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ABSRATCT 

CSR has been a more popular subject in the last few decades. However, CSR is seldom 

connected with SMEs. Many scholars suggest that the reasons are: firstly the attention on 

CSR practice falls much more on MNCs since publics perceive MNCs have bigger 

impact on the society. Secondly, most SMEs do not have required resources to work with 

CSR and many SMEs regard CSR as a burden. However, there are more and more SMEs 

that start to work with CSR. Therefore the purpose of this thesis is to increase the 

understanding of why SMEs work with CSR and how do SMEs implement CSR 

strategies. 

 

The theoretical framework contains strategy, CSR pyramid, decision making process, 

stakeholder theory, business opportunity model of CSR for SME, legitimacy, strategy 

implementation and business relations. The emiprical findings contain the case firms’ 

view on what stimulate them to work with CSR and how they implement its CSR 

strategies within and outside the firms. 

 

In the analysis we have connected the theoretical framework with our empirical findings. 

We analyze who the decision makers are and most important stakeholders within the firm 

as well as what stakeholders are interested in to be able to answer our firs research 

quesiton. Furthermore, we describe the implemetion process of our case firms as well as 

to analyze what types of business relations they have wirh its supplier, which will help us 

to answer our second research question. 

 

The conclusions of this thesis are that it is profitability that drives SMEs to work with 

CSR. Furthermore, SMEs carry out its CSR strategy differently and the differences 

depend on how much resources do firms have and the types of relationship with 

suppliers. 
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ABREVATIONS 

 

CSR - Corporate Social Responsibility 

SME - Small and Medium-sized Enterprise 

ICTI - International Council of Toy Industry 

MNC - Multinational Corporation 

ISO - International Organization for Standardization 

CSO – Corporate Social Opportunity 

CEO- Chief Executive Officer 

CSP- Corporate Social Performance 

CFP- Corporate Financial Performance 

 

Terms 

ISO 14001 - is a voluntary environmental management system with intention to minimize 

the environmental effects and also to continuously improve overall environmental 

performance when operating organization. 

 

ICTI CARE Process - is a program that aims to monitor whether toy factories comply 

with ICTI's Code of Business Practices 
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1.Introduction 
________________________________________________________________________ 

The purpose of the introduction chapter is to introduce the research subject. Firstly we 

will present the background of our research topics such as the development of 

globalization, what strategy is, the development of corporate social responsibility (CSR) 

as well as the importance of small and medium sized enterprises (SMEs) in world’s 

economy. Thereafter follows discussion to highlight the research problems, which leads 

to our research questions. Finally, the purpose of this thesis will be presented in the last 

part of the chapter. 

________________________________________________________________________ 

 

1.1 Background 

1.1.1 Globalization 

Gjellerup (2000) states that the internationalization’s first wave started in 1920s. 

Thereafter it accelerated in the post-second-world-war era due to the improvement of 

transportation. According to Daly (1999), internationalization is geographic dispersive 

activities across national border and the basic unit is nation. The importance such as 

trade, relations and alliances in international contexts are increasing during the period. 

Latter on, the internationalization leaded to globalization in the early 1970’s (Gjellerup, 

2000). Daly (1999) states that the free trade, free capital mobility as well as uncontrolled 

migration enable the integration of many formal economies into one global economy. In 

other words, the national boundaries are erased for the economy purpose. Furthermore 

Gjellerup (2000) indicates it is generally agreed that the factors, which driving the 

globalization are: (1) to decrease the production cost, (2) the trade barriers are steady 

dismantling, and (3) financial deregulation and the fall of socialism, which lead to the 

opening of the emerging market such as China and Eastern Europe.  

 

There is more and more common that companies specialize in a few specific activities 

and outsource rest of business activities from other organizations (Axelsson, Rozemeijer 

and Wynstra, 2005). According to Pennings and Sleuwaegen (1997), on account of 
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globalization, to offshore manufacturing has become a more interesting alternative for 

firms of all sizes. Hollensen (2007), Sum and Ngai (2005) and Gereffi (1999) state that 

one of the main reasons to outsource is to save production costs. With the case of Nike 

and GAP, Sum and Ngai (2005) explain that many multinational companies (MNCs) 

reduce production costs by subcontracting the production to developing countries that 

have cheaper labour and lower environmental standards. Furthermore, as dominant 

buyers, MNCs are able to control production over long distance without exercising 

ownership. Non-ownership of suppliers offers MNCs possibility to shop around, which 

leads to an intense competition between suppliers. The flexibility of MNCs weakens the 

capacity of emerging countries to limit their adverse impact on labour as well as human 

rights and environmental legislation.  

	  

1.1.2 Strategy 

Mintzberg (2000) defines strategy with five “p”: plan, poly, pattern, position and 

perspective. The author explains strategy could be intended actions that were made in 

advance in order to deal with a situation, intended or unintended behaviours of an 

organization, the process to find out a niche in order to avoid competition or the way an 

organization perceives the world.  To be more concrete, Johnson et al (2010, pp3) define 

strategy as: " the direction and scope of an organization over the long-term: which 

achieves advantage for the organization through its configuration of resources within a 

challenging environment, to meet the needs of markets and to fulfil stakeholder expectations".  

 

According to Freeman and Reed (1983) stakeholders are any group or individual who can 

affect or is affected by an organization. That is to say, there are different stakeholders 

such as governments, investors, political groups, customers and et cetera for an 

organization (Donaldson and Preston, 1995).  All of these stakeholders have different 

concerns and a strategy is made to fulfil their expectations. 

	  

1.1.3 Corporate Social Responsibility 

Both Carroll (1999) and Grafström (2008) point out the history of research in CSR can be 

traced back to 1950’s when Bowen (1953) raised the question about what the reasonable 
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responsibility is for businessmen to society. Carroll (1999) shows in his studies that 

several hundred largest businesses were essential centres of power as well as decision-

making, and the actions of these firms, at many points, touched the lives of citizens. 

 

The subject of corporate social responsibility (CSR) has become more and more popular 

since 1960’s and the pressure on firms to engage in CSR has increased in the last four 

decades (McWilliams and Siegel, 2000). Jenkins (2005) points out that in the late 1960s, 

the code of conduct was drawn up for the activity of MNCs with the intention to 

readdress the balance between the growing power of MNC and the fragile nation-state. 

However, in 1980’s, the globalization and the increased mobility of capital enable MNCs 

to exploit differences between countries and move more easily from one state to another. 

The mobility of capital caused the intense competition between developing countries and 

the intense competition affected countries’ policies towards MNCs. Finally, in 1990’s 

MNCs started to get criticism for the global environmental and lab or practices in 

developing countries and the society deems that they should take responsibility for 

working conditions and environmental impacts. 

 

Notwithstanding the concept of CSR has been discussed for more than 60 years (Carroll, 

1999 and Grafström, 2008), there is still no single authoritative definition of it (ISO 

COPOLCO, 2002). However, Dahlsrud (2008) declares that the most common definition 

of CSR is: 

 

“ A concept whereby companies integrate social and environment concerns in their 

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

basis”- Commission of the European Communities (2001, pp. 4).  

 

According to Freeman and Reed (1983), stakeholders are any groups or individuals that 

could effect or be affected by what an organization does. Therefore, the definition of CSR 

from Commission of the European Communities means that a firm should voluntarily 

work with the social and environmental issues as well as takes its stakeholders into 

consideration when making a business decision. 
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CSR is nowadays frequently used in business worlds but what makes CSR so important? 

The UK’s Department for International Development (2001) states the social responsible 

practices will generate the world become more equitable and to reduce poverty as well. 

Nevertheless, CSR could be totally uninteresting for businessmen since the shareholder 

theory argues that company’s only responsibility is to make profits for its shareholders 

(Morre, 1999). Therefore, companies have no responsibility to practice CSR strategy if it 

cannot bring positive results. Thus, scholars started engaging in studying whether there is 

a positive correlation between CSR and profitability. For instance, Mohr and Webb 

(2005) as well as Vanhamme and Grobben (2008) conclude in their studies that working 

with CSR have a positive affect on companies. They state that CSR affects how 

customers evaluate the company and their purchase intentions. For instance customers are 

more supportive to the companies that practice CSR strategy than companies without 

CSR agenda. Furthermore Morsing and Perri (2009) as well as Jenkins (2009) point out 

that CSR contributes to form a competitive advantage as well as to help companies to 

create a better reputation and strong legitimacy (Borglund, 2009, Murillo and Lozano, 

2006).  

 

1.1.4 Small- and Medium-sized Enterprises 

Traditionally, the activity and the literature on the internationalization and globalization 

were basically only focus on large multinational firms. However, Gjellerup (2000) 

indicates that the impact of globalization is greater on SMEs than MNCs. Moreover, the 

SMEs are more and more active in the international market and their role is increasingly 

crucial in contributing to future growth (Rialp and Rialp, 2001, Gjellerup 2000).  

 

The European Commission (2003) defines small- and medium-sized enterprises (SME) as 

companies, which has neither more than 250 employees nor more than 50 million euros 

in turnover (figure 1).  
 

Company category Employees Turnover or Balance Sheet total 

Medium-sized <250 ≤ € 50 m  ≤ € 43 m 
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Small <50 ≤ €10 m ≤ €10 m 

Micro <10 ≤ € 2 m ≤ €2 m 
Figure 1: The definition of SMEs (Modified from European Commission, 2003, Small and medium-sized 

enterprises (SMEs): What is an SME?) 

 

Reynolds (1997) and Fujita (1995) acknowledge that SMEs play a crucial role in the 

international business. Furthermore Baden et al (2009), Udayasankar, (2007), Mosing and 

Perrini (2009) support the argument by pointing out: 

• SME forms 90 % of the worldwide population of business  

• More than 99.8 % of European companies are SME  

• SMEs offer approximately 76 million working opportunities in European Union  

• Around 80 % of the jobs in certain industries such as textiles, construction and 

furniture are provided by SMEs 

 

As most of the countries in the world, SMEs also play an important role in Sweden 

because of the rapidly growth in size, numbers as well as total value added of Swedish 

SMEs. According to the data by the European Commission (2010), the number of 

Swedish SMEs has grown approximately 20 %, the total employment in Swedish SMEs 

has increased at least 10 % and the value added of Swedish SMEs has risen more than 40 

% from 2003.  Furthermore, SMEs do not only form 99.8 % of total Swedish enterprises 

but provide 63.2 % of total employment and 55.5 % of value added in 2010 as well 

(Figure 2).  

 

 
Figure 2: SME in Sweden- basic figures (European Commission, 2011, SBA Fact Sheet Sweden, pp 2) 
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1.2 Problem discussion 
Eriksson-Zetterquist, Kaling and Styhre (2008) interpret strategy as what organizations 

and companies do in order to achieve the ambitions and objectives they formulate. 

Furthermore, Carrol (2000) regards the economic responsibility as businesses’ 

fundamental responsibility. Therefore, a strategy should fulfil firm’s economic 

responsibility. According to Borglund (2009), CSR, as an ethical issue, has a fundamental 

role in the media nowadays. Furthermore, customers, media and government have put 

more emphasize on CSR than before. Numerous of researches have declared that CSR 

will form a long-term competitive advantage for firms (Vanhamme and Grobben, 2008, 

Mohr and Webb, 2005, Morsing and Perrini, 2009). Additionally, Borglund (2009) 

presents that CSR creates a better brand name and strengthen the legitimacy of a 

company. However, it seems like CSR is mostly for multinational corporations (MNCs) 

today. For instance Borglund (2009) states that media focus only on whether and how 

MNCs work with CSR.  

 

Among all the literature, the most common reasons to explain the phenomenon are the 

level of social influence and resource. Jansson (2007) and Borglund (2009) suggest that 

MNCs tend to have greater social impact with the consideration of the scale of their 

activities. Therefore it is considered equitable that the onus to be socially responsible also 

falls on them rather than on SMEs (Udayasankar, 2007, Murillo and Lozano, 2006 as 

well as Jenkins, 2009). Moreover, Laudal (2011) and Jenkins (2009) indicate that since 

extra capital is required to perform CSR therefore it is often easier for MNCs to recruit 

qualified personnel as well as to spend extra time in monitoring the CSR agenda while 

most of the SMEs do not have access to the required resources. For instance, it might 

only cost MNCs 1 % of their turnover to recruit specialists responsible for the CSR 

strategy while same percentage in a SME is insufficient for making any bigger impact.  

 

Traditionally, the society focus more on the activities of large enterprises than SMEs due 

to the fact that we believe large enterprises have bigger impact on the society. However 

there are two facts that verify the importance of SME. Firstly, SME form 90 % of the 

worldwide population of business (Udayasankar, 2007). Secondly, SMEs are the largest 
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contributors to pollution, carbon dioxide emissions and commercial waste and it has been 

estimated that SMEs have a greater environmental impact per unit than MNCs 

(Environment Agency, 2003). SMEs are therefore the key fact to help the world become 

better and more equal as well as to overcome social and environmental problems.  

 

Even though CSR is still mostly connected with MNCs (Borglund et al, 2009), 

Udayasankar (2007) detects that the numbers of SME to engage in CSR has been 

increasing. Morsing and Perrini (2009) as well as Borglund (2009) point out in their 

studies that the general perception among SMEs seems to be that CSR symbolizes more 

like a new burden and a threat rather than competitive advantage or opportunity. 

Furthermore, SMEs dread that they may not be able to meet the social and environment 

requirements of customers without losing their competitive edge since they believe CSR 

will only increase costs. The question, therefore, arises, what motivates such CSR 

participation by SMEs despite of all the disadvantages and fears.   

 

More and more scholars have started to examine the relationship between CSR and SMEs, 

yet many of them such as Morsing and Perrini (2009), Borglund (2009), Jenkins (2009) 

and Laudal (2011) concentrate on discussing the difficulties and fears of CSR practice for 

SMEs. The domain of what motivates SEMs to commit such participation in CSR is 

relative unexplored and there is no authorized theory that researchers can use as a 

hypothesis. Therefore, this thesis will approach the question by using the existing theories 

of the motivations for MNCs to work with CSR. 

 

Traditionally globalization and internationalization process were basically only for MNCs 

(Rialp and Rialp, 2001). It was common that SME restricted their activities to the region 

of its location and stayed within its national boundaries (Pleitner, 1997). Nowadays it is 

common for SMEs to enter the international market. According to Gjellerup (2000), 

many SMEs have successfully established activities in foreign market. Furthermore 

Ruzzier et al (2006) state that today, many SMEs are regional or international players 

since they are active in one or two world regions. 

 



	   14	  

It is general that firms cut production costs by setting up foreign subsidiaries in or 

purchasing from emerging markets, which has lower labor costs and lower environmental 

legislation standard (Gereffi, 1999 and Sum and Ngai, 2005). Besides of saving costs, the 

environment, society and labors of the emerging countries should also be concerned. It is 

universal for MNCs to draw up CSR strategy and execute the strategy in these emerging 

countries. After firms have developed a strategy, they need to implement the strategy. 

Okumus (2003) there are six steps to implement a strategy, which is requires both 

financial and human resources. As we have mentioned above, MNCs have enough 

resources to recruit specialists to supervise the organization as well as their foreign units 

or subsidiaries. Nevertheless, many SMEs lack the required resources (Laudal, 2011, 

Jenkins, 2009). The interest of how do SME execute CSR strategies is therefore raised.  

 

 

1.3 Research question 
Research questions: 

 

 

 

 

The first research question aims to describe the factors that motivate SMEs to engage in 

CSR activities. Both internal and external environment will be considered in order to 

analysis what are the most important triggers as well as to give a complete picture.  

 

 

 

 

 

The second research question intends to describe and analysis how the firms manage to 

implement the CSR strategy as well as how they overcome the difficulties that occurred. 

1.	  Why	  do	  SMEs	  work	  with	  CSR	  strategy?	  

2.	  How	  do	  SMEs	  implement	  CSR	  strategies?	  
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1.4 Purpose 
The purpose of this thesis is to increase the understanding of why and how SMEs work 

with CSR. Furthermore we aim to describe the factors that stimulate SMEs to work with 

CSR as well as how SMEs translate its CSR strategy into organizational activities. 

Moreover we will analyse what the most important factors are for SMEs to work with 

CSR, in order to conclude how and why SMEs work with CSR. 
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2. Research methodology 
________________________________________________________________________ 

The selection of research approach, method, strategy and data collection will be revealed 

in this chapter. Furthermore this chapter will end up with the discussion on the quality of 

the thesis in terms of validity and reliability. 

________________________________________________________________________ 

 

 

2.1 Abductive research approach 
Dubois and Gadde, (2002) interpret the abductive research approach is a systematic 

combining process where the theoretical framework, empirical data and case analysis 

evolve simultaneously.  Initially, the deductive research approach was used when we 

started with the thesis. Our purpose is to study phenomena of why and how SMEs work 

with CSR and therefore we started by searching theories that offer explanations. 

Nevertheless, we found out that the topic is relative unexplored and therefore we need to 

approach our research question with the help of the theories that apply to MNCs. As 

consequence, some of the selected theories might not comply with our empirical findings. 

The abductive research approach is therefore chosen since it allows researchers to go 

back and forth from empirical observations and theoretical framework to find out which 

theory is suitable for the research and which should be eliminated. 

 

The first step in traditional research is to review the literature (Gillham, 2008) and the 

main reason to review literature is to recognize what is already known of the area that 

researchers are interested in as well as where to find out any gaps (Bryman and Bell, 

2011). Furthermore, Kumar (2005) indicates that literature review will help researchers to 

establish theoretical roots in the initial stage of the study and to get a better understanding 

of the subject. Bryman and Bell (2011) also point out that reading existing literature 

wildly will help researchers to broaden their knowledge, clear out their thoughts and to 

develop their ideas. Therefore, we started with reviewing and searching relevant 

literatures after we had decided the direction of the thesis.  
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Before starting to contact firms, we believed that CSR is well known and most of the 

Swedish enterprises work with CSR. Therefore we aimed to focus on studying how 

SMEs communicate, convince and control its supplier or subsidiaries to implement CSR. 

Nevertheless, after contacted more than 20 companies we found out most of the SMEs 

have not heard the word “CSR”, consequently we needed to explain what it stands for 

first. Therefore instead of probe into how SMEs make its supplier also work with CSR, 

we amended our research question to why and how SMEs work with CSR.  

 

 

2.2 Qualitative research method 
Bryman and Bell (2011) point out that qualitative research method is one of the processes 

that researchers adopt to find the answers to the research. Kumar (2005) indicates that 

qualitative research aims to describe a situation and phenomenon. Additionally, Gilhamn 

(2010) points out that the qualitative methods focus primarily on what people tell you and 

what people do, which will enable researchers to understand the meaning of certain 

activities, clarify the issues and offer possible explanations. We choose to conduct 

qualitative research method since the purpose of this work is to observe the phenomenon 

of why SMEs want to practice CSR activities and how they implement it. We perceive 

the answers to these questions might be complicated and therefore it is difficult to catch 

information with standard questionnaire with close-end questions. 

 

Furthermore, as we mention before, there is no authorized theory that indicate what the 

factors are that stimulate SME to work with CSR. Since Kumar (2005) and Merriam 

(2009) suggest that the qualitative research method is often used when there is a lack of 

theory to describe a phenomenon or situation sufficiently therefore the qualitative 

research method is more suitable for our research.  

 

Besides, greater sample size is required in the quantitative research and as we mentioned 

above, there are limited amount of SMEs that works on CSR issues thus it would be a 

huge challenge to conduct a quantitative study of a large amount of SMEs. At the same 

time, we do not aim to quantify the variation in this thesis hence the quantitative method 
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is excluded. All in all, the qualitative research method is therefore a more appropriate 

method for this thesis. 

 
	  
	  

2.3 Research strategy 

2.3.1 Case study 

Gillham (2008) defines case study as a research design, which investigates an individual, 

a group or an institution to answer specific research questions. Furthermore Kumar 

(2005) describes the case study as approach when studying a social phenomenon through 

an analysis of an individual case. According to Cassell and Symon (2004), the purpose of 

a case study is to provide an analysis of the context and process that brighten the 

theoretical issues that have being studied. Furthermore, it is key to understand context as 

an explicative factor in organizational behavior. As this thesis intend to analysis specific 

organizational behaviors that are affected by complex factors, case study is therefore 

selected. 

 

However, Easton (1995) identifies the weaknesses in case study researches are: firstly, it 

sometimes offers only rich descriptions of events and the readers are expected to come to 

their own conclusions. Secondly, it sometimes offers data, which only provides partial 

support of particular theories or frameworks. Finally, it is inappropriate to generalize the 

study because of the numbers of samples. Weick (1979) and Easton (1995) recommend 

that a stronger reliance on theory would help to reduce first two weaknesses and to 

improve the explanatory power of case studies. Dubois and Gadde, (2002) suggest that 

the abductive research method is an argument for a stronger reliance on theory. We have 

used the abductive research method in this thesis therefore the first two weaknesses that 

Easton (1995) has mentioned are reduced. Moreover, since our purpose is not to 

generalize the triggers that encourage SMEs to work with CSR, the third weakness is 

therefore not considered in our case.   
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Gillham (2010) points out there are individual and multiple case studies. Our purpose is 

to increase the understanding of why and how SMEs work with CSR and it would be too 

narrow and specific if only one case firm is used. As consequence, the comparative case 

study research design is selected. 

 

2.3.2 Selection 

Merriam (2009) indicates that researchers need to select what, where, when and whom to 

interview. Furthermore, Ahrne and Svensson (2011) suggest that there are two stages in 

doing selection and researchers should start with selecting organizations that are suitable 

for the research topics. Our main criteria for case selection were: Firstly, firms must 

conform to the criteria of SME, which we presented in section 1.1.3. Secondly, our 

ambition was to observe and analysis why and how SMEs carry out its CSR strategy 

therefore the case company must have been working with CSR related activities. Thirdly, 

since we want to conduct a face-to-face interview with case companies hence case firms 

should be located in Kalmar County. The second stage in doing selection is to select right 

interviewees (Ahrne and Svensson, 2011). The authors suggest that researchers should 

choose interviewees that are responsible for the domain that they want to study. As 

consequence, our interviewees are either CEOs or managers who have great knowledge 

of our case firms’ CSR strategies.  The name of case companies and interviewees will be 

presented below: 

 

1. 

Name: Bevi AB 

Interviewee 1: CEO of the firm, Rolf Persson. 

Interviewee 2: Quality control responsible, Henrik Eriksson 

 

2. 

Name: Carrab Brake Parts AB 

Interviewee: CEO of the firm, Mats Lavebron. 

 

3. 
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Name: Viking Toys AB 

Interviewee: Export manager, Martin Lindberg. 

2.4 Empirical data collection 

There are different ways to collect data and Kumar (2005) suggests the data can be 

divided into two categorizes: the primary and secondary data. Both primary and 

secondary data are used in this thesis in order to answer specific research questions and to 

explain specific concepts.  

 

2.4.1 Interviews 

Interview is defined as any person-to-person interaction between individuals with a 

specific purpose (Bryman and Bell, 2011). According to Kumar (2005), interview is a 

usual method when collecting information from people. Furthermore, Bryman and Bell 

(2011) points out that interviews give deeper information therefore it was selected to 

collect our empirical data. Also, by interviewing interviewees face to face, we would 

have chance to explain our questions clearly and therefore to prevent misunderstanding. 

Despite of all the advantages, Kumar (2005) indicates that there are also disadvantages 

such as the quality of data depends upon the quality of interviewer. Also, interaction as 

well as the bias from researcher and interviewees could affect the result.  

 

Bryman and Bell (2011) indicate that there are three types of interviews, structured, semi-

structured and unstructured, which divide by the structure level of questions. According 

to Dicicco-Blom and Crabtree (2006), the two main forms to quality interviews are 

unstructured and semi-structured interviews. The semi-structured interview is chosen 

because we could ensure that the interview offers needed information by using interview 

guide. According to Bryman and Bell (2011), interview guide that contains specific 

questions that are related to research questions, are used when conducting interviews. 

Furthermore, interview guide helps interviewers to be aware of their research interests all 

the time and do not ask questions that are irrelevant. At the same time the semi-structure 

interview is more open than structured interview, which enable interviewees to talk in 

different aspects.  
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An interview guide (Appendix 1) with open end questions that response to our research 

questions and theoretical framework was conducted in advance. The interviews began 

with a few specific questions such as the firms’ history, interviewees’ position in the 

company as well as what does CSR means to them. Our intention was to keep 

interviewees talking and the interview guide was used only when respondents stop 

talking or when essential information was missing.  

 

Since all the interviewees and one of the two interviewer’s native langue is Swedish, so 

in order to make both our interviewees and us feel more comfortable as well as to prevent 

possible confusion and misunderstanding, the interviews were conducted in Swedish. All 

of the interviews were taken place in respective firms and the lengths of the interviews 

were approximately 45 minutes. Additionally, all of the interviews were recorded and 

written down word-by-word and sentence-by-sentence to ensure the data we used was 

correct. 

 

 

2.5 Research quality 

2.5.1 Reliability 

Bryman and Bell (2011), Yin (2009) as well as Kumar (2005) indicate that reliability 

concerns the question of whether the result of a survey will be the same if the survey 

would take place again. However Patel and Davidson (2003) argue that the concept of 

reliability in qualitative research does not mean that interviewees shall give same answers 

every time. Kumar (2005) interprets that even though interviewer asks the same questions 

every time, yet the answer could be affected by objective or subjective factors such as 

respondent’s mood or the interaction between interviewee and interviewer. Therefore 

Patel and Davidson (2003) suggest that reliability in qualitative research shall be interpret 

as whether the interview questions successfully capture the unique situation and get 

answers in different perspective. To assure our reliability, we use same interview guide 

(Appendix 1) with open-end questions that were compiled in response to our theoretical 

framework to capture the relevant information. Furthermore, all the interviews are 
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recorded and written down, which makes it possible for us check the exact answer of our 

interview questions. 

 

2.5.2 Validity 

According to Bryman and Bell (2011) validity for qualitative research method is to show 

a good match between the researcher’s observations and theoretical ideas as they develop. 

In other words, the researchers can ensure a high degree of correspondence between 

concepts and observations. In order to ensure our validity, the research questions had 

been set and the theoretical framework had been collected. Additionally, an interview 

guide with semi-structured question that related to our research questions and theoretical 

framework was compiled to establish logical link between the questions and the 

objectives.  

 

According to Yin (2009), there are intern and extern validity. Bryman and Bell (2011) 

point out the intern validity is the match between researcher’s observations and the 

theory. To assure the intern validity, the abductive research approach is then used in this 

thesis. The theoretical framework was modified after the empirical data was collected in 

order to match the theories and our observations better. 

 

The extern validity concerns the extent to which results can generalized to other social 

environments and situations (Bryman and Bell, 2011). Merriam (1994) states that the 

external validity could be strengthen by using more than one case company. Because of 

the time constraints, the number of our case company is restrained. However to assure 

our extern validity we have studied 3 case companies. 
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3. Theoretical framework  
________________________________________________________________________ 

The theoretical framework, which is divided into two parts that relate to our research 

questions, will be presented in the following chapter. In the firs part we will present what 

strategy is, the theories of CSR pyramid, decision making process, stakeholder theory and 

legitimacy, which are going to be used to answer our first research question. Thereafter 

comes the theories of strategy implementation, business relations and, business 

opportunity model of CSR for SME  that will be used on our second research question. 

________________________________________________________________________ 

 

3.1 The motives to perform CSR strategy 
 

The origins of the word “strategy” were used in military and the word has been wildly 

used in government, diplomatic, sports and business nowadays. Mintzberg (2000) defines 

strategy with five “p” words: plan, poly, pattern, position and. The first “p” is: strategy as 

plan. Mintzberg and Quinn (1991) interpret that strategy is a direction, a guide or a 

consciously intended course of action that was made in advance with the purpose to deal 

with a situation. On the other hand, a strategy can be a poly as well. A strategy is then a 

specific manoeuvre intended to outdo a competitor. The authors give an example that a 

corporation may declare that the company is going to expand plant capacity. However, 

the real strategy, which is the real intention as planed of the firm is not to increase its 

capacity but to discourage its competitor from building a new plant. 

 

The third “p’ represents strategy is a pattern in a stream of actions. By this definition, 

strategy is consistency in behaviour, whether intended or not. Mintzberg (2000) names 

the first definition intended strategy and the third definition realized strategy. 

Furthermore, according to the author intentions that are realized precisely under control 

called deliberate strategies and those intentions that are not realized called unrealized 

strategies. However, pattern may be realized without any hint of intention and Mintzberg 

calls it emergent strategy. Deliberate strategy means that everything is under control and 
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there is no learning or interference when realizing those intentions. On the other hand, 

emergent strategy means no control at all. Therefore there are only a few strategies can be 

purely deliberate or emergent. Most of the real-world strategies need to mix both in some 

ways (Mintzberg and Quinn, 1991, Mintzberg, Ahlstrand and Lapel, 1998, Mintzberg, 

2000). 

 

The fourth definition is: strategy is a position. Mintzberg and Quinn (1991) point out that 

strategy is a match between internal and the external contexts of an organization. In other 

words, strategy is to find out a niche in order to avoid competition. Furthermore, 

Mintzberg (2000) replenishes later in his book that strategy is a determination of 

particular products in particular markets. Finally, the fifth definition is: strategy is a 

perspective. Strategy is a perspective that looks inside the organization and its ingrained 

way of perceiving the world and no one has ever seen or touched it. It is not visible, but it 

is shared by the members of an organization, through their intentions and/or by their 

actions (Mintberg and Quinn, 1991).  

 

Mintzber and Quinn (1991) point out that there is various relationships exist among these 

five definitions and no one takes precedence over others. The five definitions may be 

substituted by each other but they may complement each other as well. Moreover, the 

authors suggest that we can avoid confusion and enrich our ability to understand and 

manage strategic formulation process by explicating and using various definitions.  

  

3.1.2 CSR pyramid 

Carroll’s pyramid of CSR was built on his earlier theory, which indicates CSR includes 

not only economic and legal obligations but ethical and discretionally responsibilities as 

well (Carroll, 1979). With the earlier work, Carroll (1991) suggests that all the business 

responsibilities should be included in order to make CSR to be accepted by a 

conscientious businessperson. Therefore the author develops the model that CSR was 

constituted of four kinds of social responsibilities: economic, legal, ethical and 

philanthropic. Moreover, he points out that those four types of elements might be 

portrayed as a pyramid (Figure 3). 
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Figure 3: The pyramid of CSR (Carroll, 1991, The pyramid of corporate Social Responsibility: Toward the 

Moral Management of Organizational Stakeholders, pp 39) 

 

Carroll (1991) deems a business organization was historically only a basic economic unit 

in the society and the responsibility of the organization was based on the economic 
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Be ethical. 
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The foundation upon which all others rest. 
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performance.  Therefore in the first layer of pyramid, firms intend to be as profitable as 

possible. 

 

At the second layer of the pyramid come the legal responsibilities. In this stage, besides 

of the economic responsibilities, the organization is also expected to conform to the laws 

and regulations, which were made by the government where their business operates. The 

author points out that there is “social contract” between the business and society. 

Organizations were expected to achieve their economic goals by operating within the 

framework of the law (Carroll, 1991).  

 

In the third stage, Carroll (1991) indicates that organizations are anticipated to embody 

ethical norms that are expected or required by societal members even though they are not 

codified into law. The ethical responsibilities mean that organization shall follow the 

standards, norms and expectations from consumers, employees, shareholders and the 

community even if those expectations require more than what it is required by law. 

Furthermore, the author points out that the ethical and moral norms adopted by society is 

changing all the time therefore it is important for firms to adapt to new norms. 

 

Finally, the philanthropic responsibilities require organizations to not only respond to 

society’s expectation but to be good corporate citizen as well. The distinguishing feature 

between ethical and philanthropic responsibilities is that the philanthropic responsibilities 

are not awaited in an ethical or moral sense. For example, communities wish firms to 

contribute their resources to humanitarian programs or purposes, but they do not regard 

the firms as unethical if firms did not meet their expectation. Nevertheless, organizations 

are voluntary to practice ethical norms such as engage in promoting human welfare or 

goodwill (Carroll, 1991). 

 

In summary, Carroll (1991) deems the economic, legal, ethical and philanthropic 

responsibilities should be fulfilled simultaneously in order to form the total corporate 

social responsibility of business. In other words, CSR firm should strive to make a profit, 

obey the law, be ethical and be a good corporate citizen 
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3.1.2 Decision making process 

Okumus (2003) states that strategy development refers to both why and how strategy is 

initiated and the initiation of a new strategy is affected by the external and internal 

contexts. Firstly, the internal context includes: 1) organizational structure such as the 

decision-making process, 2) organizational culture and 3) leadership. Papadkis et al 

(1998) indicate that the strategic decision process can be derived from different aspects 

such as: rationality dimension, centralization, and standardization of the process, political 

dimension and etcetera. Later on, Bakka et al (2006) divide the strategic work into 

strategic, tactical and operational level. Both studies point out that the strategic decision 

process is generally affected by top manager choice and Okumus (2003) suggests that it 

is crucial to get managers involved in and support the decision development and 

implementation process. Moreover Bakka et al (2006) state it is often the owner, possibly 

in collaboration with a few key personnel that decide the strategy in smaller companies. 

Secondly, the external dimension considers the environment that the firm operates in. The 

changes of the environment might require firms to form a new strategy. Also, a new 

strategy should be appropriate to the market conditions, trends and developments until the 

process is completed (Okumus, 2003).   

 

 

3.1.3 Stakeholder theory 

Stakeholder theory is often used in ethically responsible management, which suggests 

managers should include not only stockholder but also stakeholders in the decision 

making process. The concept of  “stakeholder” was invented in the early 1960’s. Freeman 

and Reed (1983, pp91) regard stakeholder as: “ Any identifiable group or individual who 

can affect the achievement of an organization’s objectives or who is affected by the 

achievement of an organization’s objectives”. In other words, stakeholders are groups or 

individuals that could affect or be affected by what an organization does. 

 

Donaldson and Preston (1995) present a stakeholder model (Figure 4), which refers 

specifically to the investor-owned corporation. The authors divide stakeholders into eight 

groups: governments, investors, political groups, customers, communities, employees, 
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trade associations and suppliers. All groups with legitimate interests participating in a 

company to obtain benefits and additionally, the authors argues that there is no prima 

facie priority of one set of interests and benefits over another. However, Carroll (1991) 

points out that each stakeholder has different claim. For instance, some stakeholders 

might claim that they should be treated fairly and some other stakeholders might claim 

that the firm shall take its opinion into consideration in an important business decision. 

Therefore it is management’s challenge to decide which stakeholder’s voice is more 

important.  

 

 

 
Figure 4: Contrasting Models of the Corporation: The Stakeholder Model (Donaldson and Preston, 1995, 

pp 69) 

 

 

3.1.4 Legitimacy 

Suchman (1995 pp 574) states that legitimacy is: 

 

“a generalized perception or assumption that the actions of an entity are desirable, proper 

or appropriate within some socially constructed system of norms, values, beliefs and 

definitions. “ 
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According to Jansson (2007) CSR is closely related to legitimacy and Borglund (2009) 

presents that CSR creates a better brand name as well as strengthen the legitimacy of a 

company. Furthermore, Jansson (2006) states that legitimacy is a major factor in 

connection with CSR and societal advantage and therefore the legitimacy is developed as 

a strategic principle now. Furthermore the author states that legitimacy uplifts both 

stability and the comprehensibility of organizational activities and it also affects how 

people act toward organizations and how they understand organizations. Moreover, 

consumers perceive legitimate organizations as more worthy, meaningful, predictable and 

trustworthy. 

 

According to Jansson (1991) there are two types of legitimacy. The first sort of 

legitimacy is based on calculative self-interest base on the stakeholders. For instance the 

companies might need legitimacy from specific stakeholder such as labours, therefore the 

company will justifies itself to be more suitable to the labours needs. On the other hand, 

the second type concerns more about the impact on society and its welfare.  

 

 

3.2 Implementation of CSR strategy 
The implementation of a strategy is not only within organizations since it is common for 

firms to purchase technologies and services outside the organization. Sometimes, a new 

strategy will not only affect the organization, but its business partners as well. Therefore, 

the strategy implementation and business relations will be introduced in this section. 

Furthermore, all of our case firms try to utilize CSR as competitive advantage and 

therefore the business opportunity model of CSR for SMEs will also be presented in this 

section.  

 

3.2.1 Strategy implementation   

Okumus (2003) describes that when carrying out a new strategy, it is crucial for firms: 1) 

to secure there are enough financial resources for the new strategy; 2) to recruit staffs 

with relevant knowledge and skills; 3) to develop proper training activities in order to 
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develop as well as prepare managers and employees; 4) to be clear when informing 

relevant people within and outside the organization; 5) to monitor activities carried out 

during and after the implementation as well as to provide feedback about the progress and 

6) to evaluate whether the strategy has been carried out according to the plan, the  

predetermined objectives has been achieved as well as the outcomes. 

 

3.2.2 Business relations 

The businesses relationships have become more complex since firms are buying more 

technologies and service from suppliers. Due to the fact that the cost of technological 

development is high, companies are forced to focus only on few core competences. 

Therefore companies depend on suppliers to offer part of technologies, product or 

services. At the same time, the suppliers are more likely to outsource some of the service 

or technological part to another subcontractor. Therefore more and more players are 

involved in the relationship and it is a complex task for companies to make good use of 

suppliers since the economic consequences are difficult to assess, and companies have 

limited control over suppliers (Ford et al, 2009).  

 

Gadde and Snehota (2000) divide the relationship between companies and suppliers into 

two categories: high and low involvement relationships. Low involvement relationships 

are relationships with low level of activity links, resources ties or actor bonds (Gadde and 

Snehota, 2000). According to Gadde and Håkansson (2009), low involvement 

relationships enable companies to change suppliers often and to choose the best suppliers 

in every purchasing position. Nevertheless, the low involvement relationships require 

companies to only purchase standard products or services. On the other hand, high 

involvement relationships are relationships with extensive activity links, resources ties or 

actor bonds (Gadde and Snehota, 2000).  Even though high involvement relationships are 

more costly because of the extra relationship and supply handling costs, Gadde and 

Håkansson (2009) argue that companies can also reduce costs since the costs in 

production and material flow are reduced. Moreover, the flexibility and service level 

could be also improved and firms will have greater influence on suppliers. 
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3.2.3 Business opportunity model of CSR for SME 

Corporate social opportunity (CSO) is a relative new concept, which means to seek 

business opportunities through CSR (Jenkins, 2009). Jenkins (2009) as well as Grayson 

and Hodges (2004) explain that by exploiting its creativity and innovation, company can 

find CSO in three dimensions: innovation in products and services, serving un-served 

markets as well as building new business models, which can deliver a better quality of 

life. Therefore Jenkins (2009) suggests in his research that a step-by-step approach to 

achieving CSO for CSR is a more suitable methodology for SMEs. The business 

opportunity model of CSR for SMEs includes five steps (Figure 5): (1) set values, (2) 

scoping, (3) corporate social opportunities (4) strategy and (5) benchmark. 

 

 
Figure 5: A business opportunity model of CSR for SMEs (Jenkins, 2009, A “business opportunity” model 

of corporate social responsibility for small- and medium-sized enterprises, pp 33) 
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Jenkins (2009) suggests that the business owner-manager or change-agent usually leads 

the first step, which is to set up a version of CSR and then translate it into understandable 

business principles. Furthermore the author describes that the second step is to develop 

the selected version of CSR in the company’s greatest area of impact. The author 

suggests that SME should make a significant difference by their CSR policy where they 

can. Furthermore, by doing so, CSR can be targeted efficiently and potential CSOs might 

come out from this process. In step 3, SMEs shall look at what CSO’s from CSR may be 

realized. In this step SMEs will be challenged to seek market driven and fulfil important 

societal and environmental conditions at the same time. Furthermore, the step 4 is to 

develop a CSR strategy.  In this step, SMEs develop a CSR strategy that CSR had to be 

integrated into all aspects of business operations and not be seen simply as a costly 

externality. However most of SMEs find it difficult to reach this step. Finally the author 

indicates that competitive advantage are unlikely could be create or sustained in the long 

run without a commitment to learning across the organization; therefore, the last step of 

the model is to learn from the experiences and use them in a positive feedback loop. 

 

3.2.3.1 Challenges for CSR  

Even though CSR is proposed as improving human rights, equity and economic growth 

as well as benefiting both companies and the societies in which organizations operate in, 

but there are still many companies resisting CSR (Blowfield and Frynas, 2005). Morsing 

and Perrini (2009) as well as Borglund (2009) point out in their studies that the general 

perception among SMEs seems to be that CSR symbolizes more like a new burden and a 

threat and this might because of that SMEs do not have much resources to take care of all 

the extra work. Also, many politicians and academics regard CSR as a barrier to trade and 

more and more civil society advocates are questioning the benefits of CSR. One of most 

common criticisms of CSR is that CSR is bad capitalism school (Blowfield and Frynas, 

2005). 

 

The CSR is bad capitalism school is connected with traditional management theory, 

which argues that the only social responsibility of business is to utilize organization’s 

resources to increase the profits (Blowfield and Frynas, 2005). Even though many 
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scholars have declared that CSR will form a long-term competitive advantage (Morsing 

and Perrini, 2009, Vanhamme and Grobben, 2008, Mohr and Webb, 2005,), but Orlizky 

et al (2003), Margolis and Walsh (2003), McWilliams and Siegel (2000) as well as 

Griffin and Mahon (1997) state that there is no clear pattern in the relationship between 

corporate social performance (CSP) and profitability.  

 

However Brammer and Millington’s (2008) research, which was made by observing 

more than 500 companies from United Kingdom, shows that the relationship between 

corporate social performance and corporate financial performance is hypothesized to 

connect with either very high or very low levels of CSP.   

 

Furthermore, Brammer and Millington’s (2008) also find out companies, which present 

unusually good social performance do not outperform in the short run. Nevertheless, 

companies that exhibit unusual degree of social sensitivity indicate significantly higher 

financial returns over longer periods of time. Therefore the authors come to a conclusion 

that it will take time for being socially responsive to translate into higher financial 

returns. The result suggests that high performing companies choose either to differentiate 

themselves by investing in an extremely high degree of social responsibility or to save the 

resources that could have ben invested in CSR. 

 

Mohr and Webb (2005) show that many financial payoffs from CSR will take time to 

materialize due to the fact it takes time both for customers to learn about company’s CSR 

agenda and for the company to convince the community that they really work with CSR. 

Later on, Vanhamme and Grobben (2008) support the contention in their study. They find 

out companies, which has longer history of CSR practice could mention their good deeds 

without raising the suspicion of the customer. On the other hand, if companies with 

shorter CSR history mention that, they would likely to face the customer scepticism.  
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4. Empirical findings 
________________________________________________________________________ 

In this chapter, the introduction of ISO and ITCI CARE Process standards will firstly be 

introduced before the empirical data. Secondly the primary data that has been collected 

through interviews with case companies and we will present one firm at a time. 

Furthermore, with the attention to make a clearly connecting between empirical findings 

and our research questions, the primary data will be organized to respond to the 

theoretical framework.  

________________________________________________________________________ 

 

 

4.1 Translate CSR into organization settings 

Since two of our case companies apply the ISO standards and the other case company 

utilizes a certification named ITCI CARE Process within toy industry we therefore find it 

necessary to introduce those international standards before the empirical data. 

 

4.1.1 International organizational standards  

The International Organization for Standardization (ISO) is the world’s largest developer 

and publisher of international standards and it has been used in 163 countries in the 

world. ISO has developed more than 19,000 standards on a variety of subjects. For 

instance, the ISO 14001, which is a voluntary environmental management system with 

intention to minimize the environmental affects and continuously improving overall 

environmental performance when operating organization (ISO, Discover ISO, 2011). The 

identified areas of ISO14001 are reduction in energy and other resource consumption, 

reducing liability and risk, as well as improving compliance with legislative and 

regulatory requirements. In order to be ISO14001 certificated, firms firstly need to have a 

public available environmental policy establish by top management. Then firms should 

establish and maintain procedures, which include legal and other requirements in order to 
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identify significant environmental aspects and their associated impacts Furthermore, 

firms are required to continuously improve (ISO, 2004). 

 

ISO will monitor and check yearly whether the members do follow specific regular and 

standards for each certification. Also the organizations offer educations, training and 

technical assistance in order to keep the members up to date with new developments in 

the areas of international standardizations (ISO, Education and training, 2011)  

 

4.1.2 International Council of Toy Industry  

International Council of Toy Industry (ICTI) is an industry association for the worldwide 

toy industry, which was established in 1975. The association is committed to the 

promotion of toy safety standards, the reduction or elimination of barriers to trade and the 

advancement of social responsibility in the industry (ICTI 2012). The members of ICTI 

shall follow ICTI's Code of Business Practices, which requests members to observe the 

environmental, labour and workplace safety legislations according to the host countries 

(ICTI, Code of Business Practices, 2004). Furthermore, ICTI provides education, training 

and monitoring program for its members (ICTI, 2012). ICTI CARE (Caring, Awareness, 

Responsible, Ethical) Process is the program that aims to monitor whether toy factories 

comply with ICTI's Code of Business Practices  (ICTI, What is ICTI CARE, 2012). 

 

 

4.2 Introduction of case companies 
Bevi AB 

Bevi is a Swedish electronic motor supplier and the company was established in 1931. 

The firm is nowadays one of the two largest suppliers of standard electric motors in the 

Swedish market. Bevi has its own factory in Sweden that produces only special motors 

and all the standard motors are purchased from Chinese suppliers. Furthermore, their 

main customers are from Scandinavian, Baltic countries and China. Bevi had been a 

private own firm until 2010 when a listed technology-trading group named Addtech AB 
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bought it. Today, the company consists of 36 employees and the turnover was 

approximately 130 million Swedish crowns. 

 

We have interviewed two personnel in Bevi. The first interviewee is the CEO of the firm, 

Rolf Persson. Persson has been working in the firm for 42 years and been in the CEO 

position for approximately 15 years. The second interviewee is Henrik Eriksson, who has 

been responsible for environmental issues and quality control for 9 years. 

 

Carrab Break Parts AB 

Carrab Break Parts was originally a part of a Swedish firm called Carrab Industri AB that 

manufactures metal parts and springs. In 2002, Carrab Brake Parts separated from its 

parent company and today it offers brake fitting kits and accessories to wholesalers as 

well as OEM (original equipment manufacture) and OES (original equipment supplier) in 

the break friction industry. Carrab Break Parts does not produce any of its product, 

instead, they purchases from suppliers in different countries and repack them. The 

company has approximately 30 suppliers around the world. However, 90 to 95% of its 

total purchase value is from China. Moremore the international selling contributes more 

than 80% of its turnover. Carrab Break Parts has now 8 employees with turnover of 

approximately 20 million Swedish crowns.  

 

Our interviewee at Carrab Break Parts is the CEO, Mats Lavebron. Mats Lavebron has 

been working as CEO in Carrab for around a year. We believe that Lavebron is the right 

person to answer the company’s CSR strategy since he is the one who set the CSR into 

action in the firm. 

 

Viking Toys AB 

Viking Toys is a private own toy supplier that has been established since 1974 in Torsås, 

Sweden. Their products was produced by its own factory in Sweden until 1995 when the 

owner decided to outsource all the production to a Thai supplier because it had been too 

expensive to produce in Sweden. The toys are sold to more than 60 countries in the world 

and Viking Toys uses only distributors to export its products therefore the firm does not 
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have direct contacts with end customers. The company has today four employees with a 

turnover of approximately 25 million Swedish crowns.  

 

Our interviewee at Viking Toys is the export manager, Martin Lindberg who has been 

working at the position for four years. Since Lindberg has represented Viking Toys to 

attend the CSR course and knows best of the customers’ requirements therefore he is a 

suitable interviewee for this thesis. 

 

 

4.3 The motives to perform CSR 

4.3.1 Bevi AB 

The CSR history of Bevi started approximately 9 years ago. The current CEO of the firm, 

Rolf Persson, indicates that one of the most important reason for its CSR decision was the 

former owner of the firm, Sten Joansson. Rolf Persson states that Sten Joansson insisted 

to work with CSR and used CSR as a manner to manage Bevi. For the company, CSR is 

to take responsibility in society and to behave ethically and properly toward its suppliers 

and customers. Bevi works with CSR by working with Code of Conduct, which focuses 

on for instance child labour, human right and environmental pollution, and by applying 

the ISO 14001 standard.  

 

In the beginning, Bevi only applied environmental policy when producing products in its 

own factory in Sweden since they identify it is the most important domain of CSR with 

the consideration of the earth. Not until two years ago the firm started to use Code of 

Conduct. Both interviewees, Rolf Persson as well as Henrik Eriksson agree with that 

media was an important triggers to the decision of using code of conduct. They indicate 

that ever since the media published the poor working standard and the use of child labour 

of H&M’s supplier in Bangladesh, the publics’ attention on working condition has been 

arisen. Therefore the parent company of Bevi, Additch AB, decided that the firm should 

utilize the code of conduct before the media turn to them.  
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Nevertheless, Rolf Persson deems that the focus on CSR is still on listed companies. As 

consequence, the responsibility to perform CSR falls more on big organizations. However 

he believes this phenomenon is going to affect all companies at different level. Rolf 

Persson indicates that if Bevi were an independent company, the firm might as well put 

some efforts on the labor issues but it would not be as organized sine the firm is lack of 

required resources.  The firm finds it difficult to coordinate human resource and time to 

take care of the paper work. 

 

In spite of the owners and the pressure from media, Rolf Persson emphasizes that Bevi 

would not work with CSR at all if the firm did not believe it would bring out any possible 

financial returns. Nevertheless, Rolf Persson indicated that CSR might strengthen the 

legitimacy of the firm, but it does not benefit the firm since their customers, who are also 

SMEs, do not care. To the company’s disappointment, neither Bevi’s existing customers 

have put any CSR requirement on the firm, nor did CSR bring out any new business 

opportunities to the firm.  

 

4.3.2 Carrab Break Parts AB 

The interviewee states that for the firm, CSR is to be a decent company both internally 

and externally. The firm’s internal CSR is to against any sorts of racism and dissociation, 

as well as to give decent payment to its employees. On the other hand, the external CSR 

is to ensure the suppliers does treat its employees well and the employees will have 

chance to say what they think and what they need. Moreover, Carrab Break Parts works 

also with the environmental standardization, ISO 14001. 

 

The CSR strategy in Carrab Break Parts focuses on environmental and labour issues and 

the CEO of the firm drives the CSR decision. Mats Lavebron deems that the fundamental 

task for a firm is to survive and be profitable and one of CEO’s responsibilities is to fulfil 

the stakeholders’ expectations. He identifies that the most important stakeholder for 

Carrab Break Parts are the owners because the firm is a private owned company and the 

owners are the only investors. Therefore the owners’ interests are important to the firm. 

Mats Lavebron points out that their owners’ only interest is to get returns from what they 
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have invested. Therefore the he needs to connect his decision with profitability in order to 

convince the investors. The firm’s CSR strategy was made because Mats Lavebron sees 

the connection between CSR and profitability. He believes that CSR can become one of 

the firm’s competitive advantages toward its competitor. He deems that CSR can improve 

the firm’s profitability by bring out new business opportunities to the company.  He 

states: 

 

“ If we have a competitor and the assortment, quality and delivery time are the same. 

Then what is it that differentiates us from the competitor? Yes, it is CSR.” – Mats 

Lavebron, 2012.05.08 

 

Moreover, the other important stakeholders for Carrab Brake Parts are its employees and 

the employees by the suppliers’ side. Mats Lavebron believes that employees are the 

fundamental resources that keep the company going. Furthermore, workers by the 

suppliers’ side can affect the quality and the delivery time of products. Therefore one of 

Carrab Break Part’s CSR focuses is on labour issues. The firm aims to offer decent 

working conditions and anti discrimination to both employees in the organization. Mats 

Lavebron narrates that many of their Chinese suppliers suffer from insufficient of staff 

after Chinese New Year because it is often that only half of the workers come back to the 

factory after the vacation. In order to reach the required capacity, the suppliers need to 

recruit new staffs. Mats Lavebron indicates that new employees contribute to higher 

defect rates and costs since it takes time to learn how to work. He believes that if the 

suppliers had better working conditions, there will be more staffs coming back to the 

factory and then the suppliers would not suffer from the high defects rats, insufficient 

productivity, and extra educating costs. Mats Laverbron indicates that not only Carrab 

Break Parts, but also the suppliers and whole society will be benefited by working with 

CSR in the long run. Mats Lavebron does not expect that Carrab Break Parts can change 

the world, but the firm may be able to influence other companies and all together they can 

make the world a little bit better.  
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On the other hand, Mats Lavebron also regards media and customers as important drivers 

for Carrab to engage in CSR. He indicates that it would be direct impact on profitability if 

the media finds out and reports a company that works immorally. Furthermore, Carrab 

Break Parts believes that the customers will appreciate the company more and regard the 

company as a decent company if they work with CSR. The company confirms that few 

important existing customers began to require them to work with CSR a few months ago. 

However, the CSR decision has not yet brought any new business to the firm yet. Mats 

Lavebron points out that many companies think that it requires more resources to work 

with CSR. Nevertheless Mats Lavebron regards CSR as the fundamental idea in the 

company therefore he does not agree that working with CSR requires extra resources. 

CSR is one part of the business and also a vital competitive advantage for Carrab Break 

Parts.  

 

4.3.3 Viking Toys AB 

For Viking Toys, CSR means to offer fair working conditions to the employees and the 

firm practices its CSR by working with ICTI CARE Process. The export manger, Martin 

Lindberg indicates that Viking Toys started to work with CSR a long time ago but the 

firm did not call it as CSR. Martin Lindberg states: 

 

“ To be honest, I did not know what CSR actually is until I went to the course in Kalmar. 

But when I knew what CSR is, I realized that Viking Toys has been working with it.” 

Martin Lindberg, 2012.04.19 

 

Martin Lindberg points out that the owner of the firm, Gösta Kjellme, is the key person 

that drives Viking Toys to work with labour issues and there are two reasons that 

encourage the owner to make the CSR decision. The first reason is that, since Viking 

Toys is in the toy industry therefore it is nature for the firm to focus its CSR on 

preventing child labour and offering decent working conditions. The owner believes that 

poor working condition and child labour will create a negative image to end consumers 

and no consumer will want to purchase toys that made by child labour. The second reason 

is that the owner believes in unsatisfied employees will produces toys with minor quality. 
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Those two reasons arouse Viking Toys to engaging in offering decent working condition 

for its workers.  

 

Furthermore Martin Lindberg identifies the other important stakeholders for Viking Toys 

is customers because they have to sell to customers in order to survive. The firm has been 

the member of ICTI CARE Process for more than 5 years and Viking Toys are surprised 

and disappointed that there have been only two of their existing customers, Swedish ICA 

and Staples, that request for the ICTI CARE Process certification so far. Furthermore, 

ICA and Staples contribute only 2% of the total turnover and the only consequence of 

stoping using ICTI CARE certification is loosing 2 smaller customers. Besides, CSR has 

not brought out ant new business opportunities to Viking Toys 

 

During the interview, Martin Lindberg told that it is a bigger challenge for smaller 

companies such as Viking Toys to work with CSR since the firm does not have as much 

resources as MNCs. There are only four employees in Viking Toys and if there were no 

opportunity to externalize the extra work with affordable price, it would have been a huge 

burden on the personnel and the company. 

 

 

4.4 The implementation of CSR 

4.4.1 Bevi AB 

The focus of the CSR issue is on the environmental subject in Bevi and they have 

primarily work on themselves. There is a feedback system of its CSR activities within 

Bevi. Responsible personnel need to fill in CSR document every year in order to control 

whether the firm has fulfilled its objective Furthermore the factory in Blomstermåla is 

ISO 14001 certificated, which is an environmental management standard that helps firms 

to minimalize negative affects on the environment. The certification costs approximately 

40,000 Swedish crowns each year plus a revision every third year that costs additional 

40,000 Swedish crowns. Also, Bevi engages in educating its new employees once in three 

years about the company’s ethical values.  
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Bevi has long-term relationships with most of its suppliers. However, due to the firm is 

not key customer that purchases a great amount of volume from any of its suppliers, 

hence it is difficult to motivate the suppliers to procure the certification just form them. 

Rolf Persson said: 

 

“… maybe we purchase for 40 million in China, but the supplier will say that they would 

not do anything if you do not buy at least 100 million.” – Rolf Persson, 2012.04.19  

 

Since the firm cannot require suppliers to work with CSR only for them, therefore the 

firm cooperate primarily with suppliers and forwarding agents that already works with 

ISO 14001 as well as code of conduct, and deliver goods in environmental friendly way. 

However, the firm has more than 1000 suppliers around the world and on account of 

insufficient resource therefore it is almost impossible to control every supplier. Therefore, 

Bevi decide to work closely with its top 10 suppliers and ensure these suppliers are all 

ISO 14001 certificated and work with CSR.  

 

 

4.4.2 Carrab Break Parts AB 

The implantation of CSR strategy in Carrab Brake Parts is both internally and externally. 

Mats Lavebron decides that the firm should be ISO 14001 certificated and since 

dangerous chemicals are not used when producing brake parts therefore it is easier for the 

firm to work with environmental issues. Mats Lavebron interprets that it is only him that 

attends the required lessons for the certification. Nevertheless the firm is going to make 

an action plan for all the employees since it is important that everyone in the company 

understand and is aware of the company’s strategy. 

 

Carrab Brake Parts experiences that the challenges to implement CSR are to monitor 

suppliers and to relate CSR to profitability. Mats Lavebraon points out that Carrab Brake 

Parts communicates its CSR strategy with both its suppliers and customers. The 

relationship between Carrab Brake Parts and its suppliers are close and long-term and the 
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company seeks to become bigger customers in order to be able to influence suppliers 

more. The firm also devotes in educating its suppliers to work with CSR. Mats Lavebron 

states that the company cannot only require and punish suppliers. Instead, there must be 

development stages to make suppliers become better and better then to meet the 

requirements in the end. Furthermore he points out that since more than 90% of its 

suppliers are located in China therefore it is hard for Carrab Break Parts to control what 

the suppliers actually is doing. 

 

Mats Lavebron points out there are many audit companies that firms can hire to inspect 

suppliers. However, firms cannot completely trust theses audit companies or suppliers. 

Mats Lavebron indicates that the suppliers might have just make everything looks great 

before the inspectors come and no one knows what happen after the inspectors have left. 

Moreover he points that firms should not trust on the certification when working with 

Chinese suppliers. Carrab Break Parts had required its suppliers to be ISO9001 

certificated and the suppliers faxed it to them right away. However, the firm also tried to 

test the suppliers and require them to be ISO 26000 certificated and the supplier sent the 

certification to Carrab Break Parts even though it was impossible to be ISO 26000 

certificated. Mats Lavebron indicates that the suppliers can just spend few RMB and get 

the fake certification that looks like a real one. Therefore, instead of hiring audit company 

or requiring for certifications, Carrab Break Parts decide to travel to the suppliers a 

couple of times every year in order to see and evaluate what really is going on in China. 

 

Carrab Brake Parts also communicates its CSR with customers. Since the firm has only 

around 30 customers therefore they do not advertise in the media, instead, the firm 

communicates with customers via its webpage, personal visit, mail and telephone. 

Additionally, the firm also engages in influencing its customers’ decision on CSR as well. 

Carrab Brake Parts is going to have meetings with key persons that can influence 

purchase decision, from potential international buyers in order to communicate the firm’s 

CSR with them. Mats Lavebraon’s idea is firstly to persuade existing as well as new 

buyers to invest in CSR and then he can encourage the suppliers to follow its steps by 

showing there will be more new business opportunities.  



	   44	  

Since Carrab Brake Parts has been working with CSR for only around 1 year hence there 

are still lots of works left. The firm does the best they can to influence both the suppliers 

and customers to work with CSR. However, Mats Lavebron indicates that one must be 

aware of its own limitations. The company finds it hard to practice CSR in transportation 

since it is suppliers that take care of it and the firm cannot influence the decision.  

 

4.4.3 Viking Toys AB 

Martin Lindberg indicates Viking Toys implements its CSR strategy only on its supplier. 

Since there are only four employees in the firm and the supplier is located in Thailand 

therefore it is difficult for Viking Toys to monitor how the supplier works. Therefore, to 

make things easier, Viking Toys requires the supplier to also become member of 

International Council of Toy Industry (ICTI) and be ICTI CARE Process certificated. 

ICTI offers education and help to the member to reach the requirement. Moreover, it will 

authorize qualified audit companies to the factory and look through the wage settlements 

as well as interview employees to ensure that everything comply with requirements. 

Martin Lindberg indicates that Viking Toys will be informed by ICTI if the supplier did 

not execute the prerequisites and then the firm has the right to stop the deliveries or not to 

pay to the supplier. Since ICTI takes care of the works to communicate CSR with 

supplier and to monitor supplier therefore there is not much work that falls on Viking 

Toys. All the company has to do is to pay for the certification fee, which costs 

approximately 45,000 Swedish crowns per year.   

 

The relationship between Viking Toys and its Thai supplier is very close since Viking 

Toys outsources all the production to only one supplier. Martin Lindberg points out that 

the supplier did not work with CSR before cooperating with Viking Toys and the Thai 

supplier were forced to adjust working conditions such as wages and working hours in 

order to work with Viking Toys. Martin Lindberg points out that Viking Toys purchases 

95% of the supplier’s production and on account of Viking Toys is a very important 

customer to the supplier therefore the firm has a great influence on the supplier. Martin 
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Lindberg indicates that there was no difficulty when Viking Toys require the supplier to 

be ICTI CARE Process certificated. 
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5. Analysis  
________________________________________________________________________ 

The theoretical framework and the empirical findings will be combined in this chapter. 

We will discuss and analysis the motives for the case companies to preform CSR as well 

to describe how they implement CSR within the firm and on its suppliers. 

________________________________________________________________________ 

 

 

5.1 The motives 

5.1.1 CSR strategy 

Every strategy is made for a reason. Johnson et al (2010) indicate strategy as a long–term 

direction for organization to meet the needs of markets and to fulfil stakeholder 

expectations by allocating its resources. Furthermore, Mintzberg (2000) interprets that 

there are five definitions of a strategy: strategy as plan, poly, pattern, position and 

perspective. These five definitions may substitute or complement each other and no 

single definition is better than the other. Our case firms’ CSR related actions could be 

considered as CSR strategy since those actions has conformed at least one of Mintzberg’s 

definitions. Carroll (1991) interprets that the fundamental responsibility of the 

organization was based on the economic performance and all of our case firms perceive 

that working with CSR would lead to a more successful business when they made the 

CSR decision. Two of our case firms (Bevi and Carrab Break Parts) have considered CSR 

as a tool to increase their competitive. Moreover, all of the case firms are convinced that 

by working with CSR will prevent to create negative images, which would lead to 

negative sales numbers. By connecting the empirical and theoretical data, we see that our 

case firms use its CSR strategies as plans because the CSR actions were made in advance 

in order to reach better financial feedbacks and prevent possible damages. 

 

The CEO of Carrab Break Parts mentions that if the assortment, quality and delivery time 

do not differs from different suppliers, then working CSR differs Carrab Break Parts from 

the competitors. Moreover, both Bevi and Viking Toys also believed that working with 
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CSR would differ the firms from other competitors and bring out new business 

opportunities to the firms. Therefore we can see that all the case firms use CSR actions as 

a position with attention to gain an advantage over its competitors as well. 

	  

5.1.2 CSR pyramid 

CSR pyramid suggests that there are economic, legal, ethical and philanthropic 

responsibilities that firms have to the society. Carroll (1991) indicates that business 

responsibilities shall be embedded in CSR for it to be accepted by conscientious 

businessperson. The author suggests that theses four social responsibilities can be 

portrayed as a pyramid (Figure 3). The economic responsibility lies in the first layer of 

the CSR pyramid, since Carroll (1991) argues that the economic responsibility is the 

fundamental responsibility of a firm. We see a strong connection between Carroll’s 

suggestion and our empirical finding because all the factors that affect case companies’ 

decision to work with CSR can be linked to profit making (Figure 6). Bevi and Carrab 

Break Parts declare clearly that their CSR decisions based on the expectation of financial 

returns. On the other hand, Viking Toys did not mention directly that the firm expected to 

get financial returns. However Viking Toys showed great disappointment when they 

mentioned that working with CSR has not yet attract any new customers. Therefore, on 

the basis of the empirical evidence we can deduce that Viking Toys did expect for 

financial feedback through CSR actions. Furthermore, Carrab Break Parts and Viking 

Toys link better working condition together with improvement of quality of products that 

will benefit the firm. However, among all the case companies there is only Carrab Break 

Parts that regards CSR as a competitive advantage toward its competitor.  

 

Through empirical findings we identify media as a factor that has an indirect connection 

to profitability. Bevi and Carrab Break Parts experience the pressure from media. These 

two firms are afraid of that not offering decent working conditions to its employees or 

employees by suppliers’ side will make them end up in a less favourable situation in the 

media and the criticisms from media and publics will damage companies’ reputation. 

Furthermore Viking Toys indicates that poor working condition will impact the firm’s 

reputation. Even though Viking Toys does not mention the role of media during the 
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interview, but since it is generally difficult for customers access the information about 

how the firm works without media therefore we can reasonably speculate that media does 

play one part in Viking Toys CSR decision. All in all, we see that media has a strong 

connection with business reputation, which our case firms perceive as a factor that might 

affect its profitability. 

 

 Factors that affect case firms’ CSR decision  

Bevi Former and current owners, media, new business opportunities, to 

protect the environment 

Carrab Break Parts  CEO, media, new business opportunities, CSR as competitive 

advantages, the quality of products may be improved, make the 

world become better 

Viking Toys The owner, customer expectation, the quality of products may be 

improved, new business opportunities 

Figure 6: Facts that affect our case firms’ CSR decision 

 

The second level of responsibilities is legal responsibility (Figure 3). Carroll (1991) states 

that firms in this step are expected to achieve its economic goals by operating within the 

framework of the law under this category. All of our case firms use ISO 14001 or ICTI 

CARE Process certification, which require its members to at least follow legislation in 

host countries. Therefore we can see that all three companies have fulfilled the second 

level of the pyramid. 

 

In the third level, Carroll (1991) indicates that firms need to follow stakeholders 

expectation even though the expectations are more strict than what it is required by law. 

We see from the empirical finding that there is only Viking Toys that does not achieve 

the ethical responsibility. Our interviewee from Viking Toys points out that Viking Toys 

uses only the ICTI CARE Process to monitor its supplier. The empirical data declares that 

ICTI CARE Process is a monitoring program to supervise whether toy factories comply 

with ICTI's Code of Business Practices, which only requires members to follow the 

environmental, labour and workplace safety legislation in host countries (ICTI, 2004). 
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Therefore, by matching the empirical findings and theory we can deduce that Viking 

Toys does not fulfil the ethical responsibilities  

 

On the other hand, both Bevi and Carrab Break Parts use the ISO 14001 standard, which 

is a voluntary management system that requires members to establish and maintain 

procedures that include legal and other requirements to identify significant environmental 

aspects and their associated impacts (ISO, 2004). In other words, the ISO 14001 standard 

requires members not only to follow the legislation but also requirements beyond the 

legal demands. Furthermore, Carroll (1991) point out that the standards, norms and 

expectations from consumers, employees, shareholders and the community are changing 

all the time therefore firms need to update to new norms. From the empirical data, we see 

both Bevi and Carrab Break Parts have been paying attention to public expectations. Bevi 

started to work with code of conduct and Carrab Break Parts engages in giving better 

working conditions to workers when the publics’ interests on labour rights is high. By 

connecting the empirical data and theory we can therefore determine that Bevi and Carrab 

Break Parts achieve the ethical responsibilities. 

 

Finally, the last level of the CSR pyramid is philanthropic responsibilities (Figure 3). 

Carroll (1991) indicates that in this step, firms do not only have to fulfil the ethical 

responsibilities, but also to be good corporate citizen as well. Organizations shall 

volunteer to practice ethical norms even though they will not be seen as unethical if firms 

do not met the expectation. Nevertheless, none of our case firms has reached the level.  

 

By connecting the theory and our empirical findings we see that two of our case firms 

have reached the third level of the pyramid while the other case firm remains at the 

second level. Furthermore we see that most of factors that affect case firms’ CSR 

decision (Figure 6) based on firms economic responsibilities. 

 

5.1.3 CSR decision making process  

According to Business council for Sustainable Development (1999), CSR means that 

firms take environmental, social stakeholders into consideration when making business 
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decisions. However, all the case firms work only with one or two aspects (Figure 7) of 

CSR. During the interviews, Bevi complained that their firms do not have enough 

employees to take care of all the CSR paper work and Viking Toys indicate that the does 

not have enough human and financial resources to work more on CSR. From the 

empirical finding we can draw an inference that the reason for the limited CSR in Bevi 

and Viking Toys are based on insufficient resources. On the other hand, Carrab Break 

Parts has only work with CSR for a year, therefore we deduce that time is the reason that 

the firm only works parts of CSR.  

 

Case Firms Environmental issues Labour issues Social issues 

Bevi x x  

Carrab Break Parts x x  

Viking Toys  x  
Figure 7:  The CSR domains that case firms work with 

 

Okumus (2003) states that the strategy development is affected by different internal and 

external contexts. The empirical finding shows the most important internal context is the 

owners, parent companies or CEOs. The interviewees confirm that those actors 

principally determined the CSR decisions. The phenomenon we observe from our 

empirical data complies with Bakka et al (2006) and Papadkis et al’s (1998) suggestion 

that it is often the owners and few other key personnel that make decisions in smaller 

companies. As we have mentioned above, two of our case firms (Bevi and Carrab Break 

Parts) focus only on two aspects of CSR and Viking Toys works only on one aspect 

(Figure 10). From the empirical findings we infer that the reasons our case firms do not 

work with all aspects of CSR are insufficient resources and time. The owners, parent 

companies and CEOs were the actors to decide which aspects the firms shall put its 

limited resources and time on. The empirical findings show decision was very much 

influenced by the external environment that the firm operates in. Moreover, different 

stakeholders also affected the decision priorities differently, and we will discuss more 

about it in section 5.1.3. 
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Through the theory and empirical findings we see that the decision makers have a huge 

impact on our case firms’ decision. Their voices and concerns weight much more than 

others and it is them who determine how the firms should allocate its resources. 

	  

5.1.4 Stakeholder theory 

Donaldson and Preston (1995) as well as Freeman (1983) suggest that company should 

take every stakeholder into consideration when making business decisions and each 

stakeholder is equally important. Our case firms confirm that there are many stakeholders 

that effects and be affected by its firms. However, the case companies experience that 

each stakeholder has different weight. The empirical findings comply with Carroll’s 

(1991) suggestion that some stakeholders that are more important than others and the 

opinions from these stakeholders have priority than other stakeholders.  

 

Donaldson and Preston (1995) suggest there are eight stakeholders to an invest-owned 

corporation. These stakeholders are: governments, investors, political groups, customers, 

communities, employees, trade associations and suppliers. The interviewees recognize 

that the most important stakeholders to Bevi are the parent company (investors) and 

employees. On the other hand, the CEO of Carrab Break Parts identifies that the most 

important stakeholders of the firm are owners (investors) and employees since the owners 

are the only investors of the firm and the employees affect the quality of products. Since 

both Bevi and Carrab Break parts believe that the media can influence the public and the 

firm’s profitability, therefore we identify media as one important stakeholder to Bevi as 

well even though Donaldson and Preston do not have it in their model.  Moreover, we 

also identify customers as an important stakeholder for both case firms as well since the 

CSR decision was made in order to attract more customers (figure 8). 
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Figure 8: Important stakeholders to Bevi and Carrab Break Parts 

 

On the other hand, the interviewee from Viking Toys points out that the important 

stakeholders of the firm are the owner since he is the only investor of the firm. 

Furthermore the other important stakeholder is their customer since a firm need to sell its 

goods or services to customers in order to be able to survive. On the other hand, media 

will influence the customers therefore the media should also be one of the key 

stakeholders. 
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Figure 9: Important stakeholders to Viking Toys 

 

5.1.5 Legitimacy  

Schman (1995) states that legitimacy is a general perception on what is proper, desirable 

or appropriate within socially constructed system of norms and values. Furthermore 

Jansson (2007) suggests that CSR is closed to legitimacy and the empirical findings also 

show that our case firms experience the positive relation between CSR and legitimacy. 

All of our case firms mention that working with CSR does help firms to strengthen the 

legitimacy as well to increase their reputation and to influence the public perception of 

the firm as Borglund (2009) and Jasson (2006) suggests. As we mentioned before (5.1.1) 

that the public perception has an indirectly connection with profitability, however the 

empirical data shows that higher legitimacy has not yet brought any new business 

possibility to our case firms. By combining the empirical and theoretical data we infer 

that higher legitimacy might not be able to increase firm’s profitability by attracting new 

customers. Nevertheless, the firm does not have to worry there will be negative 

information from the media, which may increase the firm’s chance to loose its existing 

customers. 
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5.2 Implementation of CSR  

5.2.1 Strategy implementation  

Okumus (2003) suggests that there are six steps when implementing a new strategy. 

Firstly, firms need to secure enough financial resources, secondly to recruit staffs with 

required knowledge and skills, and thirdly to develop proper training activities to develop 

as well as to prepare managers and employees. The interviewee experiences Viking Toys 

does not have inadequate resources to hire staffs to only work with CSR related works. 

Furthermore, Carrab Break Parts does not have specialized staffs as well. Even though 

Bevi has one personnel who works for quality and CSR issues, yet the firm still 

experiences that it is inadequate and it does not have extra personnel that could help with. 

Instead of recruiting added specialized staffs, Bevi and Carrab Break Parts decide to 

become members of ISO and Viking Toys determine to join ICTI in order to solve the 

difficulty with insufficient resources.  

 

Bevi and Carrab Break Parts are ISO 14001 certificated, which is a voluntary 

environmental management system with intention to minimize the environmental affects 

and continuously improving overall environmental performance when operating 

organization (ISO, Discover ISO, 2011). Members pay approximately 40,000 Swedish 

crowns each year for the certification fee and additional 40,000 Swedish crowns for 

revision every third year. The organization offers educations, training and professional to 

educate and help members to reach required standards. Furthermore, Viking Toys uses 

ICTI CARE Process, which is an ethical manufacturing program of toy industry. 

Members pay a fee of approximately 45,000 Swedish crowns each year. The organization 

will send an audit firm to exam whether their members have followed the environmental, 

labour and workplace safety legislations according to the host countries or not. These fees 

that our case companies pay to these organizations are relative cheaper compares to the 

costs if case firms need to conduct all the process by their own. Furthermore, the 

organizations also offer education and professional help so that members do not have to 

arrange that on its own.  
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The fourth step is to inform personnel within and outside the organization (Kumus, 2003). 

Bevi communicates with its employees every third year about the firms’ CSR strategy. 

However, Bevi does not communicate its CSR with its suppliers since the firm does not 

have bigger impact on them. Furthermore Carrab Break Parts is planning to educate its 

employees about the firm’s CSR. The firm also communicates with its existing and 

potential customers actively. Carrab Break Parts plans to hold a big conference in 

summer in order to tell its customers how they work with CSR. On the other hand, 

Viking Toys does not communicate its CSR within the organization as much since there 

are only 4 personnel. The only CSR communication Viking Toys has with its supplier is 

require them to be ICTI CARE Process certificated. 

 

Finally, the last two steps are to monitor how the activities have been carried out as well 

as to evaluate whether the strategy has been carried out according to the plan. Bevi works 

with IS0 14001 in its factory in Sweden. The firm has a CSR document that the 

responsible personnel need to fill in. The intention is to see whether the activities have 

been carried out correctly. The CEO of Carrab Break Parts has experienced that Chinese 

suppliers can just give a fake certification without working on the environmental issues.  

Therefore, Carrab Break Parts decides to send employees to its suppliers at least once a 

year to check what its suppliers actually do. From the empirical findings we see that Bevi 

and Carrab Break Parts have done some of the monitoring work self while Viking Toys 

lets ICTI take over all the work and responsibility. 

 

By connecting the theory with our empirical findings, we see that resources play 

important role when our case firms implementing its CSR strategy. It requires much 

resource if firms want to conduct Okumus’s strategy implementation process by 

themselves and none of our case firms has the required resource.. In order to solve the 

problem, our case firms therefore seek for external help to take over few processes to 

mitigate its workload and to save costs. 
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5.2.2 Business relations  

Gadde and Snehota (2000) divided the relationship between companies and suppliers into 

two categories: high and low involvement. Viking Toys is an extreme example of a high 

involvement relationship on account of it has only one supplier. Viking Toys purchases 

95% of the supplier’s production, which makes the firm has a great impact on its supplier. 

For instance, Viking Toys points out that there is no difficulty for the firm to require its 

supplier to be ICTI CARE Process certificated. The relationship between Viking Toys 

and its supplier comply with the suggestion from Gadde and Håkansson (2009). 

 

Bevi has a more complicated relation with its suppliers. The firm has more than 1,000 

suppliers and has very low activities ties with majority of its suppliers. The relationships 

between Bevi and majority of its suppliers are as Gadde and Håkansson’s (2009) 

description of low involvement relationships. The firm does not have bigger influence on 

its suppliers since they purchase too little. On account of Bevi could not require its 

suppliers to adapt ISO 14001 or other international standards, the firm aims to cooperate 

prior with suppliers that already work with CSR issues. However, the empirical study 

reveals that because of the insufficient resources, it is extremely difficult for Bevi to 

control whether every supplier has worked as they promised. Therefore, instead of using 

its limited resource to examine all the suppliers they have, the interviewees indicates that 

Bevi chooses to focus on its top 10 suppliers and ensure all of them are working with 

CSR.  

 

The CEO of Carrab Break Parts indicates that the firm has a long-term relationship and 

works closely with its suppliers. However, we evaluate that Carrab Break Parts has a low 

involvement relationship with its supplier. Our emulation base on that the CEO implies 

the firm does not have strong influence on its supplier by mentioning that the firm cannot 

just require the supplier to work with CSR as well as the firm seeks to become bigger 

customers on purpose to influence its suppliers more.  

 

From the empirical and theoretical data, we recognize that different types of relationships 

will influence the way firms communicate its CSR with its suppliers. The empirical 
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findings interprets that it is not popular for suppliers to work with CSR. Therefore it is 

important for SMEs to be able to persuade or to set requirements on its suppliers to work 

with CSR. However, two of our suppliers operate in more specific electronic industry and 

the players often have more than one supplier. We perceive that it is difficult for SMEs in 

this industry to have high involvement relationships with all its suppliers because of the 

insufficient resources and the smaller purchase amount. 

 

5.2.3 Corporate social opportunities and challenges  

As we have mentioned in section 5.1.1, our case firms use its CSR strategy as a plan to 

reach better financial feedbacks and to prevent possible damages. One of the options to 

create a better financial feedback is to create new business opportunities, which Jenkins 

(2009) introduces in his work. Furthermore, Jenkins (2009) presents a five-step business 

opportunity model of CSR for SMEs to practice the corporate social opportunities (CSO) 

(figure 5). The first step of CSR is to select a version of CSR and then translate it into 

business principles. All of the case firms have done the first step and the figure 8 shows 

the domains of CSR each firm has chosen. Furthermore, Jenkins (2009) illustrate that 

firms should develop the select version of CSR in its greats area of impact in the second 

step. The empirical data points out that Bevi and Carrab Break Parts realize that they 

have minor impact on its suppliers therefore the firm focuses its CSR within the 

company. On the other hand, Viking Toys choose to focus its CSR practice on the 

supplier’s side since the firm is the biggest customer to the supplier and has a great 

impact on the supplier.  

 

In the third step, Jenkins (2009) indicates that firms will seek market driven as well as to 

gain its competitive advantage. Moreover the firms will be challenged to fulfil important 

societal and environmental conditions. Our case firms perceive that working with CSR is 

a competitive advantage that differs them from other competitors. Furthermore they 

believe that CSR will bring out new business opportunities for them. However, many 

scholars such as Margolis and Walsh (2003), Orlizky et al (2003), McWilliams and 

Siegel (2000) as well as Griffin and Mahon (1997) come to conclusion that CSR does not 

have connection with profitability. On the other hand, Brammer and Millington’s (2008) 
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points out that it will take longer period for being socially responsive to translate into 

higher financial returns. Bevi has been ISO 14001 certificated for 9 years, Viking Toys 

has been ITCI certificated for 5 years, and Carrab Break Parts has been working with 

CSR for a year. Nevertheless none of our case companies have gotten any new business 

opportunities through CSR yet. However, working with CSR has helped Viking Toys and 

Carrab Break Parts to keep some of their existing customers since the customers started 

to set CSR requirements. Nevertheless these customers of Viking Toys contribute only 

2% of Viking Toys’ total turnover.  

 

In step 4, firms need to integrate selected CSR with overall business strategy (Jenkins, 

2009). As Carroll’s (1991) suggestion, the economic responsibilities are the fundamental 

responsibility to firms and our case firms all indicate or imply that the firms use CSR as a 

tool with intention to increase or to keep its reputation and sales figures.  

 

In the last step, Jenkins (1991) indicates that firms shall learn from its experiences and 

use them in a positive feedback loop. Bevi has a system that they need to fill in their CSR 

work in papers and these papers will be evaluated and examine yearly. Since Carrab 

Break Parts has only been working CSR for approximately a year, the firm does not have 

developed the feedback system yet. However, Carrab Break Parts is expecting to be ISO 

14001-certificated autumn 2012. The ISO 14001 requires members to continuously 

improve its performance of environmental subjects. Therefore we can see that Carrab 

Break Parts is going to have the feedback system in the near future. On the other hand, 

Viking Toys does not have the system within the organization. Instead, Viking Toy let 

ICTI take care of its supplier’s feedback system.  

 

Jenkins’ (1991) business opportunity model takes the heterogeneous nature of SME such 

as size in to consideration. The author interpret that a step by step approach to realize 

CSOs for CSR is a more appropriate methodology for SMEs. However, by comparing the 

theory and our empirical findings we comprehend that even though SMEs follow the 

instruction step by step, it does not necessary mean that it is guaranteed for SMEs to find 

new business opportunities.  
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6. Conclusion 
________________________________________________________________________ 

We will begin with answering our research questions basis on our analysis in this 

chapter. Thereafter the limitations of the thesis will be presented. Finally the chapter will 

end up with recommendations for further research in the field of CSR in SMEs 

perspective. 

________________________________________________________________________ 

 

 

6.1 Answering our research questions 
CSR has been a more and more popular topic since 1950’s. Nevertheless it seems that 

CSR mostly connects with MNCs despite SMEs play important roles in world’s economy 

and environment. SMEs form 90 % of the worldwide population of business and the 

Environmental Agency of USA points out in its report that SMEs are the largest pollution 

contributors. However, many SMEs consider CSR as a burden since SMEs often do not 

have resources that are needed to work with CSR. Therefore the purpose of this thesis is 

to increase the understandings of Why do SMEs work with CSR strategy and How do 

SMEs implement CSR strategies. 

  

The first question that is going to be answered is why does SME work with CSR. Strategy 

is a plan, poly, pattern, position or perspective that is developed with intentions to meet 

the needs of markets and to fulfil stakeholder expectations, which conform the intentions 

of our case firms. Our case firms believe that there are customers that set or will set CSR 

requirement to its supplier and they attempt to serve the market. Moreover, the analysis 

shows that stakeholders are one of crucial factors that affect the CSR decisions. There are 

many different stakeholders and our case firms experience that those stakeholders all 

carry a different weight. Moreover, it was up to decision makers to decide which 

stakeholders are more important. The evident shows that the common stakeholders that 

are more important for our case firms are investors, media and customers. The investors 

expect to get financial returns from their investment. On the other hand, the media as well 
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as customers expect companies to work in decent way and the customers can be 

influenced by negative reports from media. Since a firm could not survive without 

financial support or customers therefore the task for firms is to increase its profitability 

while working ethically. In order to satisfy these expectation, the case firms seek to create 

new business opportunities by offering CSR as a unique character and to prevent to loose 

existing customers by having higher legitimacy.  

 

The analysis shows (figure 10) that Viking Toys has only reached the second level (legal 

responsibilities) of the CSR pyramid while Bevi and Carrab Break Parts have reached the 

third level (ethical responsibilities). Our case firms have insufficient resources and time 

so that the decision makers have to decide how to allocate and where to place their 

limited resources. Moreover, most of the facts that affect case firms’ CSR decisions 

(figure 6) are based on firm’s economic responsibilities. Hence we can infer that decision 

makers concerned more about profitability. 

 

 Economic 

responsibilities 

Legal 

responsibilities 

Ethical 

responsibilities 

Philanthropic 

responsibilities 

Bevi     

Carrab Break Parts     

Viking Toys     
Figure 10: The level of Carroll’s CSR Pyramid that case firms have reached 

 

Our analysis shows that the important key stakeholders that the decision maker of our 

case firms identified and the facts that affect case firms’ CSR decision all have direct or 

indirect connection with profitability. Furthermore, SMEs use CSR strategy as a plan and 

position to seek for new business opportunities and to prevent loosing existing customers. 

We therefore can answer our first research question why does SME work with CSR by 

concluding that: it is the economic responsibilities that drive firms to work with CSR.  

 

Our second research question is how do SMEs implement CSR strategies. A strategy can 

be implement both within and outside an organization. It was difficult for Bevi and 



	   61	  

Carrab Break Parts to implement its CSR strategy outside the organizations since both 

firms have minor influences on its suppliers. The reasons that Bevi and Carrab Break 

Parts have minor influences on their suppliers are: low purchase volume and both firms 

have too many suppliers. The insufficient resources do not allow them to build up closer 

relationships with suppliers and they cannot increase purchase volume if their customers 

do not buy more. Therefore, the low involvement relationships with suppliers disable 

Bevi and Carrab Break Parts from requiring their suppliers to work with CSR. On the 

other hand, Viking Toys has huge influence on its supplier since the company purchases 

95% of the supplier’s productivity.  Accordingly, we can conclude that the relationships 

between suppliers and buyers affect the implementation of CSR outside the organization.  

 

It requires different resources to be able to implement strategies and the common 

difficulty that occurs to our case firms is insufficient resources. The mutual method that 

these case firms apply in order to use resources more sufficiently is to join international 

certification system such as ISO 14001 and ICTI Care Process. With small amount of fee, 

the international organizations will take over some CSR works such as educate firms and 

to monitor whether they have followed the rules. Moreover, Bevi and Carrab Break Parts 

choose to focus more on implementing CSR strategy internally on purpose to allocate 

their limited resources better since both firms have minor influence on its suppliers. 

 

All in all, we see a clear pattern that the implementation of CSR was affected by the 

resources that SMEs have. Since SMEs have limited resources sot they do not have 

possibility to work with all CSR aspects. Therefore, before SMEs implementing its CSR 

strategy, they firstly decide which CSR aspects the firms are going to work. The 

decisions firstly base on the consideration of important stakeholders that SMEs 

recognized and secondly base on the relationships between our case firms and their 

suppliers. Bevi and Carrab Break Parts decide to focus its CSR activities more internally 

since they recognize that the impacts they have on its suppliers are small. Instead of 

placing resources in the area that the firms cannot influence much, the firms decide to 

place resources where they can control most. On the other hand, the high involvement 

and close relationship that Viking Toys has with its supplier makes it easier for the firm 
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to implement its CSR externally. Therefore, Viking Toys focus its CSR activity 

externally. Moreover, the purpose of join international certifications is to save resources. 

Accordingly, we can answer our second research question, how do SMEs implement 

CSR strategy, by concluding that case firms devote to implement its CSR strategy by 

spending its limited resources to best effect. 

 

 

6.2 Limitation 
Our study is based on three Swedish SMEs within Kalmar County and all the case firms 

are within manufacture industry. The conclusion is therefore limited. The understanding 

of how and why SME work with CSR can be increased if there had been more case firms 

from other countries and other industries. 

 

Since strategy-making process starts often from top managers or owners, therefore we 

believe we have interviewed personnel with best knowledge about our research subjects. 

However we conduct only one interview with each case firm therefore we may have 

gotten the interviewees’ personally perceives of how the firm work with CSR.  

 

Our second research question concerns how SMEs implement CSR strategy. It would 

have been optimal if we could get information from customer and supplier’s side as well 

so that we could examine whether our case companies and its suppliers and customers 

experience the same way. However, due to the lack of time, this was impossible. 

 

 

6.3 Suggestion for further research  
The topic of CSR is relative well studied nevertheless there is still gap in relation between 

SME and CSR. Since our thesis concludes that profitability plays essential role in SMEs 

decision to work with CSR therefore we will recommend a further research that focus on 

analysing the relationship between SME’s social responsibility and profitability 

performance. To examine whether it is a positive, negative or non-correlation relationship 
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between CSR and profitability. The research can then be used as a reference material for 

SMEs to its CSR decision. 
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Appendix 1: Interview guide (English) 
Opening questions 

• Can you talk about what you do in the company? (position, year) 

• Can you briefly describe the company's history and development? (for example, 

start year, number of employees, core business (production / sales / purchases), 

type of customers, current performance, future goals for the company) 

• Can you briefly describe the company's international development? (Established 

international experience, how many and what international markets do you sell, 

the total share of exports) 

CSR in the company 

• What is CSR for you? 

• CSR has been mainly used by large companies. Do you consider it important even 

for small companies, and if so, why? Has the size of the company played no role 

in your job with CSR? 

• When did the firm start working on CSR? 

• Who designs the company's approach to CSR, how did the process work? 

• Have you looked at other companies when you designed your CSR strategy? 

• What is the main driving forces behind developing a CSR strategy? As 

"responsible" in any particular area: 

o  Financial incentives - make money? 

o  Laws - laws and regulations require it? 

o  Ethically responsible - against whom? 

o  Goodwill to create legitimacy - against whom? 

• What resources / investments are needed to work with / implement CSR? 

 

Implementation of CSR strategy 

• How would you describe your CSR strategy? 

o What practical steps are? Internal Vs. externally? 

o What is your focus - internal or external CSR? 

o Required different resource use for working with CSR? 
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• Where and how to communicate your CSR strategy? 

• How has your CSR strategy developed over time? Different in different markets? 

 

External environment – stakeholders 

• What is the main driving force to work with CSR? 

o Stakeholders 

o Human rights 

o Environmental awareness 

o Authorities 

 

• What are your main interests when working on the Swedish market versus 

international markets? 

• Is your CSR strategy driven / influenced / directed by any particular external 

actor? 

• In which international markets do you work with CSR? 

• Sees CSR as more important in some markets than others? 

• What is your relationship with your suppliers (or another / other player / s 

important / a for CSR-related activities)? 

• How do you communicate with your supplier regarding CSR policy? 

• Did your supplier work with CSR issues in the past? 

• How do you think CSR is followed among your suppliers? What are the 

implications of CSR strategy is not followed - both own businesses and also the 

supplier 

 

Does CSR companies offer new opportunities? 

Challenges and opportunities with CSR 

• What are the challenges you will face in your CSR efforts? how you solve 

them? 

• What are the advantages of working with CSR issues? 

• Has work on CSR has contributed to new business opportunities for the 

company? 
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• What is the relationship between investment and returns for CSR? 

 

Concluding questions 

• Will the firm work with CSR in the future? 

o If so, why? 

o If not, why not? Some specific barriers or  any resources that are missing? 

 

Appendix 2: Intervjuguide (Swedish) 
Inledande frågor 

• Kan ni berätta lite vad ni gör i företaget? (position, år) 

• Kan ni kortfattat beskriva företagets historia och utveckling? (till exempel startår, 

antal anställda, huvudverksamhet (produktion/försäljning/inköp), typ av kunder, 

nutida resultat, framtida mål för företaget) 

• Kan ni kortfattat beskriva företagets internationella utveckling? (Startår 

internationell erfarenhet, till hur många och vilka internationella marknader säljer 

man, total exportandel)  

CSR i företaget 

• Vad är CSR för er?  

• CSR har använts mest av stora företag. Anser ni det vara viktigt även för små 

företag, och i så fall, varför? Har företagets storlek spelat någon roll i ert jobb med 

CSR? 

• När började ni jobba med CSR?  

• Vem utformar företagets strategi för CSR, hur gick processen till?  

• Har ni tittat på andra företag när ni utformat er CSR-strategi ? 

• Vad är främsta drivkrafterna bakom att utforma en CSR-strategi? Såsom 

”ansvarskännande” inom något visst område:  

o Ekonomiska incitament – tjäna pengar? 

o Lagar – lagar och regler kräver det? 

o Etiskt ansvarskännande – gentemot vem? 
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o Goodwill för att skapa legitimitet – gentemot vem? 

• Vilka resurser/investeringar krävs för att jobba med/genomföra CSR? 

Implementering av CSR-strategi 

• Hur skulle ni beskriva er CSR strategi?  

o Vilka praktiska åtgärder görs? Internt vs. externt? 

o Vilket är ert fokus - intern eller extern CSR? 

o Krävs olika resursåtgång för respektive? 

• Var och hur kommuniceras er CSR-strategi? 

• Hur har er CSR-strategi utvecklats över tiden? Olika på olika marknader? 

 

Externa miljön - intressenter 

• Vilken drivkraft främst? 

o Intressenter 

o Mänskliga rättigheter 

o Miljötänkande 

o Myndigheter 

• Vilka är era viktigaste intressenter när ni jobbar på den svenska marknaden vs på 

internationella marknader? 

• Är er CSR-strategi driven/påverkad/riktad av någon speciell utomstående aktör?  

• På vilka internationella marknader jobbar ni med CSR? 

• Ses CSR som mer viktigt på vissa marknader än andra? 

• Vad har ni för relation till era leverantörer (eller annan/andra aktör/er viktig/a för 

CSR-relaterade insatser)? 

• Hur kommunicerar ni med er leverantör angående CSR policy? 

• Jobbade er leverantör med CSR frågor tidigare? 

• Hur kontrollerar ni att CSR följs bland era leverantörer? Vilka blir följderna om 

CSR-strategi inte följs – både för det egna företag och också leverantören 

Utmaningar och möjligheter med CSR 

• Vilka utmaningar möter ni i ert CSR arbete? H hur löser ni dessa? 
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• Vilka fördelar finns med att jobba med CSR frågor? 

• Har arbetet med CSR bidragit med nya affärsmöjligheter för företaget? 

• Hur är relationen mellan investering och avkastning för CSR?  

 

Avslutande frågor 

• Kommer ni att försatta jobba med CSR i framtiden?  

Om ja, varför?  

o Om nej, varför inte? Några specifika barriärer eller några resurser som 

saknas? 

 

 


