our conclusions should be viewed as guidance 

and following all of these parts could lead to a development of a more successful CSR 

engagement.  

Since there is a lack of research regarding the consumers’ perspective of CSR, we believe 

we have made a contribution when it comes to further knowledge regarding this matter as 

well.  

The people who were participating in our studies (especially the focus groups) expressed 

that they had increased their knowledge and interest of CSR by their involvement. 

Therefore we believe we contributed to a greater awareness of CSR for these people and 

hopefully they mediate this to others.  

 

6.2 Limitations 

Since CSR from the consumer’s perspective has not been researched to a greater extent it 

has been hard and time consuming for us to find proper theories to base our investigation 

on. Since CSR is an unclear concept overall with several different definitions, we were 

forced to listen to our focus groups before setting an accurate definition for our research.  

We believe we have done a proper research due to our purpose and time limit. If we had 

more time to investigate the problem we believe it would have been beneficial with more 

qualitative data, in order to form our guidance into definite implementations that should be 

made by corporations.  

We have only conducted our investigation in the Jönköping region to come up with our 
elements. Thus, it is needed to consider that differences among regions may occur.  
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6.3 Suggestions for Further Research 

We see a great possibility to research this area further since there is a an importance of 

working with CSR as well as understanding consumers reasoning. Even if CSR is a field 

where considerable amount of research has been conducted, not a lot has been made from 

the consumer’s perspective. One area we have found that can be highly interesting to 

investigate is to come up with a definition of how the consumers define CSR. This since as 

of today the concept has several definitions with no definitive answer of which one is the 

most relevant. Due to this, it is often confusing for the consumer to know how to view the 

concept which is a reason why we think it would be relevant to try to come up with a 

definite definition from their point of view.  

We have done an investigation of how corporations should work in order to receive 

authenticity in their CSR initiatives from the consumers’ perspective. Thus, what could be 

further researched is if this guidance actually works in real life by conducting for example a 

case study.   

We have also found a potential gap in response to how corporations view the consumers’ 

response to CSR initiatives in relation to the reality. This gap could be further investigated 

to gain a deeper understanding of why the consumers are not as affected by CSR initiatives 

as corporations think they might be. This can be made through an investigation from 

corporations’ perspective as a compliment to our thesis.  

One of our findings is that consumers do not see their own responsibility when it comes to 

acting responsible. Opinions and views regarding CNSR could be further investigated in 

order to gain more knowledge of how consumers reason regarding these matters. It would 

also be interesting to find out which initiatives made by corporations that gain the largest 

responses from the consumers.   

Finally, we believe we found many interesting and relevant conclusions as a contribution 

for corporations. It would be interesting to see if this corresponds to other regions as well.  
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Appendix 1 Focus Group Questions 

1. Har ni hört talas om CSR? Vad har ni i såfall för åsikt om CSR?  

- Ge översättning efter diskussion: Ansvarsfullt företagande 

 
2. När tycker du att företag jobbar med CSR? Positiva och negativa exempel?  

 
3. Ofta arbetar företagen med CSR i sin reklam, vad tycker ni om det?  

- Ex. Märker ni av detta? Har ni positiva och negativa exempel? 

- Ex. Ska det finnas med i deras reklam, synas på produkten? 

- Ex. Lägger ni märke till olika typer av märkning av CSR-aktiviteter? 

 
4. Hur påverkas kunder av positiva och negativa CSR-aktiviteter? 

- Ex. Hyllar man företag med gott rykte inom CSR, på samma sätt som man 

undviker företag med sämre rykte inom området? 

STIMULUS artiklar 

5. Varför tror ni att företag arbetar med CSR-frågor? (relatera till stimulusmaterial) 

- Ex. Tror ni på dem? Gör de det dem säger att de ska göra? 

- Ex. Tror ni att MAX gör det här för att spara pengar eller för att de på riktigt 

bryr sig om miljön? 

 
6. Märker ni att engagemanget kring CSR har ökat? I så fall hur, och var? (relatera till 

stimulusmaterial) 

 
7. CSR-frågor har diskuterats under en längre tid, har det gått så långt att ni förväntar 

er att företag ”sköter” sig när de kommer till dessa frågor? 

 

8. Tycker ni att det finns företag/branscher som bör ta större ansvar när det gäller 

CSR-aktiviteter? 

 
9. Är du intresserad av att lära dig mer om CSR? Hur viktigt är det för dig? 

- Ex. Bryr ni er om att köpa produkter från ett företag som arbetar med CSR? 

Varför/varför inte? 

 
10. Vilka alternativa översättningar än ansvarsfullt ansvarstagande associerar ni CSR 

med? Varför?  
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Appendix 2 Questionnaire 
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Appendix 3 Stimulus Article for Focus Groups MAX Hamburgare 
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Appendix 4 Stimulus Article for Focus Groups ICA 

 


