
                                                                                     
  

 
 

 

MARKETING 
MASTER THESIS 

Sustainable drivers and performance in Corporate 
Social Responsibility 

AUTHORS 
STEFAN DE JONG   (910518-T136) 
PETER SVENSSON  (850124-5636) 
 
TUTOR 
PEJVAK OGHAZI 
 
EXAMINER 
ANDERS PEHRSSON 
 
ABSTRACT 
What can be learned from companies which are 
highly perceived in their Corporate Social 
Responsibility activities by testing scientific 
management   theories   from   a   company’s  
perspective? In order to identify non-financial 
drivers for further development of Sustainability. 

 
Marketing, Master Program, 60 credits 

 
4FE07E – Business Administration with major within 
Marketing, Degree Project (Master) 15 credits 
 
University – Linnaeus University 
Institution – School of Economics 
 
Location – Växjö, Sweden 
 
Date: 11/06/2014 

  



                                                                                       

1 | P a g e  
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Corresponding author: Stefan de Jong (910518-T136) 
Email: sd222eq@student.lnu.se / stefandjong@gmail.com 

School of Business and Economics, Linnaeus University, Växjö 
Marketing, Master Programme, 60 credits 

4FE07E – Business Administration with major within Marketing, Degree Project (Master) 15 credits 
 



                                                                                       

2 | P a g e  
 

Acknowledgements  
 

The year I spend abroad in Sweden, participating in the master program in marketing, has almost 
come to an end. It has been an amazing and great learning experience of which this thesis is the 

final product. Living and learning in Sweden, in the greenest city of Europa, and traveling 
through Scandinavia has made me realize that sustainability seems to be an important part of the 

culture. This has fuelled my interest in the concepts of CSR and Sustainable development 
leading to this thesis. 

I wish to thank the tutor; Pejvak Oghazi and the examiner; Anders Pehrsson for their 
contributions and support during the research and writing of this thesis. Also I wish to thank all 
the companies for their participation. I especially want to thank my friends and family back in the 

Netherlands for their tremendous support and making this experience possible. An extra special 
thanks to my almost 2 year old niece who never fails to put a smile on my face. 

Furthermore I want to thank the new friends I made, and unfortunately one lost, during this last 
year for their great company, making this an experience to treasure and never forget. 

 
Stefan de Jong, 02-06-2014, Växjö Sweden 

 

& 
 

I want to thank my family for their support and encouragement during all my years of academic 
studies in Sweden, especially in Växjö. I will of course also wish to thank the tutor; Pejvak Oghazi 
and the examiner; Anders Pehrsson for their expertise and supporting during the master thesis. I 

also want to thank the companies for their participation. My studies have given me great 
challanges, evolved my thinking and deepened my knowledge in the field of business and marketing 

which I am sure will be helpfull in my future career. 

 

Peter Svensson, 02-06-2014, Växjö Sweden 

  



                                                                                       

3 | P a g e  
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

“Regard  your  good  name  as  the  richest  jewel  you  can  possibly  be  possessed  of  -- 
for credit is like fire; when once you have kindled it you may easily preserve it, but 
if you once extinguish it, you will find it an arduous task to rekindle it again. The 

way to gain a  good  reputation  is  to  endeavour  to  be  what  you  desire  to  appear.”  

― Socrates 
  



                                                                                       

4 | P a g e  
 

Abstract 
Purpose To determine sustainable Resource Based View drivers (RBV) (i.e. resources, 

capabilities) and motivation for the successful (i.e. positive Financial (FP) / Social 
Performance (SP)) implementation of Corporate Social Responsibility (CSR) in the 
strategies of top performing companies in regards to CSR. In addition to find out how 
these drivers are being nourished, developed and utilized in order to contribute to the 
sustainable development in companies. 

  

Design/ 
Methodology/ 
Approach 

Interviews are held with CSR-managers from top performing companies based on their 
engagement and performance in CSR. In addition, their Corporate Responsibility (CR) 
reports  are  observed  in  order  to  apply  triangulation  on  the  company’s  engagement   in 
CSR. Furthermore shall reports by third party organizations be observed to get multiple 
perspectives on the concept of CSR and Sustainability? Lastly an exclusive guest lecture 
at Linnaeus University is attended which provided insight on corporate partnership in 
regards to CSR from the point of view of a charitable organization. 

  

Findings The most important non-financial drivers of CSR and Sustainability are; knowledge flow, 
capabilities and competence. Knowledge can be acquired through active engagement 
with  all  the  company’s  stakeholders,  especially  by  collaborating  with  universities  and  for  
example charitable organizations. Companies have invested in the training of top level 
management in their understanding of the importance of CSR and Sustainability. This is 
because the top level management is seen as the driving and deciding force within the 
company to engage in CSR and Sustainability. Some companies have invested research 
in  the  understanding  of  their  stakeholders’  perceptions  on  Sustainability issues which 
they deem as most important.  

  

Delimitations/ 
Limitations 

This research investigates the non-financial drivers (i.e. sources and antecedents) of CSR 
and Suitability in order to invest in and develop the drivers with the purpose of further 
developing Sustainability. This research is primarily focussed on Swedish companies as 
they seem to be further advanced in this subject due to for example legislation and the 
fact that Sweden is one of the most prosperous countries in the world. The purpose of 
this research is not to generalize the findings, but to provide insight so other companies 
could learn and develop themselves further in their pursuit for Sustainability. 

  

Implications In order to develop Sustainability further companies need to create tighter 
collaborations with especially universities as the managers and business leaders for the 
future, but also other employees, are the students of today. Especially business students 
complain about the way their subject is being taught as it fails to thoroughly address 
current and future business problems. Furthermore the concept of Sustainability should 
be taught not only at universities but at high schools as well, because the society as a 
whole needs to collaborate to deal with the mega forces that await us in the not too 
distant future. 

  

Originality/ 
Value 

CSR finds itself in a cross-section in academic literature between different affecting 
disciplines. By combining the different disciplines the authors want to contribute to 
sustainable development and competitive advantage in CSR-strategies by examining top 
performing companies who are (perceived to be) well advanced in this subject. Previous 
research has primarily focussed on proving the relationship between implementing CSR 
and positive Financial Performance (FP) as the driver of CSR. Much less have other 
antecedents to CSR been investigated with purpose of further improving sustainable 
development. 

  

Keywords Corporate Social Responsibility, CSR, Sustainability, Sustainable Development, Drivers, 
Resources, Capabilities, Motivation, Financial Performance, Social Performance, 
Resource Based View, RBV, Competitive Advantage, Triple Bottom Line, TBL 

  
Paper type Research paper 
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1. Introduction 
This chapter will provide a full background on the modern era of Corporate Social 
Responsibility with its many definitions and controversy which will lead to the problem 
discussion and the discovered research gap. This gap provides the main research question and 
the sub research questions. Furthermore the purpose and delimitations of this research will be 
set, and the overall structure of this report. 

1.1. Background 
Since the second half of the 20th century until today the concept of Corporate Social Responsibility 

(CSR) has been very dynamic, and there has been several attempts to provide a clear definition of the 

concept (Kraus & Brtitzelmaier, 2012). The beginning of the modern era of CSR is according to, 

amongst others, Carroll (1999); marked by the book of Bowen (Social responsibilities of the 

businessman, 1953). Carroll (1999, p. 270) argues  that  Bowen  should  be  considered  the  “father of 

Corporate Social Responsibility”.  Bowen (1953) states that the decisions made and actions by large 

firms touch the lives of citizens at many points. Bowen (1953, p. 6) proposes an initial definition of the 

social   responsibility   of   businessmen;   “It refers to the obligations of businessmen to pursue those 

policies, to make those decisions, or to follow those lines of action which are desirable in terms of the 

objectives and values of our society”. 

Another early writer on the subject is Keith Davis (1960, p. 70) who defines social responsibility 

as;  “…  businessmen’s  decisions  and  actions  taken  for  reasons  at  least  partially  beyond  the  firm’s  direct  

economic  or  technical  interest.”  Joseph W. McGuire (1963, p. 144) also contributed to the definition 

by stating;  “The idea of social responsibilities supposes that the corporation has not only economic and 

legal  obligations  but  also  certain  responsibilities  to  society  which  extend  beyond  these  obligations.” In 

the 1970s, Harold Johnson defines CSR with the following  quote;  “A socially responsible firm is one 

whose managerial staff balances a multiplicity of interests. Instead of striving only for larger profits 

for stakeholders, a responsible enterprise also takes into account employees, suppliers, dealers, local 

communities,  and  the  nation.”  (Johnson, 1971, p. 50). 

In 1972 a large debate took place on the meaning of CSR between the economics professors 

Manne and Wallich (1972, p. 8). They argued that; “In  practice   it   is  often  extremely difficult if not 

impossible  to  distinguish  a  purely  business  expenditure  only  alleged  to  have  been  made  for  the  public’s  

good  form  one  actually  made  with  real  charitable  intent.”  In addition they added to that;  “[…]  business  

expenditures may have multiple rather than single motives and, therefore, this is not a fruitful 

criterion  for  judging  social  responsibility.” 

In 1979 Carroll initiated four types (see figure 1) of responsibilities in a firm, which he categorized 

as; Economic, Legal, Ethical and Discretionary (voluntarily philanthropic) responsibilities (Carroll A. B., 

1979). 
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Figure 1: CSR pyramid by Carroll1 

In 1983 he elaborated on the subject with the following definition of CSR; “…CSR  involves  the  

conduct of a business so that it is economically profitable, law abiding, ethical and socially supportive. 

To   be   socially   responsible…   that   means   that   profitability   and   obedience   of   the   law   are   foremost 

conditions  to  discussing  the  firm’s  ethics  and  the  extent  to  which  it supports the society in with it exits 

with contributions of money, time and talent. Thus, CSR is composed of four parts: economic, legal, 

ethical  voluntary  or  philanthropic.” (Carroll A. B., 1983, p. 604). A company has the basic requirements 

to be profitable whilst staying within the confines of the law. Beyond civil rights, ethical is an expected 

aspect to treat with respect both inside and outside the company. Philanthropic is a desired aspect 

and involves bringing positive influence in society (environment) in any way conceivable (Carroll A. B., 

1983).  

Philanthropy 
Philanthropy is defined in business context as; 

“A  Greek   term  which   directly   translated  means   ‘love   of  mankind.’   Philanthropy   is   an   idea,  

event, or action that is done to better humanity and usually involves some sacrifice as opposed 

to being done for a profit motive. Acts of philanthropy include donating money to charity, 

volunteering   at   a   local   shelter,   or   raising   money   to   donate   to   cancer   research.”  

(BusinessDictionary.com, 2014c) 

As it can be read in the definition philanthropy has ulterior motive other than profitability, 

and usually involves donating money to charity.  As it is often associated with donating to 

charity it does not necessarily support Sustainability. According to Carroll it means voluntary 

contributing money, time and or talent (Carroll A. B., 1983), which in itself does not 

necessarily create sustainable development. 

                                                           
1 Adapted from: (Carroll A. , 1991; 2003) – illustration source: (Tench, 2009) 
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 “Companies  nowadays  are  under  intense  pressures  from  many  stakeholders  to  practice  CSR” 

(Kittilacksanawong, 2011, p. 1211) and multiple stakeholder groups demand managers to devote 

resources to CSR (McWilliams & Siegel, 2001; Russo & Fouts, 1997). It has become an undeniable 

feature in modern business (Oghazi, 2014).This results in companies spending millions or even billions 

of dollars in CSR (Vlachos, Tsamakos, Vrechopoulos, & Avramidis, 2009). As stated before it is difficult 

to determine if a business expenditure is alleged to be good for the public or with genuine intent 

(Manne & Wallich, 1972). This controversy is nourished by the fact that companies not only invest a 

lot of money in CSR itself but also in the communication of these expenditures to create social impact 

(Luo & Bhattacharya, 2006). Although, “it  is  by  now  fairly  widely  accepted  that  businesses  do  indeed  

have responsibilities beyond simply making profit.” (Crane & Matten, 2010, p. 51), the aforementioned 

controversy leads to suspicion on the initial motives on implementing CSR (Luo & Bhattacharya, 2006; 

Porter & Kramer, 2006) as companies tend to deliberately overinflate their image (Hindery & Weeden, 

2008). 

The fact that CSR and Sustainability has become an undeniable feature in modern business 

(Oghazi, 2014),   is   especially   visible   in   Swedish   companies;   “Sweden plays a pivotal role in driving 

Sustainability” (Global Reporting Initiative, 2014d). Scandinavian countries in general are perceived as 

leading in sustainable development (Ingebritsen, 2012). For this reason Swedish companies could 

serve as a viable example for other companies to learn from when it comes to sustainable 

development. 

According to Aguilera et al. (2007) , there are three main motives for stakeholders to pressure 

firms into implementing CSR; (1) instrumental (e.g. self-interest), (2) relational (concerned with 

relationships) and (3) moral (e.g. ethical and moral principles). Instrumental in the employee or 

individual level, represents that they want to have a sense of control over (a part of) the company or 

it is focused on receiving a personal bonus. Instrumental on the organizational level represents the 

shareholders (short term) financial interest. In regards to relational motives, employees have a need 

for belongingness within the company to feel as a part of the company and have positive relationships 

with other employees. On an organizational level relational motives are of interest for all its 

stakeholders creating positive relationships inside as well as outside the company. This creates 

stability in the business environment of the stakeholders.  The  moral  motive  represents  an  employee’s  

need for a sense of accomplishment. In other words to have a meaningful existence and have a sense 

of being able to make a difference. On the organizational level, it represents  the  company’s  sense  of  

accomplishment beyond financial interest to make a positive difference or have a positive influence 

in its environment. 
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Some companies try to collaborate with or attach their brand to charitable organizations such 

as UNICEF. In the case of UNICEF they are approached by companies with the following three main 

types  of  requests;  the  company  wants  (1)  ‘to  do  good’,  (2)  ‘to  do  good  and  sell  products’  or  (3)  ‘rent  a  

logo’.  Before  a  partnership is established the company is thoroughly screened on its reputation and 

business operations to prevent possible negative effects on UNICEF. Furthermore a full commitment 

from the top management of the company is required and includes a guaranteed donation of SEK 1 

million (UNICEF, 2014). 

Michael Porter and Mark Kramer (2006), have connected the link between CSR and its use for 

competitive advantage (CA). They acknowledge that; “CSR  has  emerged as an inescapable priority for 

business   leaders   in   every   country.”   (2006, p. 78). If CSR can in fact be a sustainable competitive 

advantage, one could argue that the elements in figure 1, of which Carroll states that; “…they are 

neither   cumulative   nor   additive.   Rather   they   are   ordered   in   the   […]   fundamental   role   […]   of  

importance” (Carroll A. B., 1979, p. 499), could form a sustainable vicious circle when combined they 

lead to positive financial and Social Performance, thus creating sustainable CSR or Sustainability. 

According to Wernefelt (1984, p. 171), who is known for creating the Resource Based View 

(RBV), “resources  and  products  are  two  sides  of  the  same  coin.”  This  “view”  is  an  evolution of the 

traditional SWOT-analysis  for  determining  the  intangibility  of  a  firm’s  strengths to which by extend it 

is able to leverage them as sustainable competitive advantage. RBV questions the fundaments of 

strategic management. If the positive financial and Social Performance is considered the product of 

CSR, than what are its intangible drivers, and how do companies develop these drivers? 

Although many different definitions, the concept of CSR remains to be abstract and difficult 

to determine its initial motives. This is emphasized by Crane (2008, p. 4); “for  a  subject  that  has  been  

studied for so long, it is unusual to discover that researchers still do not share a common definition or 

set   of   core   principles.” It is clear that CSR inquires for a business to have a moral obligation or 

responsibility beyond being merely profitable even if the adoption of CSR has the initial motive of 

aiding the profitability. If CSR would negatively affect the profitability it would be counterproductive.  

The most recent definition which is also adopted by others is; “Context-specific organizational 

actions  and  policies   that  take   into  account  stakeholders’  expectations  and the triple bottom line of 

economic,  social  and  environmental  performance.” (Aguinis & Glaves, 2012, p. 933). This definition 

originations from his previous work (Aguinis, 2011, p. 855). In contrast to previous definitions, this one 

includes (emphasizes) the environmental aspect as well instead of only emphasizing the social aspect. 

With this in mind the aforementioned vicious circle (see figure 2) creating Sustainable CSR should 

rather   be   formulated   as   Sustainable   Corporate   Responsibility,   which   would   include   a   firm’s  

reasonability to both its social and physical environment (nature).  
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1.2. Problem 
If CSR is implemented in a sustainable way, thus creating a vicious circle (see figure 2), questioning 

the motive of implementing CSR is rendered unnecessary as being profitable is the core necessity for 

any business. When considering the drivers as the origin for CSR, sustainable CSR is the product of 

intangible or difficult to substitute drivers. Both positive FP and SP are the result of sustainable CSR 

and create the possibility to reinvest and strengthen its initial drivers, thus a vicious circle is formed 

embodying sustainable development. 

 

Figure 2: A vicious circle derived from Sustainable Corporate Social Responsibility 

In 1972 a paradigm existed between the relationship of Social Performance (SP) and Financial 

Performance (FP) of which Bragdon & Marlin stated that they are mutually exclusive which can be 

derived from the following quote (Margolis, Elfenbein, & Walsh, 2009, p. 4): 

“Proponents [of what they called the orthodox economic logic] argue that corporate managers can 

either control pollution or maximize profits but that the former can be accomplished only at the expense 

of  the  latter.  Form  the  investor’s  perspective,  this  in  turn  implies  that  he  can  either  invest  in  a  profitable  

company  or  a  “good”  company  (which  protects   its  environment)  but   that  no  company   is   like ly to be 

both. (Bragdon & Marlin, Is pollution profitable?, 1972, p. 9).” 

This paradox still seems to exist in more recent times (Campbell, 2006). Margolis, Elfenbein & Walsh 

(2009, p. 23) concluded in their research which spans 35 years that their evidence indicates there is 

“a mildly positive relationship between Social Performance and Financial Performance”. In another 

research by 2 of the same authors conducted between 1972 and 2002 it  was  concluded  that  “there is 

a positive association, and certainly very little evidence for of a negative association, between a 

company’s  Social Performance and its Financial Performance” (Margolis & Walsh, 2003, p. 277). Also 

in 2003 Orlitzky, Schmidt & Rynes conclude a positive relationship between SP and FP in which they 

identify reputation as an important mediator of this relationship (Orlitzky, Schmidt, & Rynes, 2003).  

Between 2002 and 2007 (data collection) the conclusions tilted from positive to mildly positive 

(Margolis & Walsh, 2003; Margolis, Elfenbein, & Walsh, 2009). Lopez, Garcia & Rodriguez (2007) even 

Positive 
FP & SP

Reinvest 
in...

Intagible 
drivers

Sustainable 
CSR
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find a negative relationship between performance and CSR which leads to a negative effect of 

Sustainability activities during the first years they are applied. It could be possible that there is only a 

mild positive, or even a negative, relationship detected due to the fact that CSR and Sustainability 

have really started to develop during the last decade, during an economic downturn (a  ‘small’  one  in  

2002 and the start of the economic global crisis in 2007/2008), in which many companies experience 

difficulty to even be profitable and prevent bankruptcy with rising unemployment rates. Perhaps 

significant positive results can be detected when economic prosperity is back on the rise again and 

consumers and clients base their behaviour more than before on not solely economic reasons. Lopez, 

Garcia & Rodriguez (2007) reflect on their study by saying that their data findings are based on a 

relatively short time span and for companies to detect and reap the benefits from their CSR 

investments a longer time frame is required in future studies.  

In regards to prosperity, Scandinavian countries are in this case a good example as those 

countries  “outperform other parts of the world in measures of prosperity amidst a global economic 

downturn”  (Ingebritsen, 2012, p. 89). What can be learned from Scandinavian companies and their 

attitude towards CSR and Sustainability? 

Furthermore they conclude that SP and   CSR   “are often used interchangeable in empirical 

studies”  (Margolis, Elfenbein, & Walsh, 2009, p. 8) and either represent the areas described by (Carroll 

A. B., 1979; 1999) or focusses   on   the   company’s   engagement   with   their   stakeholders (Margolis, 

Elfenbein, & Walsh, 2009). Measurement of SP is often focused on solely a philanthropic donation 

(Margolis, Elfenbein, & Walsh, 2009) which in itself does not necessarily contribute to Sustainability. 

It is also often the first thing presented in a Sustainability report (for example Microsoft2) or otherwise 

communicated  as only a monetary value according to Anna Danieli, Senior Corporate Officer for 

UNICEF (UNICEF, 2014). Just communicating the amount donated is not a smart move as it almost 

invites negative response like – why that amount? A company of your size could easily donate much 

more – it is better to emphasize and communicate the results accomplished with the donation 

according to Anna Danieli.     

The authors believe that the above mentioned statement by Bragdon & Marlin is likely to be 

a short-term vision lacking strategic intent rather than a long-term vision in which FP and SP 

complement each other. This believe is emphasized by the following quote (Porter & Kramer, 2006, 

pp. 80-81): 

                                                           
2 http://download.microsoft.com/download/2/5/9/2597728D-72EE-4FDC-BD93-
814AD436ABDA/FY13%20Report%20FINAL%20Oct%2013.pdf  
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“[…]  the  most  common  corporate  response  has  been  neither  strategic nor operational but cosmetic: 

public relations and media campaigns, the centrepieces of which are often glossy CSR reports that 

showcase  companies’  social  and  environmental  good  deeds.” 

In regard to the earlier mentioned motives, the authors believe that today still CSR initiatives 

are pretentious and alleged to be part of a moral motive, when they seem to fail to go beyond the 

motive of self-interest (financial interest). And that only a few companies manage to truly incorporate 

CSR in a sustainable manner (Campbell, 2006). 

Crane (2008) states that CSR is a conjunction of different contributing disciplines which 

provide different perspectives and ideological positions. This is also reflected in the literature review 

by Aguinis & Glaves (2012) and might very well be one of many reasons why CSR is such a difficult 

subject to be given a single concrete and tangible definition.  

As RBV provides a tool to  create  sustainable  competitive  advantage  by  focussing  first  on  a  firm’s  

resources and capabilities (Wernerfelt, 1984) when considering resources and capabilities it is of vital 

importance that they are both (highly) immobile and (difficult) non-substitutable. If RBV, CA and CSR 

can be combined in Sustainable Corporate Responsibility (SCR) or sustainable development, thus 

inevitably leading to positive FP and SP, this would create a nirvana for a firm and all its stakeholders 

wherein the question of motive becomes redundant. 

1.3. Research gap 
Previous research has intensely investigated both RBV, competitive advantage CA and CSR 

(Kraaijenbrink, Spender, & Groen, 2010; Carrol, 1999; Aguinis & Glaves, 2012; Kraus & Brtitzelmaier, 

2012) etc., but not yet has a crossover between the subjects been made to create Sustainable 

Corporate Responsibility (SCR) or sustainable development by looking at what resources and 

capabilities lead to successful (e.g., albeit mildly positive, Financial Performance and Social 

Performance) implementation of CSR and how this has been initiated, nourished and utilized, or in 

other words what are the drivers and how are they being developed. In addition Margolis, Elfenbein 

& Walsh (2009) argue that it is important in future research in the field of Financial and Social 

Performance (FP and SP) to investigate how organizations and its managers manage to incorporate 

both aspects. Furthermore to identify the meaning of CSR in eyes of a company beyond the 

aforementioned rather vague and abstract definitions (further discussed in chapter 2.1.1) that fail to 

provide practical advice or even a solid grasp of the subject. 

The authors believe that CSR for many companies is being used merely as a selling or marketing 

tool with mainly cosmetic purposes rather than a strategic issue in sustainable development and long 

term vision of a company.  
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“Whereas most of the literature to date has focused on corporate Financial Performance as a 

potential driver of Social Performance, some studies have explored its institutional antecedents (e.g. 

Campbell, 2007; McWilliams & Siegel, 2001; Ioannou & Serafeim, 2012) – i.e. the mechanisms through 

which  institutions  affect  a  company’s  propensity  to  engage  in  socially  and  environmentally  responsible  

practices.”   (Crilly & Loannou, 2014, p. 23). Research on CSR has mainly focused on the effects of 

Financial Performance on CSR, not much research has been done on the implementation itself and 

the skills required to do so (Oghazi, 2014). This   leads   to   the   question   of   how,   from   a   company’s  

perspective, the non-financial drivers are identified and furthermore how they are being developed? 

Campbell (2007) argues that most research in CSR has been descriptive rather than exploring and 

“understanding why or why not corporations act in socially responsible ways”  (Campbell, 2007, p. 946) 

furthermore he concludes that corporations are more likely to act in socially responsible behaviour 

due to mandatory state regulation, which is the case in Sweden (Global Reporting Initiative, 2012).   

1.4. Research Questions 
Due to the aforementioned research gap, the following research questions have been formulated; 

- What are the sustainable drivers (e.g. resources, capabilities and competences) for 

incorporating CSR into a sustainable company’s  strategy? 

- What is the initial purpose for  incorporating  CSR  into  the  company’s  strategy? 

- How does a company measure its financial and Social Performance?  

- How does the financial and Social Performance contribute to Sustainability? 

With these questions the authors want to determine Sustainability in CSR by looking into its drivers 

and results by using multiple case studies from companies who are well perceived in terms of CSR. 

The four research questions serve the purpose to answer the following main research questions; 

How can Sustainability be developed?  

1.5. Purpose 
The purpose of this study is to identify sustainable drivers in CSR which lead to successful and 

sustainable performance of the firm both in financial and social aspects in order to create and improve 

sustainable development for both the company and society.  

1.6. Delimitations  
This study is mainly delimited to investigate large Swedish companies which operate in Sweden 

or on the global market and are well perceived in their CSR activities. In addition to these criteria, 

Google is also been investigated as it is the 3rd best perceived company performing in CSR from a 

consumers point of view (Smith, 2013). The study will investigate the performance in CSR from a 
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company’s  perspective.   The  empirical  data   is collected from telephone interviews conducted with 

CSR-manager within the investigated companies and also from information that is available on their 

homepage and from their Sustainability reports. Furthermore information from third party 

organizations will be used to get a good understanding of the current situations and development of 

the concepts. This research is delimited to focus on and investigate the non-financial drivers leading 

to sustainable performance derived from the complementing synergetic effect between social and 

Financial Performance which  is  caused  by  the  company’s  engagement  in  Sustainability. 

1.7. Structure 
This paper starts with an introduction on the history of the concept of CSR, followed by a literature 

review on additional concepts which are concerned with and affecting CSR. Chapter 2 ends with 

presenting the research model. Chapter 3 provides the operationalization of the concepts discussed 

in chapter 2. Chapter 4 consists of an explanation and motivation of the used methodology. In chapter 

5 the findings will be presented along with an analysis of the results. In chapter 6 the results will be 

discussed regarding the theories used in chapter 2. The research questions presented in the 

introduction will be answered in the conclusions of chapter 7. In chapter 8 the contributions to the 

field of research in CSR will be presented. Furthermore the limitations of this research can be found 

in chapter 9. Chapter 10 will provide advice for managerial implications and in chapter 11 ideas for 

further research will be suggested. The whole structure can be seen below (see figure 3). 
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Figure 3: Structure 

  

Chapter 6 Discussion; 7 Conclusion; 8 Contributions; 9 Limitations; 10 Implications; 11 
Further research

Chapter 5 Analysis
In this chapter the results from the interviews and other documentation used, such as CSR/sustainability reports from the companies 

themselves but also from other organizations shall be presented and analysed. 

Chapter 4 Methodology
This chapter contains the methodology used in this research by describing and explaining the research approach, the goals of the research, 

the data sources used and the design in according with validity, reliability and generalizability issues.

Chapter 3 Operationalization
In this chapter the theories and concepts from chapter 2 Literature review will operationalized, combined and connected in the research 

model.

Chapter 2 Literature review
In this chapter the concept of CSR will be reviewed along with different concepts which together form the intersection of 

sustainable CSR. These additional concepts are known as TBL, internal and external drivers, RBV, FP and SP. 

Chaper 1 Introduction
This chapter will provide a full background on the modern era of Corporate Social Responsibility with its many definitions and controversy 

which will lead to the problem discussion and the discovered research gap. This gap provides the main research question and the sub 
research questions. Furthermore the purpose and delimitations of this research will be set, and the overall structure of this report.
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2. Literature review 
In this chapter the concept of CSR will be reviewed along with different concepts which 

together form the intersection of sustainable CSR. These additional concepts are known as TBL, 

internal and external drivers, RBV, FP and SP.  

2.1. Concepts 
Concepts are the fundaments of a scientific study, and based on elements which show similarities. 

“The  term  concept  refers  to  a  mental construct or image developed to symbolize ideas, persons, things, 

events  or  processes.” (Sullivan, 2001, p. 31). To conceptualize; “means  to  form  an  idea  of  something  

or  to  conceive  of  it  mentally.” (Sullivan, 2001, p. 31).  

2.1.1. Corporate Social Responsibility 
Although the concept of CSR mentioned in 1.1 regard the modern era of CSR marked by the 

work of Bowen (1953) according to Carroll (1999), traces of social responsibility in business 

environments can be detected in earlier works according to Carroll (1999) and Russel (2010). 

The work of Carroll (1999), reviewing the literature on the concept of CSR show that it is a very abstract 

and difficult to define subject. During the 1950s authors developed the notion of responsibility of 

businessmen beyond profitability. The 1960s are market by several attempts to define the concept, 

albeit very abstract. In the 1970s authors became more specific in their definitions and start drawing 

attention towards adjoining and overlapping concepts. During the 1980s researchers focussed on the 

measurements concerning CSR rather than its definition. Although in the 1990s advances were made 

towards alternative theories still concerning social aspects, the concept of CSR remained important. 

The beginning of the 21st century  is  market  by  a  growing  concern  regarding  society’s  negative  effects  

on the environment (e.g. climate change and pollution) (Tench, 2009). Furthermore the economic 

downturn which started in 2008, and its effects still lasting today, fuel this concern even more as 

companies are forced to manage their resources in a more efficient way.  

Definitions 
Although there is not yet a single definition of CSR been adopted, below (Table 1) several 

definitions are listed throughout the years marked by beginning in the work of Bowen (1953). 

Table 1: Definitions of CSR 
Author Definition 
(Bowen, 1953, 
p. 6) 

“the obligations of businessmen to pursue those policies, to make those decisions, or to 
follow those lines of action which are desirable in terms of the objectives and values of 
our society” 

(Davis, 1960, p. 
70) 

“…  businessmen’s  decisions  and  actions  taken  for  reasons  at  least  partially  beyond  the  
firm’s  direct  economic  or  technical  interest.” 

(Frederick, 
1960, p. 60) 

“Social   responsibility   in   the   final   analysis   implies   a   public   posture   toward   society’s  
economic and human resources and a willingness to see that those resources are used for 
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broad social ends and not simply for the narrowly circumscribed interests of private 
persons and firms.”   

(Friedman, 
1962) Quoted 
by Russell 
(2010, p. 46) 

“Argues that there is one and only one social responsibility of business - to use its 
resources and engage in activities designed to increase its profits so long as it stays within 
the rules of the game, which is to say, engages in open and free competition without 
deception or fraud. �“ 

(Andrews, 
1971, p. 120) 

“By  ‘social  responsibility’  we  mean the intelligent and objective concern for the welfare 
of society that restrains individual and corporate behaviour from ultimately destructive 
activities, no matter how immediately profitable, and leads to the direction of positive 
contributions to human betterment,  variously  as  the  latter  may  be  defined”.   

(Johnson, 1971, 
p. 50) 

“A   socially   responsible   firm   is   one   whose   managerial   staff   balances   a   multiplicity   of  
interests. Instead of striving only for larger profits for its stockholder, a responsible 
enterprise also takes into account employees, suppliers, dealers, local communities, and 
the  nation”.   

(Davis, 1973, 
pp. 312-313) 

“[CSR]  refers  to  the  firm’s  consideration  of,  and response to, issues beyond the narrow 
economic,   technical   and   legal   requirements   of   the   firm.   It   is   the   firm’s   obligation   to  
evaluate in its decision-making process the effects of its decisions on the external social 
system in a manner that will accomplish social benefits along with the traditional 
economic  gains,  which  the  firm  seeks.”   

(Sethi, 1975, p. 
62) 

 “Social   responsibility   implies   bringing   corporate   behaviour   up   to   a   level   where   it   is  
congruent with the prevailing  social  norms,  values,  and  expectations  of  performance.” 

(Carroll A. B., 
1979, p. 500) 

“The   social   responsibility   of   business   encompasses   the   economic,   legal,   ethical   and  
discretionary expectations that society has of  organisations  at  a  given  point  in  time.”   

(Jones, 1980, 
pp. 59-60) 

“Corporate   Social   Responsibility   is   the   notion   that   corporations   have   an   obligation   to  
constituent groups in society other than stockholders and beyond that prescribed by law 
and union contract. Two facets of this definition are critical. First, the obligation must be 
voluntarily adopted; behaviour influenced by the coercive forces of law or union contract 
is not voluntary. Second, the obligation is a broad one, extending beyond the traditional 
duty to shareholders to other societal groups such as customers, employees, suppliers, 
and  neighbouring  communities.” 

(Drucker, 1984, 
p. 62)  

“…the  proper  social  responsibility of business is to tame the dragon, that is to turn a social 
problem into economic opportunity and economic benefit, into productive capacity, into 
human competence, into well-paid  jobs,  into  wealth”. 

(Wood, 1991; 
Russel, 2010, p. 
47)  

Argues that the basic idea of corporate social responsibility is that business and society 
are interwoven rather than distinct entities.  

(Fatehi, 1996, p. 
580) 

Defines  CSR  as  “obligations  of  business  organisations  toward  society”.   

(McWilliams & 
Siegel, 2001, p. 
117)  

CSR  is  “situations  where  the  firm  goes  beyond  compliance  and  engages  in  actions  that  
appear to further some social good, beyond the interests of the firm and that which is 
required  by  law”.   

Hopkins 
(2003, p. 10; 
2007, p. 9)  
 

“CSR  is  concerned  with  treating  the  stakeholders  of  the  firm  ethically  or  in  a  responsible  
manner.   ‘Ethically   or   responsible’   means   treating   stakeholders   in   a   manner   deemed  
acceptable in civilised societies. Social includes economic responsibility. Stakeholders exist 
both within a firm and outside – for example, the natural environment is a stakeholder. 
The wider aim for social responsibility is to create higher and higher standards of living, 
while preserving the profitability of the corporation, for people both within and outside 
the  corporation” 

(Kotler & Lee, 
2005, p. 3) 

“Corporate Social Responsibility is a commitment to improve community well-being 
through  discretionary  business  practices  and  contributions  of  corporate  resources”.   
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(Campbell, 
2007, p. 951) 

“…corporations  as  acting   in  socially responsible ways if they do two things. First, they 
must not knowingly do anything that could harm their stakeholders—notably, their 
investors, employees, customers, suppliers, or the local community within which they 
operate. Second, if corporations do cause harm to their stakeholders, they must then 
rectify   it  whenever   the  harm   is   discovered  and  brought   to   their   attention.  …  This   is   a  
definition  that  sets  a  minimum  behavioural  standard  with  respect  to  the  corporation’s  
relationship to its stakeholders, below which corporate behaviour becomes socially 
irresponsible.” 

(Aguinis & 
Glaves, 2012, p. 
933) 

“Context-specific  organizational  actions  and  policies  that  take  into  account  stakeholders’  
expectations and the triple bottom line of economic, social and environmental 
performance.” 

Table 1: Definitions of CSR3 

It is reasonably and perfectly clear despite these rather abstract and vague definitions (table 1) that 

any business has responsibilities towards society and its environment beyond basic requirements for 

existence (e.g. being profitable and abiding the law). In some definitions the responsibilities that go 

beyond  basic  existence  have  to  be  “voluntary”.    The authors believe that with regards to efficiency, 

Sustainability and the notion of non-human stakeholders in recent definitions the requirement of 

implementing CSR on a voluntary basis is no longer applicable. With resources such as oil being 

inevitably ending, the environment in which any company operates pressures the company to 

implement CSR on a sustainable and strategic level. The environment is an external stakeholder which 

today gets more and more representation by environmental organizations such as Greenpeace and 

many others, but also via government regulation which for example focus CO2 reduction. 

Corporate Social Irresponsibility 
On the opposite scale of CSR lies Corporate Social Irresponsibility (CSiR). CSR has been a 

considerably investigated subject, CSiR on the other hand is a much less known subject. 

According to Ormiston & Wong (Ormiston & Wong, 2013, p. 866) a number of studies have 

shown   that   positive   “moral behaviour leads to morally questionable behaviour on the 

individual level”.  Furthermore they conclude that CSR is an antecedent for CSiR. In addition 

they provide practical implications as they argue that leaders should be equally held 

accountable and responsible for stakeholder management and mismanagement and the 

board has to provide clear rules on unethical, morally questionable and or illegal behaviour. 

The CSR-CSiR relationship is a delicate matter and requires caution in its implementation and 

management (Ormiston & Wong, 2013). The relationship between CSR-CSiR is affected by the 

paradigm; strategic versus non-strategic  CSR.  “Non-strategic CSR is business behaviour that is 

at direct odds with short- and (reasonably) long-term profit maximization”   (Chatterji & 

Listokin, 2007, p. 60). The research by Ormiston & Wong concludes that socially responsible 

                                                           
3 Adapted from: Kraus & Brtitzelmaier (2012, pp. 284-285); Russel (2010, pp. 44-47); Kakabadse, Rozuel & Lee-
Davies (2005, p. 281)  
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behaviour builds a certain credit and with this acquired credit company leaders feel more 

comfortable   to   engage   in   somewhat   questionable   behaviour.   “Leaders are more likely to 

engage in unethical behaviour because of the moral credits they believe they have 

accumulated”  (Ormiston & Wong, 2013, p. 867). Companies tend to deliberately overinflate 

their image to serve their reputation (Hindery & Weeden, 2008). 

The authors believe that the CSR-CSiR relationship requires a superlative that exceeds any individual 

agenda or (non-strategic) interest, which could possibly be found in a Sustainability strategy as CSR is 

often uncoordinated, disconnected from or not fully connected to corporate strategy and does not 

have a meaningful impact on long term competitiveness (Porter & Kramer, 2006). If both CSR and CSiR 

are regulated by a higher entity the risk for alleged or non-strategic CSR and CSiR can be tempered. 

2.1.2. Sustainability 
The term Sustainability is according to KPMG used in corporate responsibility (CR) reporting 

by 41% percent amongst the 100 largest companies in 41 countries (4.100 companies total) followed 

by CSR (25%) (KPMG, 2013).   I.   de  Boer,   KPMG’s  Global  Chairman  Climate  Change  &   Sustainability 

Services, states  that  these  reports  in  general  are  often  seen  as;  “vehicles for corporate greenwash, an 

opportunity for companies to exaggerate their social and environmental credentials without any 

genuine intention to change.” (KPMG, 2013, p. 10). Furthermore he believes that in the 21st century 

these type of accusations are becoming   outdated,   and   that   this   type   of   reporting   should   be   “an 

essential business management tool”.  Or  at  the  very  least  “should  not  be  used  to  “mollify  potential  

critics and polish the corporate halo”  (KPMG, 2013, p. 10). Even though, there might be a halo effect 

coming from areas other than these reports that effect the perceptions on companies. 

KPMG has detected several global trends in CR reporting, such as; a large increase in the Asia-

Pacific region in regards to reporting, America has become the largest region, highest growth is 

detected in respectively India (53%) followed by Chili, Singapore, Australia, Taiwan and china. 

Furthermore CR reporting has become mainstream in business practice (71) amongst the 

aforementioned top 100 companies in 41 countries. The GRI Guidelines are the most universally used. 

Also an emerging trend is detected that companies embrace Integrated Reporting (IR) (KPMG, 2013). 

Intergrated Reporting 
KPMG  state  that;  “only one in 10 companies that report on CR claim to publish an integrated 

report.”  (2013, p. 12).  Based  on  the  company’s  own  experience  IR  reporting  will  be  the  next  

step in corporate reporting. This means a singular report on financial, social, ethical, 

environmental and sustainable issues to provide a singular view on business derived from the 

combination of these issues in one business strategy. To make these reports credible, they 

have to be externally assured in the same way financial reports are. 
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Hawken (1993, p. 1) states; 

“The  ultimate  purpose  of  business  is  not,  or  should  not  be,  simply  to  make  money.  Nor  is  it  merely  a  
system of making and selling things. The promise of business is to increase the general well-being of 
humankind through service, a creative invention and ethical philosophy. Making money is, on its own 
terms, totally meaningless, an insufficient pursuit for the complex and decaying world we live in.” 

 

Making money or being profitable, within the confines of the law, is the basic requirement for any 

business in order to exist. With that in mind a business should always strive towards sustainable 

development  and  “leave the world better than found”  (Hawken, 1993, p. 139). 

The possible and proven negative effects of human activity, especially on the global environment, has 

created the necessity to reflect upon these activities. In order to deal with these negative effects the 

acknowledgement for sustainable development has emerged. Sustainability means; to sustain, 

maintain and the ability to continue something (Hay,  Duffy,  &  Whitfield,  2014), or in other words; 

“Conserving a balance by avoiding depletion of resources”  (Oxford Dictionaries, 2014b). In the case of 

corporate Sustainability it means to meet the needs of all stakeholders connected to a company 

presently without compromising the ability to meet the needs of (potential) future stakeholders.  

Stakeholders 
The   term  “stakeholder”  was,   according   to   Freeman  &  Reed   (1983, p. 89), first used in by 

Stanford Research institute in 1963 with the following quote; 

“[…]  those groups without  whose  support  the  organization  would  cease  to  exist.” 

 

These groups are described as; shareowners, employees, customers, suppliers, lenders, and 

society. Carroll & Buchholtz (2011, pp. 66-69) expanded and differentiated the list by 

separating internal and external stakeholders. This list includes; stockholders, employees, 

customers, community, competitors, suppliers, special-interest groups, the media and society 

(the public at large). Furthermore they state that it has been argued to include the natural 

environment, non-human species and future generations as part of the stakeholders as well. 

These groups need to be represented as they do not have a direct voice of their own. In 

addition they state that a distinction can be made in terms of primary and secondary 

stakeholders, as well as social and non-social. Primary social stakeholders have a direct 

interest in the company, such as stockholders, employees, customers and suppliers. Primary 

non-social stakeholders are the environment and future generations. Secondary social 

stakeholders are for example the government (in case it is not a stockholder) and competitors. 

Non-social secondary stakeholders can be described as environmentalist groups such as Green 

Peace. A  visual  representation  of  the  company’s  stakeholders  can  be  seen  below  (figure 4). 

These stakeholders will be further explained in chapter 2.1.4. 
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Figure 4: Stakeholders of a company4 

Corporate Sustainability is created not only by positive economic capital, but by the 

integration of economic, social and environmental capital. The integration of these three capitals are 

otherwise known as Triple Bottom Line (Dyllick & Hockerts, 2002).   

2.1.3. Triple Bottom Line  
Triple Bottom Line, often abbreviated as; TBL or 3BL, adds two additional bottom lines to the 

traditional   bottom   line   known   in   business   accounting   which   refers   to   either   “profit”   or   “loss”   in  

financial statements. According to The Economist (2009) TBL was first initiated by John Elkington 

(1994, p. 90) who referred to this with the following quote; 

“[…]   the   ways   in   which   business   is   now   developing new "win-win-win" strategies in this area to 
simultaneously benefit the company, its customers, and the environment. “ 

 

The actual term Triple Bottom Line was first used in 1997 (Elkington, 1997). In this book the 

aforementioned areas; benefit for the company, its customers and the environment, were referred to 

as respectively; Profit (Economic), People (Social) and Planet (Environmental). In the term TBL, in 

regards to People, Planet and Profit, a bottom line could be a mere metaphor, and argued not a useful 

one (MacDonald & Norman, 2003). According MacDonald & Norman (2003) the notion of TBL is merely 

business jargon without actual delivery, as in contrast to the Profit bottom line, both the People and 

                                                           
4 http://www.sustainalytics.com/sustainability-stakeholder-intelligence  



                                                                                       

25 | P a g e  
 

Planet bottom line are not as easy to measure. Nevertheless many companies started to adopt the 

“jargon”  and  today  many  effort  is  being  put  in  making  a  measurable  bottom  line  when  it  comes  to  

People and Planet (Reputation Institute, 2014a; Global Reporting Initiative, 2014c).  

About 40 years ago the argument was made that people and planet are in conflict of interest 

(Bragdon & Marlin, 1972), today some still suggest that this paradox or conflict is applicable according 

to Fisk (2010). Even though this paradox or conflict is disappearing, Sustainability is mainly focused on 

profitability as it is in the 21st century seen as the biggest growth opportunity (Fisk, 2010; UNICEF, 

2014), CSR has typically been a peripheral and reactive endeavour, Sustainability however focuses on 

future opportunities and has to be incorporated in the core strategy of an organization (Fisk, 2010). 

“For TBL to be successful it must integrate the physical and financial activities of corporations”  (Adams, 

Frost, & Webber, 2004, p. 20) this however will require development and experimentation in reporting 

and auditing in Sustainability (Elkington, 1997). When it comes to Sustainability, the three known 

dimensions; social, environmental and economic or people, planet and profit it is not possible to prove 

hierarchy  or  priority.  As  said  before  today’s  focus  is  on  economic  Sustainability. In figure 4, which is a 

common theoretical visualization of TBL, it can be seen the three elements of TBL have only a small 

part of each element that overlaps in Sustainability.  

 

Figure 5: Triple Bottom Line5 

In   today’s   business   environment   the   economic   growth   element   has   the   overhand   as   the  

investors and shareholders have the strongest influence as a stakeholder. In order to create full 

Sustainability the circles shown in figure 4 should have a closer overlap were each element is equally 

represented by their respective stakeholders. However   in   today’s  pursuit  to   full  Sustainability, it is 

suggested to make that these three semi overlapping areas fully overlapping as the focus lies on a 

                                                           
5 Adopted from R. Fernando (2012) 
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bottom line in each area. The TBL leads to Sustainability accounting with the original bottom line 

displaying profit (or loss). Profitability is not a direct representation of the economic bottom line in 

the TBL-theory, it includes more like; company investments in training and education for example and 

investment in economic prosperity (Jennings, 2004; Richardson, 2004). Profitability show only the 

past, investments show future potential and development. A full overlap between the three bottom 

lines creating one in Sustainability suggest the ability to reduce all economic, social and environmental 

capital to a monetary value (Richardson, 2004). 

People 
The People aspect consists of treating people who, work in or with a firm, in an ethical and 

respectful manner. This bottom line consists of a measurement of the social responsibility of 

a firm affected by its operations today and in the foreseeable future. The People aspect can 

be seen as many different aspects of the social dimension. This concerns about the effects on 

human beings such as labour relations and safety etc., that are both inside and outside the 

company (Graafland & EijfFinger, 2004).  

Planet 
The Planet aspect consists of treating the natural environment, including non-human species, 

in an appropriate manner. That means taking care of the environment, or at the very least not 

harming or exploiting it and taking steps to decrease a firms negative effects on the 

environment. The planet bottom line is the sum of natural capital focussing on reducing a 

company’s   negative   ecological   footprint   by   overviewing   the   entire   product   lifecycle from 

design  to  disposal.  The  view  is  otherwise  known  as  ‘Cradle  to  grave’ and for example includes 

the reduction of required transport in the development and distribution of products or 

services (UNEP.org, 2014).   

Profit 
The Profit aspect is known as the traditional bottom line to measure a firm’s Financial 

Performance on the profit and loss account. This aspect is well regulated and accounted for 

by global accountancy firms such as Deloitte, PWC, KPMG and Ernst & Young. However  ‘profit’  

as a synonym for economic capital can be easily confused with solely financial profitability. 

This is just one of the aspects of economic capital which looks at past performance but forgets 

to look at future development such as investments (Richardson, 2004; Jennings, 2004). 

The TBL is widely accepted as a useful tool in the pursuit for Sustainability even though it has its flaws.    

2.1.4. Drivers 
BusinessDictionary  defines  a  strategic  driver  as  a;  “Critical factor that determines the success 

or failure of an organizations strategy”  (BusinessDictionary, 2014b). 
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As it has been mentioned before companies in the 21st century endure lots of pressure from 

their stakeholders to engage in CSR activities (Kittilacksanawong, 2011; McWilliams & Siegel, 2001). 

According to Aguilera, Rupp, Williams & Ganapathi (2007), there are three main motives for 

stakeholders to pressure firms into implementing CSR; (1) instrumental (e.g. self-interest), (2) 

relational (concerned with relationships) and (3) moral (e.g. ethical and moral principles). As 

stakeholders are located both outside and within a company, so are the drivers for engaging in CSR. 

In paragraph 2.1.2 it is explained that stakeholders are located both in and outside the company 

(figure 4). 

Internal 
The internal stakeholders are categorized into two groups; primary and secondary. The 

primary group has a direct influence in the company and are known as; employees, investors and 

management. This group has a direct internal influence in the company and can be further explained 

by Corporate Social Entrepreneurship (CSE). This group is likely the most important when it comes to 

CSR and Sustainability (Sustainalytics, 2014).  

There are also business partners who are not directly located within the company but are still 

considered internal stakeholders. This secondary group is known as; joint venture partners, 

suppliers/contractors, service providers and R&D partners (Sustainalytics, 2014). 

Corporate Social Entrepreneurship  
David P. Baron distinguishes two types of entrepreneurship; the private entrepreneur has the 

purpose for financial gain whereas the social entrepreneur is willing to incur a financial loss in 

order to serve social gain (Baron, 2007). 

From a psychological perspective it is argued that managers, or other employees, have a 

personal agenda concurrently with the organizations agenda which can in some way conflict 

(e.g. short term vs long term vision) (Hemingway, 2005). Therefore it can be argued that CSR 

should be incorporated in all levels of a company and all its employees in order to create 

Sustainability as; “[…]  personal  values  may  or  may  not  impact  on  the  social  responsible  activity  

demonstrated   by   corporate   employees.” As mentioned multiple times before it is likely 

impossible to determine if a business expenditure is alleged to be good or of genuine intent 

(Manne & Wallich, 1972). Therefore the same  can  be  argued  for  determining  one’s  personal  

agenda.  

External 
Same as the internal stakeholders, the external stakeholders are also categorized into two 

groups; primary and secondary. The primary group is known as the customer group and is comprised 

of business-to-business as well as business-to-consumer clients both domestic and international. This 



                                                                                       

28 | P a g e  
 

group has a strong influence as they decide what products or services they wish to buy, that is perhaps 

the reason that Porter & Kramer have linked CSR to competitive advantage (CA).  

The secondary group is known as external influencers and is comprised of governmental organizations, 

non-governmental organizations (NGO’s), local communities etc. although not mentioned in figure 4 

the growing number of sustainable reporting initiatives and organizations can be considered an 

influential party as well. 

Competitive Advantage 
According to Porter; “Competitive  Advantage grows fundamentally out of value a firm is able 

to  create  for  its  buyers  that  exceeds  the  firms  cost  of  creating  it.” (1985, p. 3) This advantage 

can be obtained in either two ways; cost leadership or differentiation. With regards to that 

quote, CSR and Sustainability should be implemented with the same notion. The basis of CA 

lies in  a  firm’s  capabilities  to  bundle  and  utilize  tangible  and  intangible resources at its disposal 

in order to create value (Wernerfelt, 1984, p. 172). These capabilities and resources will be 

further discussed in chapter 2.1.5 

Porter & Kramer (2006, p. 80) made the connection between CSR and its potential to serve a 

firm’s  competitive  advantage; 

 “[CSR]  can  be  a  source  of  opportunity,  innovation  and  competitive  advantage.”   
 

Furthermore they argue four purposes for a firm’s   engagement   in   CSR;  moral obligation, 

Sustainability, license to operate and reputation. Respectively they mean; “do  the  right  thing”,  

“meeting  the  needs  of  the  present  without  compromising  the  ability  for  future  generations  to  

meet   their   own   needs”,   “[…]   every   company   needs   tacit   or   explicit   permission   from   …  

stakeholders  to  do  business.”,  “[…]  many  companies  justify  CSR  initiatives  on  the  grounds  they  

will  improve  a  company’s  image,  strengthen  its  brand,  enliven  morale  or  even  raise  the  value  

of its stock.”  (Porter & Kramer, 2006, pp. 81-82).  It  can  be  argued  that  “improve  a  company’s  

image”  and  “strengthen  its  brand”  are  used  as  unique  selling  points  to  differentiate  the  brand  

and product to create a competitive advantage. 

The drivers for CSR can be seen as sources which are influenced by both internal and external 

stakeholders. When  going  even  deeper   it  can  be  related  to  psychology  with   in  particular  Maslow’s  

Hierarchy of Needs (Maslow, 1943). This hierarchy is presented for individual human needs, but as 

businesses are derived from and build upon human needs, it could perhaps be used in business too. 

The ultimate need is self-actualization with high regards to morality, this can be related to 

Sustainability in Business. Self-actualization   is   the  need  and  highest  motive   to  reach  one  self’s   full  

potential (Oxford Dictionaries, 2014a; BusinessDictionary, 2014a). For a company this means creating 
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value other than shareholder value or merely the selling of products or services and create value for 

all its stakeholders. 

2.1.5. Resource Based View 
The RBV is a management theory focussing on the internal capabilities and competences and 

the external resources of a company needed to create products and services. This view is used to 

assess  the  current  strengths  and  weaknesses  of  a  company’s  assets  (Wernerfelt, 1984). If resources 

and capabilities form, valuable and difficult to substitute or replicate by other companies (Hart, 1995), 

assets they create competitive advantage for the company. But even today resources are often 

treated   to   exist   in   a   ‘black   box’ which makes it difficult to provide valuable development 

recommendations (Hinterhuber, 2013). Now that CSR can be connected to competitive advantage 

(Porter & Kramer, 2006) this leaves the question of how and which sources needed in CSR need to be 

developed in order for companies to differentiate in CSR and develop their sustainability level. 

Resources 
According to Barney the resources are “all  assets,  capabilities,  organizational  processes,  firm  

attributes, information, knowledge, etc. controlled by the firm that enable efficiency and 

effectiveness" (Barney, 1991, p. 101). Grant (1991) classified resources as; tangible, intangible 

and personnel-based. Barney (1991) classified resources also into three categories but he uses 

the terms; physical capital resources, human capital resources and organizational capital 

resources. Physical capital resources contain; the physical technology a firm is using, 

equipment, geographic location, and access to raw materials. Human capital resources consist 

of training, experience, judgment, intelligence, relationships and the employees 

understanding of the firm. Organizational capital resources consists of  “a   firm´s      formal  

reporting structure, its formal and informal planning, controlling, and coordinating systems, 

as well as informal relations among groups within a firm and between a firm and those in its 

environment” (Barney, 1991, p. 101). McWilliams & Siegel (2001) argue that RBV as a tool can 

be specifically used to determine the resources required for CSR, they provide an indication 

of what these resources could be (see table 2). “This indicates that we can modify the 

macroeconomic concepts of the production and cost functions to include CSR-related resources 

and output. Thus, we assume that firms use CSR-related capital (land and equipment), labor, 
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materials, and purchased services to generate output”  (McWilliams & Siegel, 2001, p. 122).  

 

Table 2: Resources in CSR6 

Unfortunately McWilliams & Siegel (2001) fail to really emphasise any positive output or 

outcome due to CSR activities, and furthermore according to them implementing CSR relates 

to higher costs. They neglect to discuss possible opportunities that it might lower costs on a 

longer time span.  

Capabilities 
Amit & Shoemaker (1993) state that capabilities refer to a firm´s capacity to utilize and 

coordinate their resources, usually in combination with help from their organizational 

processes in order to reach a desired result. Capabilities are information-based, tangible or 

intangible processes and they are specific to a firm. They are developed over time by complex 

interaction with the firm´s resources. The authors argue that they can be seen as abstract like 

“intermediate   goods”   and   they   are   generated to give their resources an increased 

productivity, a strategic flexibility and also a protection for the firm’s final products or services. 

“Unlike   Resources,   Capabilities   are   based   on   developing,   carrying,   and   exchanging  

information through the firm’s  human  capital”  (Amit & Schoemaker, 1993, p. 35). According 

to the authors “Capabilities  are  often  developed  in  functional  areas  (e.g.,  brand  management  

in marketing) or by combining physical, human, and technological Resources at the corporate 

level” (Amit & Schoemaker, 1993, p. 35).  

2.1.6. Performance 
Performance   in   a   business   context   can   be   defined   as   “any recognized accomplishment”  

according to Webster Dictionary (2014). This is further elaborated upon by the definition of 

BusinessDictionary (2014d);  “The accomplishment of a given task measured against pre-set known 

standards of accuracy, completeness, cost and speed”. This shows that performance is always 

measured as a value in relation to something. The  purpose  for  a  company’s  engagement  in  CSR  is  to  

gain positive performance in either the financial or social area, but preferably in both areas 

simultaneously. Bhattacharya & Sen (2001) argue by referring to previous research that the effects on 

                                                           
6 Adopted from McWilliams & Siegel (2001, p. 123) 
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Financial Performance from the CSR activities have an equivocal appearance as they are not 

significantly proven to exist (Bhattacharya & Sen, 2001). Even though the relationship between 

Financial Performance and CSR is in the best case considered weak (Bhattacharya & Sen, 2001), 

companies do invest heavily in CSR (Vlachos, Tsamakos, Vrechopoulos, & Avramidis, 2009). In regards 

to Social Performance, the perception on the company, on which the Social Performance is often 

based has the tendency to be more effected by negative CSR than positive (Bhattacharya & Sen, 2001). 

This could be a reason why companies almost exclusively communicate positive information (Lyon & 

Maxwell, 2011).  

When it comes to Financial Performance derived from CSR activities companies rarely disclose such 

information, UNICEF however discloses some measures (non-financial) anonymously from one of their 

collaborations; 11% more satisfied, 8% more willing to recommend, 25% more agree that it helps build 

their business and 29% more agree to feel that Brand X is closer to them (UNICEF, 2014).  

2.1.6.1. Financial Performance 
“Traditional accounting presents the internal financial flows of an organization in a 

summarized profit-and-loss account format that is of most interest to the shareholder”  (Richardson, 

2004, p. 35). An additional statement can be added with this information to make it Sustainability 

related and address a wider set of stakeholders, or a separate Sustainability report can be created that 

provides this additional information (Richardson, 2004). The latter is most often the case.  When it 

comes to accounting CSR activities or Sustainability focused on the social and environmental impact, 

the  ‘costs  and  benefits’  are  intangible.  To  create  a  bottom  line  they  have  to  be  converted  to  financial  

values. This would also, in theory, make them inter-tradable as a monetary value, and that would 

actually be a dangerous development (Richardson, 2004). Sustainability in TBL can therefore not be 

reduced to a single financial bottom line which makes it very difficult to measure the direct financial 

effects of Sustainability. 

A definition of CFP according to Orlitzky, Schmidt & Rynes (2003, p. 411); “as  a  company’s  

financial viability, or the extent to which a company achieves its economic goals”.  CFP  is  measurement  

to determine the present wellbeing of a firm translated to numbers. According to (Margolis & Walsh, 

2003) 120 empirical studies has been published between 1971 and 2001, which investigate the 

relationship between social responsible behavior and FP. Among 122 studies, FP has been measured 

in 70 different ways and the authors argue that it is little measurement consensus. But Orlitzky, 

Schmidt & Rynes (2003) have made a broad subdivision of CFP measures, this include market-based, 

accounting-based and perceptual. Margolis and Walsh (2003) argue that accounting-based and 

market-based, are the most common measurement for CFP. In their research with 122 studies they 

found that 47 used market-based, 43 used accounting-based, 24 used both of those measurement- 
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tools and 8 used other performance measurements. Margolis & Walsh (2003) state that accounting 

based measurement just captures past performance which shows information about how the 

historical record has been influenced by the Social Performance. In opposite to accounting 

measurement, market-based looks to the future and it estimates net present value of what is expected 

in the future earnings. The measurement indicates the firm’s  shareholder expectations upon how they 

think a firm´s socially responsible practices will impact future earnings (Margolis & Walsh, 2003). 

As a measurement for use accounting-based studies such as; Waddock & Grave (1997) and 

Tsoutsoura (2004) have used return on assets (ROA), return on equity (ROE), and return on sales (ROS) 

to measure the Financial Performance. Researchers such as Cochran & Wood (1984) found a positive 

relationship between CSR and Financial Performance, even at a significant level (Sun, 2012). However, 

other researchers are not so sure about this level of significance based on their data (Margolis & 

Walsh, 2003; Margolis, Elfenbein, & Walsh, 2009) and only indicate a mild positive relation between 

CSR and Financial Performance. The fact that the relationship between CSR and FP seems to be 

ambiguous, can be explained by the fact that CSR and Sustainability should  be  part  of  the  company’s  

core strategy. Therefore the product of Sustainability can   only   be   measured   as   the   company’s  

performance as a whole.     

According to Orlitzky, Schmidt, & Rynes (2003, p. 408) they  argue  that  “accounting returns are 

subject  to  managers’  discretionary  allocations  of  funds  to  different  projects and policy choices, and 

thus  reflect  internal  decision-making capabilities and policy  choices,  and  thus  reflect  internal  decision-

making capabilities and managerial performance rather than external market responses to 

organizational (non-market)  actions.”  Lopez, Garcia & Rodriguez (2007) use accounting data in their 

study and argue that it is considered to be less noisy because it actually indicates what is going on in 

the firm.  

Researcher such as McGuire, Sundgren, & Schneeweis (1988) argue that several authors have 

used stock-market-based measurements to measure performance in order to avoid the problems of 

accounting-based measurements. They argue that market returns have some advantage over the 

accounting-based measurements. First they mean that used stock-market-based are less sensitive to 

differential accounting procedures and also managerial manipulation. Secondly they argue the aspect 

from investors which evaluate a firm´s capacity to generate earnings in the future instead of the past 

performance. According to (Cochran and Wood, 1984) there is an implication with of investor returns 

measurements which is that even if CSR may lead to an improved Financial Performance. This because 

of in the same time when the market becomes aware of something that change a firm´s rating in CSR, 

they will immediately impact on the price per share.       
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2.1.6.2. Social Performance 
The concept of Corporate Social Performance (CSP) or SP has been discussed and evolved by 

several researchers. The root of CSP can be found in the book of Bowen (Social responsibilities of the 

businessman, 1953). Wood defines CSP as follows (Wood, 1991, p. 693); 

“a   business organization's configuration of principles of social responsibility, processes of social 
responsiveness, and policies, programs, and observable outcomes as they relate to the firm's societal 
relationships.” 

 

The first conceptual model of CSP was created by Carroll (1979) according to (Garriga & Mele, 

2004). His conceptual model consists of three aspects: principle of social responsibility, concrete issues 

in social responsibility and the specification philosophy of response to social issues (Carroll A. B., 

1979).  

In 1985 Wartick and Cochran developed and examined Carroll’s model. They argue that the main 

components in CSP are: principles, processes and policies. Principles and processes are in line with 

Carrolls earlier approach but policies were a new component in their model. Policies are an additional 

component to the concept of CSP, which include the aspect of social issues management and they 

argue that it is a necessary ingredient to CSP (Wartick & Cochran, 1985). Donna J. Wood (1991) 

revisited the CSP model and definition. She argues that this model contained the three elements: 

motivating principles, behaviours processes and observable outcomes. Motivating principles include 

legitimacy, public responsibility and managerial discretion.  

Carroll & Buchholtz (2011) display (figure 4) that the expectation society has regarding Social 

Performance has grown stronger than the actual company’s performance. This growing gap, i.e. social 

problem as they name it, is perhaps one of the reasons the pressure from stakeholders on companies 

to provide insight in their results becomes greater and greater and led to an increasing number of 

organizations and initiatives that specialize in guidelines and measurement of CSR activities.  
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Figure 6: Social Problem7  

Measuring SP 
In order to measure Social Performance many leading companies in CSR or Sustainability use 

the guidelines or principles provide by GRI or UN Global Compact presented below. Besides these 

globally accepted measuring tools there are many other initiatives to measure Social Performance by 

either focussing on or combining social or environmental issues. For example Sustainalystics8, CDP9 

OECD10, IFC11 and ISO standards12 etc. 

Global Reporting Initiative 
The Global Reporting initiative or GRI is a self-acclaimed leading organization in the 

Sustainability field (Global Reporting Initiative, 2014c). GRI promotes reporting of the 

activities and results when it comes to the economic, social and environmental impacts of a 

firm’s  engagement  in  CSR  or  related  concepts by providing a reporting framework. This non-

profit  organization’s  mission  is  to  make  reporting  on  these  activities  and  results  a  standard  

practice in the same as financial reporting for all organizations. The guidelines provided by 

this organization are widely adopted by various global businesses. Sweden is one of the best 

represented countries when it comes to CSR reporting. This can be related to the fact that 

since 2007 it is mandatory for Swedish state-owned companies to report explicitly on GRI 

guidelines13. On   their   website   it   is   stated   that   “Sweden   plays   a   pivotal   role   in   driving  

Sustainability” (Global Reporting Initiative, 2014d). Scandinavian countries in general are 

perceived as leading in sustainable development (Ingebritsen, 2012) In May 2013 GRI released 

their latest and 4th generation of their Sustainability Reporting Guidelines known as G4. Today 

                                                           
7 Adopted from Carroll & Buchholtz (2011, p. 15) 
8 http://www.sustainalytics.com/  
9 https://www.cdp.net/en-US/Pages/HomePage.aspx 
10 http://www.oecd.org/about/  
11 http://www.ifc.org/wps/wcm/connect/Topics_Ext_Content/IFC_External_Corporate_Site/IFC+Sustainability  
12 http://www.iso.org/iso/home/standards.htm  
13 https://www.globalreporting.org/resourcelibrary/GRI-Reporting-Trends-2011.pdf  
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over 6.000 organizations use and report with the guidelines provided by GRI. In addition GRI 

has strategic alliances with other initiatives known as; OECD, United Nations (environmental 

programme and global compact) and ISO (Global Reporting Initiative, 2014a).  

UN Global Compact 
The UN Global Compact, or UNGC, is an initiative by the United Nations to for businesses to 

align their operations and strategies with ten principles regarding human rights, labour, 

environment and anti-corruption with the purpose of benefitting the economy and 

simultaneously the society (UN Global Compact, 2013). With over 12.000 firms following these 

principles this organization is according to their own website; “[…]   the   largest   voluntary  

corporate  responsibility  initiative  in  the  world.” Same as the GRI initiative the UNGC wants the 

ten principles to become a standard practise in business strategy around the world. See 

appendix 2 for the ten principles. Furthermore companies also commit to report on their 

progress on these ten principles by providing a report known as Communication on Progress 

which is usually incorporated in their overall CSR report.  

The growing expectations, which outgrow the actual performance (figure 6), of society when it comes 

to Social Performance has created simultaneously a problem and an opportunity. The problem is 

formed by the need to measure and in addition communicate Social Performance. The opportunity 

for the company itself is that the measurement and additionally results can create and build a positive 

reputation. Outside the company it has let to various initiatives for social measurement and reporting. 

2.2. Visual summary  
The different concepts discussed, are interrelated to each other and are overlapping. 

 
Figure 7: Overlapping of the theories 

Sustainability

FP & SP

CSR/ Triple 
Bottom Line

Drivers
RBV
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The figure shown above (figure 7), shows the overlapping theories connected to, and from the point 

of view of CSR and TBL. From this point of view, CSR and TBL are considered tools to create a positive 

relationship between FP and SP and by extension Sustainability. The drivers are seen as the sources 

for CSR leading to positive financial as well as Social Performance. 

2.3. Building the framework 
Based on the aforementioned concepts the following elements of the framework as a whole 
shall visualized; Drivers, CSR, FP, SP, Sustainability 

2.3.1. Research elements 
Drivers 

To operationalize the concept of drivers the drivers are seen as the sources and antecedents 

of CSR or in other words what reasons can be identified that get CSR on the corporate agenda. These 

sources are identified as (see figure 8) ; External Stakeholder Pressure (Kittilacksanawong, 2011; 

McWilliams & Siegel, 2001; Russo & Fouts, 1997), Corporate Social Entrepreneurship (Hemingway, 

2005), Competitive Advantage (Porter, 1985; Porter & Kramer, 2006), RBV (Wernerfelt, 1984; Hart, 

1995; Hinterhuber, 2013; McWilliams & Siegel, 2001; Russo & Fouts, 1997; Kraaijenbrink, Spender, & 

Groen, 2010; Barney, 1991; Grant, 1991; Amit & Schoemaker, 1993), Risk Reduction, Self Interest 

(Aguilera, Rupp, Williams, & Ganapathi, 2007), Relational interest (Aguilera, Rupp, Williams, & 

Ganapathi, 2007), Moral Interest (Aguilera, Rupp, Williams, & Ganapathi, 2007), Legislation (KPMG 

International, 2013; Aguinis & Glaves, 2012; Chatterji & Toffel, 2010), Business Opportunity (Aguinis, 

2011). 

  
 
Corporate Social Responsibility 

To operationalize the concept of CSR it seen as primarily a marketing and business tool which 

often fails to become strategic (Porter & Kramer, 2006; Campbell, 2006) the following elements are 

identified (see figure 9); Internal and External Social Responsibility (see all definitions from table 1), 

Environmental Responsibility which later become a part of the concept of CSR as it was not explicitly 

a part of the definition until the beginning of the 21st century (Hopkins, 2003; Hopkins, 2007; Aguinis 

& Glaves, 2012), CSiR, which can be related to general negative publicity or actions that negatively 

impact   the   stakeholder’s   interest (Ormiston & Wong, 2013; Hindery & Weeden, 2008; Chatterji & 

Drivers

External Stakeholder 
Pressure

Corporate Social 
Entrepreneurship

Competitive 
Advantage

RBV

Risk Reduction

Drivers

Self Interest

Relational Interest

Moral Interest

Legislation/ 
regulation
Business 

Opportunity

Figure 8: Elements in the concept of Drivers 
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Listokin, 2007).  The  following  operational  definition  will  be  used;  ‘Sources,  antecedents  reasons  that  

get  CSR  on  the  corporate  agenda’. 

 
Figure 9: Elements in the concept of CSR 

Financial Performance 
Financial Performance is accounted for in annual reports displaying year-on-year 

development. The following elements are identified through the literature review on FP (see figure 

10); Increased Sales and Reduced costs (Richardson, 2004; Orlitzky, Schmidt, & Rynes, 2003; Margolis 

& Walsh, 2003; Margolis, Elfenbein, & Walsh, 2009; Tsoutsoura, 2004; Sun, 2012; Cochran & Wood, 

1984; McGuire, Sundgren, & Schneeweis, 1988) and linking FP to SP (Waddock & Graves, 1997). The 

following  operational  definition  will  be  used  in  this  research;  ‘Financial  profitability  derived  from  the  

company’s  engagement  in  CSR’. 

 
Figure 10: Elements in the concept of FP 

Social Performance 
Social Performance is a display of year-on-year development other than in a financial area and 

displays the development comprised of ethical/social and environmental issues. The following 

elements are identified through the literature review on SP (see figure 11); (Wood, 1991; Garriga & 

Mele, 2004; Wartick & Cochran, 1985; Waddock & Graves, 1997). The following operational definition 

will  be  used  in  this  research;  ‘The  performance  of  a  company  that  positively  impacts  AND  develops  

society’.  

CSR
External Social 
Responsibility

Internal Social 
Responsibility

Environmental 
Responsibility

CSiR

FP
Increased sales

Reduced costs
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Figure 11: Elements in the concept of SP 

Sustainability 
The combination of positive Financial and Social Performance derived from business 

operations with the purpose of long term development in simultaneously economic, social and 

environmental aspects without depletion of resources and negative effect on future needs. The most 

commonly accepted definition of Sustainability was first proposed in the Brundtland report of 1987 

by the United Nations and is known as; “Development that meets the needs of the present without 

compromising the ability of future generations to meet their own needs” (World Commission on 

Environment and Development, 1987, p. 37). Based on that report and theory of TBL which refer to 

the three basic elements building up Sustainability and are known as; Economic, Social and 

Environmental (Elkington, 1997).  

    
Figure 12: Elements in the concept of Sustainability 

Conceptual definitions and conceptual framework 
In the table below (table 3) an overview is given of the conceptual definitions derived from 

the literature review in chapter 2. 

Table 3: conceptual definitions 

Concept Conceptual Definitions 
Drivers “Critical factor that determines the success or failure of an organizations 

strategy” 
(BusinessDictionary, 2014b) 

CSR See the various definitions shown in table 1  
Financial Performance “as  a  company’s  financial   

viability, or the extent to which a  
company achieves its economic  
goals”   

SP
Increased postive 

impact

Reduced negative 
impact

Improved reputation

Sustainability

Economic

Social

Environmental
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(Orlitzky, Schmidt & Rynes, 2003: 411)  
Social Performance “a business organization's configuration of principles of social 

responsibility, processes of social responsiveness, and policies, programs, 
and observable outcomes as they relate to the firm's societal 
relationships.”   
(Wood, 1991: 693)  

Sustainability “Development that meets the needs of the present without compromising 
the ability of future generations to meet their own needs” 
(World Commission on Environment and Development, 1987, p. 37) 

 
All the main elements and sub-elements discussed above derived from the literature review 

are combined in the conceptual framework below (see figure 13). These elements are connected 

together through the conception of the vicious circle discussed in chapter 1.2 (see figure 2). This circle 

shows that the positive financial gain derived from CSR and its sources and antecedents can be used 

to reinvest in them in order to further develop and advance in sustainability. 

 
Figure 13: Conceptual framework 

As it has been mentioned before that the  contents  of  these  boxes  are  treated  as  ‘Black  Box’  

(Hinterhuber, 2013). The purpose of this model is to deeper explore these contents form the 

practical point of view by companies. Especially focussed on the first box, drivers, in a non-financial 

matter as this is a relatively uncharted area (Crilly & Loannou, 2014). The first box is the source or 

antecedent of the second box leading to with its implementation to successful performance (both 

financial and social). The synergy of the performance can create Sustainability in a company. The 

positive financial performance can then be used to (re)invest in the drivers and thus create a vicious 

circle (explained in chapter 1.2 figure 2). Through the data collection and the connection with the 

theory the contents of these boxes shall be explored with the purpose of further developing 

sustainable development in a company by investing in the non-financial drives. 

Assumptions 
Based on the theories and concepts discussed the following assumption are made; 

- CSR and Sustainability as concepts and practical understanding differ from each other. 
- CSR is primarily used as a selling or marketing tool lacking strategic intent. 

Drivers CSR

Financial 
Performance

sustainability
Social 

Performance

Sustainability
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- The financial driver is not the sole driver of CSR in a company. 
- Other than increased profitability companies experience other benefits from their 

engagement in Sustainability. 
- Non-financial drivers need to be identified for further development by investing in them. 
 

Conceptual framework connected to the theories 
The earlier discussed literature leading to the identification of the sub-elements which build 

the main elements of the conceptual framework shown above (see figure 13) are connected to the 

main elements visualized below (see figure 14). 

 
Figure 14: Conceptual framework connected to theories 

  

Drivers CSR

Financial 
Performance

sustainability
Social 

Performance

Sustainability

- (Bowen, 1953) 
- Carroll (1979), (1983), (1991), 

(2003), (2011)  
- Elkington (1994), (1997) 
- (MacDonald & Norman, 2003) 
- (Aguinis & Glaves, 2012) 
- Etc. (see chapter 2.1.1) 

- (Orlitzky, Schmidt, & Rynes, 
2003) 

- (Margolis & Walsh, 2003) 
- (Cochran & Wood, 1984) 
- (Porter & Kramer, 2006) 
- (Luo & Bhattacharya, 2006) 

- (Wood, 1991) 
- (Wartick & Cochran, 1985) 
- (Bhattacharya & Sen, 2001) 
- (Carroll & Buchholtz, 2011) 
- (Porter & Kramer, 2006) 

- (Wernerfelt, 1984) 
- (Hart, 1995) 
- (Baron, 2007) 
- (Hemingway, 2005) 
- (Manne & Wallich, 1972) 
- (Barney, 1991) 
- (Grant, 1991) 
- (Amit & Schoemaker, 

1993) 
- (Kittilacksanawong, 2011) 

- (Hawken, 1993) 
- (Hay,  Duffy,  &  Whitfield,  

2014) 
- (Dyllick & Hockerts, 2002) 
- (Elkington, 1994) (1997) 
- (Freeman & Reed, 1983) 

Research question 
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3. Methodology 
This chapter contains the methodology used in this research by describing and explaining the 
research approach, the goals of the research, the data sources used and the design in 
according with validity, reliability and generalizability issues. 

3.1. Research approach 
3.1.1. Deductive versus inductive Research 
Deductive and Inductive are two different research approaches. The deductive one is the most 

common and shows the relationship between theory and research. Based on existing theory in 

relation to the actual domain, a hypothesis can be derived and this has to be tested empirically 

according to Bryman & Bell (2011). Without the benefit from earlier deductive reasoning inductive 

research lacks pre-existing theory, a researcher has to describe and try to identify relevant variables 

and explain what they have observed. Theories that are produced from an inductive manner can be a 

subject for verification by deducing and hypotheses can be tested (Sullivan, 2001). In this study a 

deductive approach is best suited since empirical data is tested and analysed, coming from pre-

existing theories and previous research within the subject of CSR, Sustainability and connecting 

theories.   

3.1.2. Quantitative versus Qualitative research 
A researcher who wants to find something new or investigate and contribute to something 

that is already existing, there is a question of which type research approach fits the research best. 

According to Bryman & Bell (2011) a researcher can choose between quantitative and qualitative or a 

mix of those two. A researcher that makes a qualitative research wants to come close to the people 

he wants to investigate in order to understand the world through the object (Bryman & Bell, 2011). 

Researches often use qualitative research because it is more exploratory in its nature and it provides 

data that is very valuable.  Further it offers a deeper and richer knowledge of people´s lives and their 

behavior, which also contains knowledge from their subjective experience (Sullivan, 2001). In this 

study a qualitative approach is used in order to gain a deeper understanding of the topic for this 

research in every interview. The data in qualitative research has the form of words, pictures, 

descriptions or narratives. When the data consists of numbers, counts and measure of things it 

concerns quantitative research (Sullivan, 2001). 

Due to the qualitative nature of this study the following mains steps should be followed 

according to Bryman & Bell (2011, p. 390) presented in the figure below. 
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Figure 15: An outline of the main steps of qualitative research14  

Qualitative research is described as; “an  array  of  interpretive  techniques  which  seek  to  describe,  

decode, translate, and otherwise come to terms with the meaning, not frequency, of certain more or 

less  naturally  occurring  phenomena  in  the  social  world.” (Cooper & Schindler, 2006, p. 196). Therefore 

qualitative research appears to be the preferable approach in exploring the drivers, reasons and other 

antecedents for a company to implement CSR and Sustainability. 

3.2. Goals of research 
When it comes to social science in research, the general focus can be found in one or a 

combination of the following types; descriptive, predictive, explanatory or evaluation research. The 

goal in descriptive research is to describe and discover facts based on obtained data. In predictive 

research data is used to make a rational assumption of possible future events. In explanatory research, 

the researcher attempts to determine why and how something occurs. Evaluation research focusses 

on evaluating if a certain policy, program or activity achieved the desired effect (Sullivan, 2001). This 

research has the goal to determine why companies engage in CSR. Furthermore what the drivers and 

causes for this increasing popular phenomenon with such an abstract definition are from the point of 

view of multiple companies. 

 The  goal  of  this  research  is  to  explore  the  contents  of  the  ‘boxes’  seen  in  the  chapter  2.3 (figure 

13) as especially the drivers are treated as a ‘black  box’  (Hinterhuber, 2013). Once the content of the 

boxes is further explored it could provide valuable resources on which a company could invest to 

further develop their Sustainability.       

3.3. Data sources 
3.3.1. Primary data  

Interviews are a primary technique for data collection in qualitative studies. The scope of the 

interview is dependent on the number of people within the interview, the level of structure, the 

                                                           
14 Adopted from Bryman and Bell (2011, p. 390) 
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proximity of the interviewer and interviewee and the number of interviews in total (Cooper & 

Schindler, 2006, p. 204). An interview can be conducted in either an unstructured, semi structured or 

a structured way. A structured interview makes it easier to compare responses. Interviews will be 

conducted amongst people who work in related positions in companies with a respectable reputation 

in regards to CSR. “Nonprobability   samples   that   are  unrestricted  are   called   convenience   samples” 

(Cooper & Schindler, 2006, p. 423), these samples are considered to be cheap and easy to obtain. The 

companies are selected in a convenient way (those who are willing to participate) from (Reputation 

Institute, 2014b) covert by Forbes (Smith, 2013). Even if this type of sampling does not ensure 

precision they could still prove to be useful if the results form a recognizable and or stable pattern. 

This indicates convergent validity (Cooper & Schindler, 2006; Sullivan, 2001).   

CSR RepTrak 
The Reputation Institute have created a top 100 list of global companies who are seen as the 

leading companies in regards to CSR. This list is created by surveying the perception of these 

companies from 55.000 consumers in 15 markets across the world. As this list is solely build 

upon the perception and opinion of these consumers, it does by far not display an objective 

picture. This may lead very likely lead to a strong over- or underestimation of  the  company’s  

CSR  performance  due  to  a  ‘halo  effect’  (Peloza, Loock, Cerruti, & Muyot, 2012). 

Even the RepTrak report itself says that about 60% of the respondents are neutral or not sure 

if the companies can be trusted to deliver15. For example the financial industry has suffered a 

great deal in their reputation as they are partly seen responsible for the financial crisis. This 

might be a reason for no appearance of financial companies in the top 100 list (Smith, 2013) 

even though objectively they score relatively high on Sustainability performance (Peloza, 

Loock, Cerruti, & Muyot, 2012).  

After contacting several companies from the RepTrak list, it proved to be rather difficult to get 

interviews with these companies. After a positive response from one of the Swedish companies from 

the list, Electrolux, the authors decided to contact more Swedish companies also outside the list as 

they seemed to be more accessible. On the positive side, Swedish companies are generally well 

perceived when it comes to CSR (Sweden.se, 2014). In addition for Swedish state owned companies it 

is mandatory since 2007 to report on their Sustainability cause by using GRI-guidelines (Global 

Reporting Initiative, 2012). This may cause Swedish companies to be further advanced on the subject 

than average. The companies used as primary data source are; Electrolux, Axfood, TeliaSonera, 

Vattenfall, Google, Skanska, SAS (Scandinavian Airlines) and Sandvik. The interviews will be held with 

                                                           
15 http://www.rankingthebrands.com/PDF/CSR%20RepTrak%20100,%202013%20Reputation%20Institute.pdf  
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managers in positions related to CSR, therefore the sampling can be considered a representative 

sample. 

Interviews 
Yin (2009) discusses six sources of evidence in case study research; documentation, archival 

records, interviews, direct observations, participant observation and physical artefacts. In this 

study interviews are used as a source of evidence which is described as one of the most 

important sources in a case study research. The purpose and difference of an interview versus 

a questionnaire is to obtain deeper answers and have a fluid conversation about the topic at 

hand instead of a rigid inquiry from a questionnaire. Of course the fluidity depends on the 

interviewee and interviewer, but also the structure of the interview; unstructured, semi-

structured or structured (Cooper & Schindler, 2006). A type of interview described by Yin 

(2009) is the in-depth interview, where respondents can be asked about both the facts of a 

matter and their own opinions and insights about certain events or occurrences. The more an 

interviewee contributes information to the interview the more the role is considered as 

informant rather than respondent. Another type of interview proposed by Yin (2009) follows 

a more structured path in line with a traditional survey. This type is very similar to the theory 

of (Cooper & Schindler, 2006). Yin (2009, p. 102) lists both strengths and weaknesses for 

interviews  as  a  source  of  evidence.  The  first  strength  is  that  interviews  are  “targeted – focuses 

directly on case study topics”,  second  is  “insightful – provides perceived causal inferences and 

explanations”.  On  the  opposite  site  are  the  weaknesses  which  he  lists  as;  “bias due to poorly 

articulated questions”,   “response bias”,   “Inaccuracies due to poor recall”,   “reflexivity – 

interviewee gives what interviewer wants to hear”. 

Bryman & Bell (2011) argue that telephone interviews have certain advantages compared to 

personal interviews. Two things are that interviews, which are conducted by telephone, are 

much cheaper and faster to administer. The reason is that the researchers do not have to 

spend a lot of time and money for traveling between the different respondents. In qualitative 

research conducted by telephone interviewing, it is important to take into account that it is 

not possible for the researchers to observe how the respondent is reacting with their body 

language and the physical sense when they answer the questions. In addition the interview 

must be recorded and during interviews by phone technical issues might occur, such as a poor 

line or faulty recording equipment, that cause bad recordings (Bryman & Bell, 2011). For this 

study telephone interviews were a beneficial way to get in contact with the respondents since 

they were not located near Växjö. To reduce the risk of the technical difficulties with the 

recordings of the telephone interview a pre-recording test was conducted before the first 
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interview. Furthermore during an interview two sets of recording equipment were used to 

reduce risk of losing information.   

The interviews in this case-study can be considered a mixture of in-depth interview and structured 

interview as a list of questions is prepared for the interviews but also follow-up questions can be asked 

during the interview depending on the answers given. Some of the respondents, who were not able 

to conduct the interview by phone, provided their answers via email as the interview questions were 

send out beforehand. Others gave extensive and elaborated answers. 

3.3.2. Secondary data 
For additional data on the interviews secondary data in the form of CSR reports of the 

interviewed companies are used to develop the cases to get a better understanding and overview of 

their CSR activities. Not all companies from the RepTrak list provide CSR reporting such as Google. As 

for Swedish companies it is mandatory to report on CSR by using GRI guidelines, it is relatively easier 

to find these reports also by the help of the GRI Database (Global Reporting Initiative, 2014b). 

Documentation 
Documentation comes in many different forms such as; letters, email correspondence, notes, 

meeting minutes, progress reports, records, news items, articles and many more. 

“Documentary   information   is   likely  to  be  relevant   to  every  case  study  topic”   (Yin, 2009, p. 

101). Even though documentation may seem to be a factual representation and literal 

recording of certain events, Yin argues that they should not be literally accepted as such. He 

explains by given an example that the official transcripts of the U.S. Congress have been 

deliberately edited. When it comes to financial documentation of companies known as annual 

reports it is regulated by external accountancy firms. Even so, cases of fraud still occur. 

Reporting of Social Performance are not (yet) regulated in same manner, thus the use of these 

reports as data source has to be handled with a lot of carefulness. Yin (2009, p. 102) lists 

several strengths and weaknesses for documentation as a source of evidence. The strengths 

are;  “stable – can be reviewed repeatedly”,  “unobtrusive – not create as a result of the case 

study”,  “exact – contains exact names, references, and detail of an event” and “broad coverage 

– long span of time, many events and many settings”.  The  weaknesses  on  the  other  hand  are;  

“retrievability – can be difficult to find”,   “biased selectivity, if collection is incomplete”, 

“reporting bias – reflects (unknown bias of author”   and   “access – may be deliberately 

withheld”.  When it comes to Financial Performance as a result of CSR activities access may 

indeed be deliberately withheld as it can be considered very sensitive information. In case 

studies   the  most   important   purpose   for   the   use   of   documentation   “is   to   corroborate   and  

augment  evidence   from  other   sources”   (Yin, 2009, p. 103). Therefore not only the reports 
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from the companies themselves will be used, also reports by other organizations on the 

development of Sustainability will be used, such as; KPMG, Deloitte and GRI. 

Archival records 
This type of evidence is very similar to documentation, but is mainly known as quantitative 

data. According to Yin (Yin, 2009, p. 106) it  has  similar  strengths  and  weaknesses  and  “can be 

used in conjunction with other sources of information in producing a case study”. Even if these 

type of records deem relevant in the case the researchers has to be careful when using them 

as the conditions under which it was produced are not always clear and or reliable. 

Even though both interviews and documentation (and archival records) are seen as powerful sources 

of evidence, they both show similar weaknesses such as bias and could therefore harm the accuracy 

and generalizability of the conclusions. 

3.3.3. Triangulation 
The origin of triangulation can be found in navigation and military strategy where it is used to take 

multiple reference points in order to determine an exact location (Bryman & Bell, 2011). The use of 

interviews and the observations of CSR reports on the same company creates the combination of 

research methods known as triangulation. The form of a case study which combines primary and 

secondary data is considered a powerful research methodology. The method used is to extract 

secondary data from company reports and combine it with the interview data from the participants. 

The favoured amount of cases lies between the minimum of 4 and the maximum of 15 cases. As 

opposed to a single case study, multiple cases provide the opportunity to perform a cross-case analysis 

(Cooper & Schindler, 2006). 

3.4. Operationalization  
The general concepts and their definitions discussed in chapter 2 have provided conceptual definitions 

on  each  of  the   ‘boxes’  or  elements  of  the  conceptual  framework.  These  conceptual  definitions  are  

translated to operational definitions in order to fit in this particular research. In table 4 below, the 

concept  (‘boxes’  or  elements  of  the  conceptual  framework)  can  be  found  along  with  their  conceptual  

definitions which are then translated to the operational definitions. 

Table 4: translation to operational definitions 

Concept Conceptual Definitions Operational Definitions 
Drivers “Critical factor that determines the 

success or failure of an organizations 
strategy” 
(BusinessDictionary, 2014b) 

Sources, antecedents reasons that get 
CSR on the corporate agenda 

CSR See the various definitions shown in 
table 1  

Responsibilities of a company, beyond 
the basic requirements of being 
profitable within the confines of the law. 
It is seen as primarily a marketing and 
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business tool which often fails to become 
strategic 

Financial 
Performance 

“as  a  company’s  financial   
viability, or the extent to which a  
company achieves its economic  
goals”   
(Orlitzky, Schmidt & Rynes, 2003: 
411)  

Financial profitability derived from the 
company’s  engagement in CSR 

Social 
Performance 

“a business organization's 
configuration of principles of social 
responsibility, processes of social 
responsiveness, and policies, 
programs, and observable outcomes 
as they relate to the firm's societal 
relationships.”   
(Wood, 1991: 693)  

The performance of a company that 
positively impacts and develops society 

Sustainability “Development that meets the needs 
of the present without compromising 
the ability of future generations to 
meet their own needs” 
(World Commission on Environment 
and Development, 1987, p. 37) 

 
 

Idem 
← 

 

3.5. Interview design 
A full question list with all main- and sub questions can be found in appendix 1. To ensure the 

face validity, the interview questions are tested with P. Oghazi PhD who is a published author on the 

subject of CSR (Oghazi, 2014). Furthermore the first Interview with Electrolux provided the second 

test whether or not the questions were understood. During the first test the questions were a little 

adjusted. 

3.5.1. Formality questions 
At the start of every interview a set of formal questions will be asked to ensure the interview 

is being held with a person with a sufficient position and knowledge on the subject of CSR and CSR 

related activities within the company. The questions can questions can be found in below (table 4). 

The first and second question have the purpose of traceability of given answers.  Question 3 and 5 are 

to ensure the interviewee has been fulfilling a position related with CSR and on a managerial level. If 

the interviewee does not represent a position directly related to CSR or upper level management the 

data will be disregarded for this study. If the interviewee has fulfilled their position for less than 1 

year, the date will be disregarded for this study. In addition question 4 is to check if the interviewee 

believes he or she has sufficient knowledge to answer the main questions. They have to rate their 

level of knowledge on a scale from 1 to 7 (1=low, 7=high). If the interviewee rates 3 or below, the data 

will be disregarded for this study.  
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Table 5: Formality questions 

No.  Question Connection Purpose  
Q1 Company name?  Traceability of the source  
Q2 Interviewee name?  Traceability of the source 
Q3a Position in the company? Validity/reliability 

(Bryman & Bell, 2011; Cooper 
& Schindler, 2006; Sullivan, 
2001; Yin, 2009) 

To increase validity/reliability 

Q3b How long have you been in 
this position? 

Validity reliability 
(Bryman & Bell, 2011; Cooper 
& Schindler, 2006; Sullivan, 
2001; Yin, 2009) 

To increase validity reliability 

Q4 On a scale from 1-7 what is 
your level of knowledge on 
the engagement in CSR in 
the company (1=no 
knowledge, 7= high level of 
knowledge)? 

Validity/reliability 
(Bryman & Bell, 2011; Cooper 
& Schindler, 2006; Sullivan, 
2001; Yin, 2009) 

To increase validity/reliability. When 
interviewee acknowledges a low level of 
knowledge  (3  or  lower)  of  the  company’s  
engagement in CSR, the data will not be 
used for this study. 

Q5 Do you represent the head 
office or a sub-division? 

Validity/reliability 
(Bryman & Bell, 2011; Cooper 
& Schindler, 2006; Sullivan, 
2001; Yin, 2009) 

To increase validity/reliability 

 

3.5.2. Main questions 
If the interviewee has passed the formality questions for the validity and reliability check, the 

interviewer will move on with the main questions which can be found below (table 5). 

Q1 – How would you define Corporate Social responsibility? - This question is connected to the 

many theoretical definitions which can be found in chapter 2.1.1. To find out how the interviewed 

companies themselves interpret this concept. This question is asked to gain a more practical 

perspective and furthermore it will asked if they prefer to use other terminology than CSR. 

Q2 – How would you define Sustainability? – In relation to question 1, Sustainability is in theory 

not exactly the same as CSR (chapters 2.1.1 and 2.1.2) Therefore the authors want to find how this is 

perceived  from  a  company’s  perspective.   

Q3 - Do  you  have  a  global  policy  for  the  company’s  engagement  in  CSR  or  do  you  adjust  locally? 

– This question is connected to the research of Planken, Nickerson & Sahu (2013) which investigates 

if there are differences and or similarities between the Netherlands and India when it comes to 

consumer preference of focus on elements within CSR. This question is asked to investigate if the 

interviewed companies experience different attitudes from stakeholders coming from different 

cultures and different geographical markets. And if so do they adjust CSR strategies accordingly to 

meet the needs and preferences in different cultures and markets. 
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Q4 – What  is  the  company’s purpose to engage in CSR? – This question has the purpose to 

investigate the drivers 2.1.4 of CSR. As many companies endure lots of pressure coming from different 

stakeholders to engage in CSR (Kittilacksanawong, 2011) what leads them to incorporate CSR into 

business operation. Furthermore what is their perception on the elements of CSR proposed by Carroll 

(1979)? If they believe, and to what extent, the company has responsibilities towards society and the 

environment and what the limits of these responsibilities are,  as  “corporations  are  not  responsible  for  

all  the  world’s  problems”  (Porter & Kramer, 2006, p. 13). 

Q5 - How do you perceive CSR activities in general by companies who use it for cosmetic 

purposes to improve their reputation without any sustainable or strategic intent? -  As Porter & Kramer 

(2006, pp. 81-81) argue;  “the most common corporate response [in CSR] has been neither strategic nor 

operational but cosmetic”. How do companies, who are regarded as good performing in terms of CSR 

and Sustainability, perceive these kind of activities? This because of the ongoing discussion about 

‘greenwash’  and  the  notion  that  companies  tend  to  overinflate  a  positive  image  (Hindery & Weeden, 

2008) by often only disclosing positive results and developments of the CSR and sustainable activities 

(Lyon & Maxwell, 2011). 

Q6 – Do you think by engaging in CSR it contributes to the competitive advantage of the 

company? – This question is connected to RBV 2.1.5, competitive advantage (Porter, 1985) and the 

connection with CSR (Porter & Kramer, 2006). Even though the relationship between CSR and FP 

seems to have no solid significance (Margolis, Elfenbein, & Walsh, 2009; Lopez, Garcia, & Rodriguez, 

2007; Orlitzky, Schmidt, & Rynes, 2003), do companies anticipate and detect a benefit which can be 

seen as a competitive advantage from engaging in CSR?   

Q7 – What resources and capabilities does the firm require to engage in CSR? – This question 

is connected to RBV 2.1.5 to create competitive advantage (Porter & Kramer, 2006). This question 

investigates and identify non-financial drivers and antecedents of CSR as this is an under investigated 

area (Crilly & Loannou, 2014). 

Q8 – How do you develop and nourish these resources and capabilities (or in other words how 

do you invest in the resources and capabilities which are required in the engagement of CSR)? - This 

question is connected into RBV 2.1.5. In the theory of RBV it is argued that to create sustainable 

competitive advantage resources and capabilities need to be immobile and non-substitutable. This 

questions serves to identify the antecedents of CSR so they can be developed and improved to 

increase the quality of CSR and sustainable activities.   

Q9 – Would you say CSR is embedded in the mission/vision/strategy of the company? – It is 

argued in the various theories, discussed in chapter 2.1.1, 2.1.2 and 2.1.3, about CSR, TBL and 
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Sustainability that they should be incorporated on a strategic level to reap its full potential. The 

questions is if this is the case and do the companies actually incorporate it in their mission/vision and 

strategy?  

Q10 – How do you measure your results from engaging in CSR activities? – This question is 

connected to Luo & Bhattacharya (2006) as they argue that many companies lack external auditing 

and validation of CSR investments. Furthermore it is connected to chapter 2.1.6.1 as many researchers 

have tried to connect to establish significant connection between Financial Performance and CSR, 

however Financial Performance derived from CSR is rarely disclosed in CSR reports. This question is 

connected to Crilly & Loannou (2014) as they argue that Financial Performance is the main subject 

when researchers try to connect CSR to positive performance in general. But as the financial driver is 

not the only driver and antecedent of CSR (Aguilera, Rupp, Williams, & Ganapathi, 2007), it can be 

argued that Financial Performance in not the only performance to be measured. 

Q11 – What does the company emphasize mostly; the result of CSR activities or its 

communication level? –Big investments are being made in CSR itself (Vlachos, Tsamakos, 

Vrechopoulos, & Avramidis, 2009) but also in the communication of these activities and their results 

(Bhattacharya & Sen, 2001) therefore the authors want to find out what companies see as more 

important in order to gain positive performance. 

Table 6: Main Questions 

No. Question Theory connection Concept Purpose 
Q1 How would you 

define Corporate 
Social Responsibility? 

2.1.1. Corporate Social 
Responsibility  
(Bowen, 1953; Davis, 1960; 
Frederick, 1960; Friedman, 1962; 
Russel, 2010; Andrews, 1971; 
Johnson, 1971; Davis, 1973; Sethi, 
1975; Carroll A. B., 1979; Jones, 
1980; Drucker, 1984, Wood, 1991; 
Russel, 2010; Fatehi, 1996; 
McWilliams & Siegel, 2001; 
Hopkins, 2003, 2007; Kotler & 
Lee, 2005; Campbell, 2007; 
Aguinis & Glaves, 2012) 
See Table 1 

CSR To  understand  the  company’s  own  
vision and interpretation of the 
concept of CSR and if they use or 
prefer other terminology. 

Q2 How would you 
define Sustainability 

2.1.2 Sustainability  
(KPMG, 2013; Hawken, 1993; Hay, 
Duffy, & Whitfield, 2014; Carroll & 
Buchholtz, 2011; Dyllick & 
Hockerts, 2002) 

Sustainability To  understand  the  company’s  
interpretation of Sustainability. 

Q3 Do you have a global 
policy for the 
company’s  

engagement in CSR or 
do you adjust locally? 

(Planken, Nickerson, & Sahu, 
2013) 

Drivers To understand if companies adjust 
their CSR strategy in different 
geographical markets due to 
cultural differences. 
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Q4 What is the 
company’s  purpose  to  

engage in CSR? 
+ sub questions 

2.1.4. Drivers  
(Kittilacksanawong, 2011; 
McWilliams & Siegel, 2001; 
Aguilera,  Rupp, Williams & 
Ganapathi, 2007; Wernerfelt, 
1984; Porter & Kramer, 2006 
Ormiston & Wong, 2013; Hindery 
& Weeden, 2008; Carroll A. 
B.,1979) 

Drivers To determine the purpose and 
motivation behind the engagement 
in CSR. 

Q5 How do you perceive 
CSR activities in 

general by companies 
who use it for 

cosmetic purposes to 
improve their 

reputation without 
any sustainable or 
strategic intent? 

(Porter & Kramer, 2006; Hindery 
& Weeden, 2008; Lyon & 
Maxwell, 2011; Campbell, 
2006) 

 As CSR is related to the notion of 
‘greenwash’  and  some  authors  
have argued to most CSR activities 
fail to serve strategic purpose, this 
question is asked to understand 
this notion from a business point of 
view. 

Q6 Do you think by 
engaging in CSR it 
contributes to the 

competitive 
advantage of the 

company? 

2.1.4. Drivers 
(Kittilacksanawong, 2011; 
McWilliams & Siegel, 2001; 
Aguilera,  Rupp, Williams & 
Ganapathi, 2007; Wernerfelt, 
1984; Porter & Kramer, 2006) 
2.1.5. RBV 
(Wernerfelt, 1984; Hart, 1995; 
Porter & Kramer, 2006; Barney, 
1991; Grant, 1991; McWilliams & 
Siegel, 2001; Amit & Shoemaker, 
1993) 

Drivers, 
Competitive 
Advantage 

To determine if companies believe 
engaging in CSR provides a 
competitive advantage, other than 
Financial Performance as that 
relationship seems to be 
insignificantly proven. 

Q7 What resources and 
capabilities does the 

firm require to 
engage in CSR? 

2.1.4. Drivers 
(Kittilacksanawong, 2011; 
McWilliams & Siegel, 2001; 
Aguilera,  Rupp, Williams & 
Ganapathi, 2007; Wernerfelt, 
1984; Porter & Kramer, 2006) 
2.1.5. RBV (Wernerfelt, 1984; 
Hart, 1995; Porter & Kramer, 
2006; Barney, 1991; Grant, 1991; 
McWilliams & Siegel, 2001; Amit 
& Shoemaker, 1993) 

Drivers To determine how their CSR 
activities are build up. 

Q8 How do you develop 
and nourish these 

resources and 
capabilities (or in 

other words how do 
you invest in the 

resources and 
capabilities which are 

required in the 
engagement of CSR)? 

2.1.2. Sustainability (KPMG, 
2013; Hawken, 1993; Hay, Duffy, 
& Whitfield, 2014; Carroll & 
Buchholtz, 2011; Dyllick & 
Hockerts, 2002) 
2.1.4. Drivers (Kittilacksanawong, 
2011; McWilliams & Siegel, 2001; 
Aguilera,  Rupp, Williams & 
Ganapathi, 2007; Wernerfelt, 
1984; Porter & Kramer, 2006) 
2.1.5. RBV 
(Wernerfelt, 1984; Hart, 1995; 
Porter & Kramer, 2006; Barney, 
1991; Grant, 1991; McWilliams & 

Drivers 
Sustainability 

To determine how their drivers 
necessary for their CSR activities 
are being developed for further 
improvement. 
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Siegel, 2001; Amit & Shoemaker, 
1993) 

Q9 Would you say CSR is 
embedded in the 

mission/vision/strate
gy of the company? 

2.1.2. Sustainability (KPMG, 
2013; Hawken, 1993; Hay, Duffy, 
& Whitfield, 2014; Carroll & 
Buchholtz, 2011) 
2.1.3. Triple Bottom Line (Fisk, 
2010; Adams, Frost, & Webber, 
2004; Elkington, 1997; Jennings, 
2004; Richardson, 2004; 
UNEP.org, 2014) 
2.1.4. Drivers (Kittilacksanawong, 
2011; McWilliams & Siegel, 2001; 
Aguilera,  Rupp, Williams & 
Ganapathi, 2007; Wernerfelt, 
1984; Porter & Kramer, 2006) 

 To determine if CSR is embedded in 
the core of the company or rather 
for merely reputational intent 
(focus on self-interest). 

Q10 How do you measure 
your results from 
engaging in CSR 

activities 

2.1.6 Performance 
(Margolis, Elfenbein, & Walsh, 
2009; Lopez, Garcia, & Rodriguez, 
2007; Orlitzky, Schmidt, & Rynes, 
2003; Smith, 2013;Luo & 
Bhattacharya, 2006) 

Financial 
Performance 
Social 
Performance 

To determine if they only follow 
external guidelines and reporting 
methods or developed their own 
measurement tools. 

Q11 What does the 
company emphasize 
mostly; the result of 
CSR activities or its 

communication level? 

(Vlachos, Tsamakos, 
Vrechopoulos, & Avramidis, 2009; 
Kittilacksanawong, 2011; 
McWilliams & Siegel, 2001; Luo & 
Bhattacharya, 2006) 
 

 To determine reputational or 
genuine intent. 

 

3.6. Validity and reliability 
According to Bryman & Bell (2011) validity is in many ways the most important criterion of 

research. To measure what is intended to be measured is de degree of validity in order to ensure the 

integrity of the conclusions drawn from the research. The higher the degree of validity the better the 

collected data is representative for the purpose of the study. Bryman & Bell distinguish five types of 

validity, known as; face, concurrent, predictive, construct and convergent validity (2011, p. 160). These 

five types are mainly of concern with quantitative research therefore the term validity has to be 

“adapted”  (Bryman & Bell, 2011) for qualitative research as that is the nature of this study.  

A definition of validity according to Peter (1979, p. 6) is  “the  degree to which instruments truly 

measure  the  constructs  that  they  are  intended  to  measure.”  Bryman  &  Bell  (2011) argue that validity 

is in many ways the most important criterion of research. To measure what is intended to be measured 

is de degree of validity in order to ensure the integrity of the conclusions drawn from the research. 

The higher the degree of validity the better the collected data is representative for the purpose of the 

study. The authors refer to external validity  which  concerns  the  “generalizability”  of  a  case  study.  The  

question is how a single case study can be representative so the findings even can be applied in general 



                                                                                       

53 | P a g e  
 

to other cases (Bryman & Bell, 2011). Internal validity means there is a good relation between the 

researchers’  findings  and  the  theories  they  develop  (Yin, 2009).   

Each interview started with some control questions about the respondent position, time at their 

current position and a question   on   how   they   rate   their   level   of   knowledge   in   the   company’s  

engagement in CSR. These control question were used to ensure that the respondent possess enough 

knowledge and this could increase the external validity. In order to reach a higher internal validity in 

this study all questions were sent out by email to every respondent before the interview was 

conducted. This made it easier for the respondents to be prepared and support the questions with 

good answers. The questions were conducted with multiple questions about the same subject in order 

to receive answers from different angles about the same subject and this could increase the internal 

validity.  

Face validity means that it is very important when measuring a certain concept that the 

measurement reflects the concept accordingly in order to be understood. This can be established by 

asking people, preferably with a certain expertise in the field of research, whether or not they 

understand the measure and if it reflects the concept (Bryman & Bell, 2011). No matter how face 

validity is carried out, it is always of a subjective nature (Sullivan, 2001).  

The reliability of study depends on the level of repeatability of the results from the study. In other 

words will the study provide similar results on separate occasions (Bryman & Bell, 2011)? Internal 

reliability relies on the similarity of interpreting the findings in case there is more than one observer 

or interviewer, also known as inter-observer consistency. This occurs when there is to some extend 

subjective judgement involved in the interpretation and translation of data (Bryman & Bell, 2011). 

External reliability means the degree to which a study can be replicated. This criterion is hard to meet 

as  it  impossible  to  “freeze”  a  social  setting  and  the  circumstances  of  an  initial  study (Bryman & Bell, 

2011). 

Unreliability problems occur even with the well-developed questions any and every respondent 

may interpret or understand a certain question differently. To increase reliability the interview can 

chose to ask multiple questions addressing different angles on the same subject (Vaus, 2002). 

Some authors suggest that qualitative research should be judged and evaluated by different criteria 

than the ones used in quantitative research. These criteria are proposed as; trustworthiness and 

authenticity. Trustworthiness can be further subcategorized in; credibility, transferability, 

dependability and conformability (Bryman & Bell, 2011).   

Together the degree of validity and reliability create the possibility to make general conclusions 

and recommendations based on the findings. When it comes qualitative research generalization 
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seems to be restricted due to a narrower scope as opposed to quantitative research. It is argued that 

the findings from a small amount of cases can be representative for all cases. Even though that might 

be true it is not the purpose of this study to generalize its findings, but to learn from cases of 

companies who are perceived to be amongst the top preforming ones when it comes to CSR. 

Furthermore to provide advice for companies who wish to develop their CSR activities.   

3.7. Visual summary 
The visual representation of the chosen methodology is displayed below (see figure: 10). The 

research approach is deductive as is builds on previous and overlapping fields in research about CSR. 

As CSR is a very abstract field of research it required a qualitative approach to investigate the 

perception of various companies who are perceived to be well advanced in this subject as the authors 

want to explore and explain the subject from a practical point of view from these companies. To get 

this point of view multiple sources both primary and secondary will be used to build the case study 

with interviews, documentation and archival records.  

 
Figure 16: Visual summary of the methodology 
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4. Results and Analysis 
In this chapter the results from the interviews and other documentation used, such as 
CSR/Sustainability reports from the companies themselves but also from other organizations 
shall be presented and analysed.  

4.1. Interviewed companies 
Interviews are conducted with the following companies; Electrolux, Axfood, TeliaSonera, 

Vattenfall, SAS, Sandvik and Telenor. Google and Skanska provided their input by answering the 

questions via email. The interview transcripts and the answers to the questions send via email can be 

found in the appendix. 

4.1.1. Electrolux Group 

 
Business area: 

Household/professional  

appliances  

 

Forbes CSR top 100: #35  

Forbes Global 2000: #1352 

GRI rating: B (2012 – G3.1) 

 

Sales: SEK 109 billion 

Sales: $ 16.8 billion 

 

Employees: 60.783 

 

Market Value: $ 6.3 billion 

The Electrolux Group is a leading global company in household 

appliances and appliances for professional use. The origin of the 

company can be found in Sweden where it was founded in 1919 and 

where today, the head office is located in Stockholm. On an annual 

basis the company now sells over 50 million products to customers 

located in over 150 markets. The Electrolux group sells these products 

represented by various brands known as; Electrolux, AEG, Zanussi, 

Frigidaire and Electrolux Grand Cuisine. This is being accomplished 

with a workforce of over 60.783 employees. The company aims to 

increase market share and search profitable growth opportunities by 

entering new channels with competitive products, for example by 

entering known growing regions in terms of prosperity such as 

Southeast Asia, Latin America and China. Electrolux implements a 

strategy of innovation, efficiency, faster production and Sustainability 

and aims to include responsible business leadership while providing 

growth with high integrity and social impact and degrease negative 

environmental impact. In 2013 Electrolux realised a revenue of SEK 

109 billion with an operating margin of 3.7% (Electrolux, 2014b). 

 

4.1.2. Axfood 

 
Business area:  

Food retail/ wholesale 

Forbes CSR top 100: # - 

Axfood is a Swedish company in the food retail and wholesale trade 

business. The food retail business is conducted through the two retail 

chains known as Willys and Hemköp. Axfood is a subsidiary of Axel 

Johnson AB. They own 252 stores and in addition collaborate with 

proprietor run stores. The company is one of the largest food retailing 
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Forbes Global 2000: # -  

GRI rating: B (2012 G3) 

 

Sales: SEK 37.5 million 

Sales: $ - 

Employees: 8235 

Market Value: $ - 

companies in the Scandinavian region with in Sweden almost 20% 

market share. The company aims to become the best food retail 

company in the Nordic region. Their strategy is build amongst 5 

cornerstones, which they describe as; profitability, growth, 

customers, sustainable development and employees and 

organization. In 2013 they realised with 8235 employees a revenue of 

SEK 37.5 million with an operating margin of 3.5% (Axfood, 2014c). 

 

4.1.3. Teliasonera 

 
Business area: 

Telecommunication 

Forbes CSR top 100: # - 

Forbes Global 2000: # 316 

GRI rating: 2013 G3.1 B+ 

Sales: SEK 101.7 billion 

Sales: $ 15.6 billion 

Employees: 26.013 

Market Value: $ 32.9 billion 

TeliaSonera is an international telecommunication carrier founded in 

2002 because of a merger between Telia (Swedish) and Sonera 

(Finnish). Telia finds it roots in 1853 and the history of Sonera dates 

back till 1917. Today with the headquarters in Stockholm, it is one of 

the largest carriers in the world. Their strategy is to create 

shareholder value by delivering their services in an efficient and 

sustainable manner by tailoring them for specific customer segments 

in various different countries. These countries are not only located in 

the Scandinavian region but also in emerging countries such as 

Azerbaijan, Georgia, Kazakhstan, Moldova, Nepal, Tajikistan etc. In 

2013 they realised a revenue of SEK 101.7 billion with 26.013 

employees (TeliaSonera, 2014c). 

 

4.1.4. Vattenfall 

 
Business area:  

Energy provider 

Forbes CSR top 100: # - 

Forbes Global 2000: #  

GRI rating: 2013 G4 – unknown 
2012 G3 – B+ 
Sales: SEK 171.7 billion 

Sales: $ - 

 

Employees: 31.819 

Vattenfall is one of the largest European generators en producers of 

electricity and heat. It is a fully owned Swedish state company and 

their main products are electricity, heat and gas. With the later, 

Vattenfall is active in sales. With electricity and heat, the company is 

involved in all parts of the value chain kwon as; 

generation/production, distribution and sales. The generation and 

production of electricity and heat is coming from 6 sources; wind-, 

nuclear-, coal- and hydro power plus natural gas and biomass. The 

largest source of energy is coming from fossil-based power with 46%, 

followed by nuclear power (29%), Hydro power (21%) and wind power 

and biomass represent 4%. The company is located in the Nordic 

countries plus Germany, the Netherlands, France and the UK. With 



                                                                                       

57 | P a g e  
 

 

Market Value: $ - 

31.819 employees in 2013 they realised SEK 171.7 billion in revenue 

with a negative operating profit of SEK 6.5 billion (Vattenfall, 2014b). 

 

4.1.5. Google 

 
Business area:  
Computer services 

Forbes CSR top 100: # 3 

Forbes Global 2000: # 52 

Forbes most innovative 

companies: # 47 

GRI Rating: no reference 

Sales: $ 55.5 billion 

Employees: 47.756 

Market Value: $ 382.5 billion 

Google is the 5th most valuable brand in the world with a brand value 

of $ 47.3 billion (Forbes, 2013). The company is specialised in ICT 

with various services as; search engine, online advertisement, cloud 

computing with various types of software. The company is founded 

in 1998 based on the research project that started its development 

in 1995 by founders Larry Page and Sergey Brin. The first initial public 

offer was on the 19th of august 2004. The company is best known for 

its search engine Google, email service Gmail, video broadcasting 

service YouTube, mobile operating system Android and much more. 

In 2013 they realised a total revenue of $ 55.5 billion with 47.756 

employees (Google, 2014). 

 

4.1.6. Skanska 

 
Business area: 

Construction services 

Forbes CSR top 100: # - 

Forbes Global 2000: # 781 

GRI rating: no reference 

Sales: SEK 136 billion 

Sales: $ 20.95 billion 

Employees: 57.105 

Market Value: $ 9.7 billion 

Skanska is a Swedish company founded in 1887 and they are one of 

the leading companies in the construction groups. Their core sectors 

are construction, development and maintenance. They have four 

main business units: Construction, Residential Development, 

Commercial Property Development and Infrastructure Development. 

Skanska home markets are Europe (Sweden, Norway, Finland, 

Poland, Czech Republic, Slovakia, Hungary and the UK), the U.S. and 

the Latin America. In 2013 Skanska realized a revenue of SEK 136 

billion with 57 105 employees (Skanska, 2014b). 
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4.1.7. SAS (Scandinavian Airlines) 

 
Business area: 

Airline carrier  

Forbes CSR top 100: # 41 

Forbes Global 2000: #  

GRI rating: G3-A+ 

Sales: SEK 42.2 billion 

Sales: $ - 

Employees: 14.127 

Market Value: $ - 

SAS was formed from Det Danske Luftfartselskab A/S, Det Norske 

Luftfartselskap A/S and Svensk Interkontinetal Lufttrafik AB in 1946. 

The head office of SAS is currently located in Sweden. SAS is owned 

for 50 percent by the Swedish, Danish and Norwegian government. 

SAS has 30-50 percent of the market share in their home markets 

which is the Nordic Region, in terms of number of destinations, 

passengers and flights, they are the largest airline in the Nordic 

region. In 2012/2013 they transported 28 million passengers to 120 

destinations with an average of 791 daily flights and they realized a 

revenue of SEK 42.2 billion with 14.127 employees (Flysas.com, 

2014). �When it comes to the investigated perception on the 

company’s  engagement  in  CSR,  they obtain position #41 amongst the 

100 top performing companies in CSR (Smith, 2013). 

 

4.1.8. Sandvik 

 
Business area: 

Industrial equipment  

Forbes CSR top 100: #  

Forbes Global 2000: # 649 

Forbes most innovative 

companies: # 74 

GRI rating: G3-B+ 

Sales: SEK 87 billion 

Sales: $ - 

Employees: 47.000 

Market Value: $ 17.95 billion 

Sandvik is a high-technology and global industrial Group which offers 

various products and services in the business-to-business sector that 

increase and enhance their customer’s productivity, profitability and 

safety. The company was founded in Sweden in 1862. They possess a 

unique expertise in the material technology sector and they have a 

good and extensive insight into the customer processes. Sandvik 

holds a world-leading positions in mainly three areas, known as: tools 

and tooling systems developed for metal cutting, equipment and 

tools for the mining and construction industries and the products they 

offer are advanced for stainless steels, special alloys and titanium but 

also in metallic and ceramic resistance materials. Sandvik operates in 

five major business areas: Sandvik Mining, Sandvik Machining 

Solutions, Sandvik Materials Technology, Sandvik Construction and 

Sandvik Venture. In 2013 Sandvik realized SEK 87 billion with 47.000 

employees in more than 130 countries (Sandvik, 2014b). 

 



                                                                                       

59 | P a g e  
 

4.1.9. Telenor 

 
Business area: 

Telecommunication  

Forbes CSR top 100: #  

Forbes Global 2000: # 330 

GRI rating: G3-B 

 

Sales: NOK 104 billion 

Sales: $ 17.7 billion 

Employees: 33.000 

 

Market Value: $ 33.1 billion 

Telenor Sweden is included in the Telenor group which is one of the 

largest mobile operators in the world located in Norway. They are a 

total supplier in the telecommunication industry and their network 

covers 99 percent of the inhabitants in Sweden. In 2013 they realized 

a total revenue of SEK 12.1 billion with nearly 2000 employees and 

they have more than 2 million subscribers. Telenor-group in total 

provides telecommunication services in 13 markets worldwide, within 

the tele-, data- and media business. Beside these markets, they also 

own 42.95 percent of VimpelCom Ltd. which does business in 17 

markets. Telenor-group markets are located to the Nordic region, 

Central and Eastern Europe and Asia and they are one of the largest 

mobile operator in the world and they have 166 million mobile 

subscriptions in total in their consolidated businesses. In 2013 Telenor 

realized a total revenue of NOK 104 billion with 33 000 employees 

(Telenor, 2014).  

 

4.2. Interview analysis 
To analyse the results from the interviews the method proposed by Phillipson (2013) for analysing 

qualitative data in order to find patterns in the response is used. This is a method that includes 17 

steps that includes transcribing all the interviews and eventually reduce the answers to key words to 

find similarities between the respondents. The result of this 17-step method can be found in the figure 

below (see table 6, table 7). This chapter contains the analysis of the primary data collected through 

the interviews supplemented with information from the various published Sustainability reports by 

the interviewed companies. 



                                                                                       

60 | P a g e  
 

Table 7: Final result of the patern finding analysis Part 1 

  

R1 R2 R3 R4 R5 R6 R7 R8 R9
# Question↓ Response patern #

use sustainability 8

use TBL 2

intergrate social + environmental 
in business / TBL

6

responsibility to stakeholders 1

minimize negative, maximize 
positive impact

1

addressing global challenges 1

we regard our responsibilities and 
business opportunities as one

1

Global policy 6

different markets have different 
focus and priority on elements 
within CSR

2

profitable / sustainable growth 6

minimize negative, maximize 
positive impact

1

being a responsibible company 1

Economic,legal and ethical as base 
line

1

Law is the bottom line 1

philantropic is percieved different 2

priority changes to corporate 
agenda

1

ahead in certain areas 1

can't put in order 2

Price pressure makes economic 
most important

1

opposite order 1

includes other elements 1

Q4B
Do you think the company has 
responsibilities towards society and the 
environment?

Yes 8

undefined 6

dynamic 4

only directly related 3

reaching down the supply chain 1

mitigate/compromise / engage in 
dialoge 

5

very complex 1

there will always be critic 1

be transparant 1

avoids question 3

Respondent→

Q1
How would you define corporate social 

responsibility?
- do you use or prefer other terminology?

Q2 How would you define sustainability?

Q4C
How do you deal with corporate social 

irresponsibility?

Q4
What is the company's purpose to engage in 

CSR?

Q4A
Rate the elements in order of importance 

(economic, legal, ethical and philanthropic)

Q4B2
Could you define limits to these 

responsibilities?

Do you have a global policy for the company's 
engagement in CSR or do you adjust locally?

Q3
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Table 8: Final part of the patern finding analysis Part 2 

 

long term investment 6

CSR is not separate from business 1

sees cost rather than opportunity 5

mainly positive
2

always some negative from 
someone

2

avoids question 2

use sustainability to mitigate other 
areas

3

greenwash
4

high risk, willl solve itself
2

used to be like that but it gets 
much more integrated 3

yes 9

long term performance/ build 
trust/reputation

5

reduce cost 1

reduce risk create opportunity 2

become more mature 3

personel attitude 3

integrate in values / strategy / long 
term vision

4

raise competence 2

no real requirements 1

building reputation takes time 5

yes it is possible 1

Q8
How do you develop, nourish or invest in 
these resources and capabilities?

raise competence/ knowledge 7

Yes 5

partly 3

not yet 3

strategic
4

both 1

surveys/ third party measurments / 
reporting initiatives

6

disclosing results/reports 
4

difficult / intageble 2

it needs to be value adding 1

communication has been bad 1

results need to speak for itself
2

internal communication
2

What does the company emphasize mostly; 
the results of CSR or its communication 

level?
Q11

Q10
How do you measure your results from 

engaging in CSR?

Q4D

How do you perceive CSR activities in general 
by companies who use it for cosmetic 
purposes to improve their reputation 

without any sustainable or strategic intent?

Q5

What resources and capabilities does the 
firm require to engage in CSR?

Q7

Do you think other companies could easily 
replicate or subsitute your resources and 

capabilities?
Q7A

Would you say CSR is embedded in the 
mission/vision/strategy of the company

Q9

Are your CSR activities more for reputational 
intent or strategic intent?

Q9B

Would you engage in CSR if it had a negative 
effect on FP and simultaneously a positive 

effect in SP?

Q6
Do you think by engaging in CSR it 

contributes in the competive advantage of 
the company?

Q4E
Have you seen any negative response from 
stakeholders that can be related to social 

performance?
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Q1 – How would you define Corporate Social responsibility? – Due to the many different ideas 

and conceptions of CSR the interviewed companies prefer to use the term Sustainability as it is better 

commonly understood. CSR is seen as academic terminology rather than a practical business term. 

 

Table 9: Question 1 pattern 

Q2 – How would you define Sustainability? – As already seen in the response to questions 1, 

the conception of Sustainability is preferred over CSR. It is defined by primarily the theory of TBL that 

aims to combine and incorporate the elements; Economic, Social and Environmental into the business 

strategy. Axfood mentions the following definition in their Sustainability report;  “Development that 

meets the needs of the present without compromising the ability of future generations to meet their 

own needs”  (Axfood, 2014b, p. 5). This definition is adopted from the Brundtland Report by the United 

Nations (World Commission on Environment and Development, 1987, p. 37). 

 

Table 10: Question 2 pattern 

Q3 - Do  you  have  a  global  policy  for  the  company’s  engagement  in  CSR  or  do  you  adjust  locally? – 

Most   companies   state   that   they   have   a   global   policy   as   some   argue   that   “doing anything else is 

creating double standards” (Google, 2014a). However some have detected different values towards 

CSR coming from different cultures (SAS, 2014a) as   TeliaSonera   gives   an   example   that   in   “Nordic 

countries mainly Sustainability is a lot about environmental responsibility” (2014a). Another example 

is given by them in their Sustainability report as they have surveyed 100 selected stakeholders from 

different stakeholder groups on their preference and importance on different Sustainability issues. 

Based on their survey the following issues are ordered in order of importance according to the 

stakeholders (TeliaSonera, 2014b, p. 11); 

  

use sustainability 8

use TBL 2
Q1

How would you define corporate social 
responsibility?

- do you use or prefer other terminology?

intergrate social + environmental 
in business / TBL

6

responsibility to stakeholders 1

minimize negative, maximize 
positive impact

1

addressing global challenges 1

we regard our responsibilities and 
business opportunities as one

1

Q2 How would you define sustainability?
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- Anti-corruption 
- Freedom of expression and privacy 
- Customer privacy 
- Respecting labour laws – own and suppliers’ operations 
- Good occupational health & safety practices – own  and  suppliers’  operations 
- Sustainability as part of performance management 
- Protecting children online (from sexual abuse) 
- Fair marketing practices 
- Transparent tax reporting 
- Energy and energy efficiency  

This list could easily change for different companies in different markets and countries. 

 
Table 11: Question 3 pattern 

Q4 – What  is  the  company’s  purpose to engage in CSR? – The main purpose for the interviewed 

companies is profitable and sustainable growth. Sustainability is seen as a prerequisite to understand 

what is important in the various stakeholder groups. Depending on the forces within an industry the 

focus within Sustainability can shift form reducing risk and cost to creating and reaping opportunity. 

The explanations given in Q6 show that this shift is slowly occurring at the moment. The fact that it is 

moving slowly is because to cost and risk side is more tangible and easy to measure than the 

opportunity side which also requires a longer time span. 

Axfood for example, seeks to be a partner to their suppliers in their sustainable work in order 

to maintain a normally accepted business practice with a high ethical standards in their business 

relations (Axfood, 2014b). “Social audits are an important tool for ensuring sound conditions in 

manufacturing, and all suppliers are expected to comply with laws and regulations, and respect 

international conventions” (Axfood, 2014b, p. 2). 

According to the CEO of Sandvik; “For me, it is a fundamental component of our operations, 

providing business advantages and guiding us in our range of responsibilities.”  (Sandvik, 2014b). 

TeliaSonera mentions in their sustainable report that it is important for their customers, employees, 

business partners and owners, that the company is perceived as responsible. Their engagement to 

achieve that, is to confirm that they are acting in line with their shared values, operate according to 

the law and follow international norms for ethical business. To do this they will ensure that everyone 

in their value chain respects their standards and also incorporate a good governance practice 

themselves and apply Sustainability into their daily work (TeliaSonera, 2014b) 

Global policy 6

different markets have different 
focus and priority on elements 
within CSR

2

Do you have a global policy for the company's 
engagement in CSR or do you adjust locally?

Q3
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Table 12: Question 4 pattern 

When it comes to the four elements of CSR proposed by Carroll (Carroll A. B., 1983) which are 

according to him ordered in a fundamental role of importance; Economic, Legal, Ethical and 

Philanthropic, the interviewed companies have a very different and divided idea of their role of 

fundamental importance. Some argue that they are fare ahead of laws and regulation, therefore they 

regard is as less important. Due specific importance in an industry of the aspects of Sustainability (e.g. 

Economic, Social and Environmental) one of the aspects takes the overhand in the CSR activities due 

to for example price pressure or the priority of the elements change because of the corporate agenda. 

The fact the economic aspect does not appear to be the first priority in CSR activities, might be the 

reason  why  various  researchers  fail  to  detect  a  significant  relationship  between  CSR  and  a  company’s  

Financial Performance. On the other hand is hard to detect any growth in Financial Performance 

derived CSR during an economic downturn. The fact that  companies  have  ‘survived’ could very well 

because of the CSR or sustainable activities, as is argued by Skanska (2014a).  

 

Table 13: Question 4A pattern 

Basically all interviewed companies react with a rigid positive yes that they have 

responsibilities towards the society and the environment as they are mutually dependent on each 

other. It is not necessarily perceived to be an obligation but rather it is seen as an opportunity for 

future development even though in Q6 the respondents say it is more about risk management than it 

is about opportunity management and it still needs to evolve in that way. Even though many and most 

of the companies today work with idea and concept of Sustainability, it is rather focussed on reducing 

profitable / sustainable growth 6

minimize negative, maximize 
positive impact

1

being a responsibible company 1

Q4
What is the company's purpose to engage in 

CSR?

Economic,legal and ethical as base 
line

1

Law is the bottom line 1

philantropic is percieved different 2

priority changes to corporate 
agenda

1

ahead in certain areas 1

can't put in order 2

Price pressure makes economic 
most important

1

opposite order 1

includes other elements 1

Q4A
Rate the elements in order of importance 

(economic, legal, ethical and philanthropic)
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the negative instead of reaping the positive. Cost reduction and risk reduction has been the main focus 

instead of long term value creation.    

For   example   “in 2012, socially responsible investors underlined greater expectations on 

Electrolux to focus on human rights”   (Electrolux, 2013, p. 5). For that reason they have the 

responsibility to satisfy and meet their expectations which in this case also benefits the stakeholder 

value. 

 

Table 14: Question 4B pattern 

When it comes to defining the responsibilities or set limits for it, the reactions become a lot 

less solid as they argue that due to changing reporting initiatives and criteria the limits are dynamic 

and changing as the concept of Sustainability and  the  company’s  commitment  to  it  evolves. 

 

Table 15: Question 4B2 pattern 

The concept of CSR is widely discussed for over 60 years in acadamic literature which result in 

a vast number of different definitions of this concept, as is explained in chapter 2.1.1.. Even with a lot 

of research on the subject, it is not a terminology which is used in a business environment. The 

purpose of CSR is for a company to engage in positive socially responsible behaviour. A much less 

investigated subject is on the opposite scale of CSR and is known as CSiR which explores negative and 

irresponsible behaviour. It is argued that “Leaders are more likely to engage in unethical behaviour 

because of the moral credits they believe they have accumulated”  (Ormiston & Wong, 2013, p. 867). 

When the interviewed companies are asked about how they deal with CSiR, the question leads to 

confusion as the concept of CSiR is somewhat completely unknown in the business environment. This 

question could also have been avoided as it seems to a sensitive subject, and rarely disclosed (Lyon & 

Maxwell, 2011). When explained that CSiR can be related to general negative publicity or actions that 

negatively impact the stakeholder’s interest most respondents argue that they engage in dialogue or 

otherwise mitigate the situation. In the case of a severe violation of the code of conduct it could result 

in determination of the relationship with the violating party.  

Q4B
Do you think the company has 
responsibilities towards society and the 
environment?

Yes 8

undefined 6

dynamic 4

only directly related 3

reaching down the supply chain 1

Q4B2
Could you define limits to these 

responsibilities?
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 Examples of CSiR 
Ormiston & Wong refer to the case of BP and the Deepwater Horizon explosion in 2010 

causing one of the biggest environmental disasters in history which is according to them seen 

as  ‘corporate  wrongdoing’  (2013, p. 861).  

Another very big case can be found in the German and Polish division of a Dutch company 

called Imtech. The fraud case has caused a major impact on their reputation and a large 

decline on the stock market resulting in big layoffs and the former involved managers face 

prosecution (Steinglass, 2013).  

Some big companies are known to avoid paying taxes by using clever constructions which are 

still legal. Even though it is legal it could have a negative effect on society (The Guardian, 2009; 

Forbes, 2010; Bloomberg, 2010; Christians, 2014; Fisher, 2014). 

CSiR may not be a well-known subject,  it  could  have  major  impact  on  the  company’s  reputation  and  

further sustainable development if not taking into consideration. 

 

Table 16: Question 4C pattern 

Related to the purpose of engagement in CSR in Q4 of sustainable and profitable growth, most 

respondents would engage in CSR activities if it had a negative effect on their Financial Performance 

(short term) in order to gain positive Social Performance. It is primarly seen as a long term invest. But 

when it comes to valuating the priorty of elements in CSR, the economic interest seems to be of less 

importance amongst some of the respondents as can be seen in Q4A. As the economic element is the 

most basic, important and fundamental element for a business to operate (Carroll A. B., 1983) it is 

somewhat odd that this element is of less importance in CSR and sustainable development. The 

respondents argue that it serves the long term and builds competive advantage and positive repuation 

(see Q6). However when it comes to measuring the results and benefits of this engagement it suddenly 

becomes intangible and based on perception of the stakeholders instead of solid financial 

measurements. Some  of   the  respondents  have  difficulty  determining  KPI’s   in  sustainable business. 

Google   for   example   states   that   “disclosing actual results instead of declarations of intent is to an 

increasing  extent  expected  by  your  company’s  stakeholders” (Google, 2014a).  

mitigate/compromise / engage in 
dialoge 

5

very complex 1

there will always be critic 1

be transparant 1

avoids question 3

Q4C
How do you deal with corporate social 

irresponsibility?
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Table 17: Question 4D pattern 

As Social Performance is based on the perception of various stakeholders it is important that 

the company engages in pro-active dialogue with the stakeholders in order to understand them and 

receive valuable feedback. To the question if the respondents have experienced any negative 

feedback, the main response seems to either avoid the question of argue that they only receive 

postive feedback, which seems very unlikely. TeliaSonera argues for example that there is always 

someone that gives a negative respons to the company even though they are not necessarily  

irresponsible. They give an example as there is a current discussion on their operations in Uzbekistan 

which is known as a thorougly corrupt country. Even though the company has contributed a lot to the 

telecommunication in that country as one of the biggest providers, the fact that they operate in a 

corrupt country is a reason for negative respons by stakeholders (TeliaSonera, 2014a). They address 

this  issue  in  their  most  recent  report;  “We now openly acknowledge the moral dilemmas we face and 

show our criticism. It is only by staying in a market that we can try to advocate change in the country.”  

(TeliaSonera, 2014b, p. 10). For that reseson they enforced a specific anti-corroption policy. 

Furthermore in Moldova for example TeliaSonera is the biggest private company, so the fact that they 

merely operate in that country and and pay their taxes makes them a big contributer to society in that 

country. Some big companies however are known to avoid paying taxes by using clever constructions 

which are still legal (The Guardian, 2009; Forbes, 2010; Bloomberg, 2010; Christians, 2014; Fisher, 

2014). Even though it is legal it could have a negative effect on society in countries who therefore mis 

valueble taxincome and companies do not disclose information on how they are bettering society with 

the money they have saved than the respective governments could. It positively affects the 

shareholder but negatively effects the remaining stakeholders. 

Companies, such as TeliaSonera, argue that they value respons, feedback and constructive 

critisism by stokeholders on their Sustainability performance if they for example do not meet 

expectations (TeliaSonera, 2014b). Valuable feedback can only be provided if a company provides 

transparecy on both positive as well as negative achievements and results. Unfortunately full 

disclosure is not always the case in CR reports (Lyon & Maxwell, 2011). 

long term investment 6

CSR is not separate from business 1

sees cost rather than opportunity 5

Would you engage in CSR if it had a negative 
effect on FP and simultaneously a positive 

effect in SP?
Q4D
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Table 18: Question 4E pattern 

Q5 - How do you perceive CSR activities in general by companies who use it for cosmetic 

purposes to improve their reputation without any sustainable or strategic intent? -  CSR is often 

associated with ‘greenwash’,  or  in  some  cases  it  is  refered  to  as  ‘whitewash’ (TeliaSonera, 2014a) and 

that it only serves  the  company’s  self-interest. Different researchers argue that CSR is used to polish 

the reputation but fail the have a true sustainable or strategic intent (Porter & Kramer, 2006; 

Campbell, 2006) or even ‘greenwash’ a brand or product by disclosing only positive impact on the 

environment and hiding negative impact (Lyon & Maxwell, 2011). Some of the respondents 

acknowledge this is still sometimes the case for different companies who use it as a tool to polish their 

reputation. But it comes at high risk (Skanska, 2014a) and it is a problem which is solving itself 

(TeliaSonera, 2014a) as many of the bigger companies are maturing  in  their  ‘Sustainability journey’  

and process where it becomes a much more integrated part of business strategy (Vattenfall, 2014a). 

It is argued that it is still happening sometimes but that larger companies are not likely to get away 

with it as they could 10 years ago (Sandvik, 2014a). Regulation and legislation has caused CR reporting 

to be mandatory in various countries (Global Reporting Initiative, 2012), it is an important driver in 

growth and quality of CR reporting (KPMG International, 2013; Chatterji & Toffel, 2010). Even still, 

“many   companies   struggle   with   reporting   on   CR   as   they   remain   focussed   on   disconnected  

environmental,  health,  human  resources  and  philanthropic  initiatives”  according  to  C.  Honoré,  partner  

at KPMG in Denmark, (2013, p. 24). According to Sandvik, larger companies cannot get away with 

greenwashing anymore (2014a) and if companies, large or small, still greenwash “they will not get as 

much value out of it” (TeliaSonera, 2014a) so it comes at a “very high risk and ultimately they will pay 

the price with failure” (Skanska, 2014a). Fortunately the gap between leading and lagging companies 

and sectors is narrowing. The mining sector, in which Sandvik operates, produces one of the highest 

average quality in CR reporting (KPMG International, 2013). This could explain why Sandvik had 

sometimes difficulty in understanding and answering the questions based on relatively older but well 

established theories, as companies seem to be moving and evolving faster, especially during the last 

few years, than the academic theories do. 

mainly positive
2

always some negative from 
someone

2

avoids question 2

Q4E
Have you seen any negative response from 
stakeholders that can be related to social 

performance?
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Table 19: Question 5 pattern 

Q6 – Do you think by engaging in CSR it contributes to the competitive advantage of the 

company? – All respondents believe that the engagement in CSR and Sustainability contributes in 

strengthening the competitive advantage of the company as build long term performance, trust and 

reputation (Electrolux, 2014a; Axfood, 2014a; TeliaSonera, 2014a; Vattenfall, 2014a; Google, 2014a; 

Skanska, 2014a; SAS, 2014a; Sandvik, 2014a; Telenor, 2014a). If these activities are strategically used 

it will lead to positive social and reputational capital which further ultimately lead to profitability 

(Google, 2014a). Skanska argued that it has helped them to get through the economic crisis where 

other companies have gone bust (2014a) as they have recognized due to social responsibility and 

environmental Sustainability that “there has been increasing evidence that our clients are choosing us 

not simply on the basis of price or technical expertise”  (Skanska , 2014, p. 5). Yet according to SAS the 

competitive advantage is seen to be gained on the cost side within the company rather than from a 

customer’s  perspective  (SAS, 2014a). So some companies have already shifted from risk management 

to opportunity management, and others have not yet (TeliaSonera, 2014a). Sandvik mentions in their 

sustainable report that sustainable business to them means; “reducing the negative economic, social 

and environmental impact of our activities, while capitalizing on the opportunities that arise from 

integrating Sustainability aspects into our core operations (Sandvik, 2014b, p. 8). SAS mentions in their 

sustainable report that they are convinced  that  “financially sustainable operations require social and 

environmental responsibility, and that, in various ways, work on Sustainability issues contributes to 

value growth and competitiveness”  (SAS, 2013, p. 4). 

 

Table 20: Question 6 pattern 

Q7 – What resources and capabilities does the firm require to engage in CSR? – The non-

financial drivers of CSR and Sustainability can be identified as knowledge, capabilities and 

competence, specifically in the higher / top management. It is argued that CSR has be part of the 

use sustainability to mitigate other 
areas

3

greenwash
4

high risk, willl solve itself
2

used to be like that but it gets 
much more integrated 3

How do you perceive CSR activities in general 
by companies who use it for cosmetic 
purposes to improve their reputation 

without any sustainable or strategic intent?

Q5

yes 9

long term performance/ build 
trust/reputation

5

reduce cost 1

reduce risk create opportunity 2

become more mature 3

Q6
Do you think by engaging in CSR it 

contributes in the competive advantage of 
the company?
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corporate DNA and therefore it has to be in the DNA of the company leaders (Skanska, 2014a) the 

attention of the management is required to develop Sustainability (TeliaSonera, 2014a). “Because 

without management engagement, it becomes difficult to get engagement within the company”  

(Telenor, 2014a).  “Sustainability issues are integrated in all aspects of operations in order to foster 

engagement  throughout  the  organization” (Axfood, 2014b, p. 6) 

 

Table 21: Question 7 pattern 

In regards to RBV (chapter 2.1.5) resources, capabilties and competences are the antecedents 

of competitive advantage, as CSR and Sustainability are seen as part of the competitive advantage, 

according to all the respons in Q6 and and by various authors (Porter & Kramer, 2006), their specific 

drivers are the key to succes. In RBV-theory it is argued that, to create sustainable competitive 

advangtage, the resources, capabilities and competences need to be highly immoble and difficult or 

even impossibe to copy or substitute. Most of the respondents argue that it requires a lot of time to 

build a solid reputation. Perhaps even up to 30 years, as some of the repondents argue that their 

Sustainability efforts   have   been   developing   since   the   90’s   (Skanska, 2014a; SAS, 2014a).  As the 

respons to Q7 shows, knowlegde and management capabilities and competence are the most 

important non-financial drivers of CSR and Sustainability. Therefor investing in knowlegde flow 

between the various stakeholders is becoming increasingly important as the asset of knowledge (e.g. 

knowlegde stock) in general is progressivly depreciating (Deloitte, 2014) 

 

Table 22: Question 7A pattern 

Q8 – How do you develop and nourish these resources and capabilities (or in other words how 

do you invest in the resources and capabilities which are required in the engagement of CSR)? – Most 

of the respondents argue that they are raising the level of competence and knowledge specifically at 

the higher or top management level through training. As argued in Q7, CSR and Sustainability has to 

be part of the DNA of the top level managers and directors, but what about the rest of the employees 

who actually have to execute and accomplish the Sustainability goals set by the top of the company. 

Companies are training the current managers and directors of the companies to raise their 

competence and knowledge in CSR and Sustainability, but what about the future managers and 

personel attitude 3

integrate in values / strategy / long 
term vision

4

raise competence 2

no real requirements 1

What resources and capabilities does the 
firm require to engage in CSR?

Q7

building reputation takes time 5

yes it is possible 1

Do you think other companies could easily 
replicate or subsitute your resources and 

capabilities?
Q7A
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directors as they are currently students or even future students. It is argued by various respondents 

that CSR and Sustainability are very complex issues within companies, issues which dealt with by 

engaging and exchanging knowledge with various stakeholders such as Greenpeace or UNICEF. 

However current business students are not satisfied with the way their subjects is being taught as it 

lacks to properly address management problems currently at hand (The Guardian, 2014; Piketty, 2014; 

Zeegers & Clark, 2014). Luo & Bhattacharya (2006) argue that the returns on CSR to be either positive 

or  negative  depends  on  a  firm’s  corporate  capabilities. 

 

Table 23: Question 8 pattern 

Q9 – Would you say CSR is embedded in the mission/vision/strategy of the company? – The 

vast amount of theory and literature on CSR suggest that it should be a valuable part of corporate 

strategy, but is that actually the case? About have of the respondents argue that it is in fact embedded 

in their mission, vision and strategy of the company, however the other have state that it is only partly 

so and that it is still evolving and developing to be a fully embedded part of the corporate strategy. 

The CEO of Sandvik  argues;  “that Sustainability aspects must be integrated into everything we 

do, and that this is crucial to  Sandvik’s   long-term success”  (Sandvik, 2014b, p. 2) Vattenfall state in 

their   report;   “Sustainability is an integral   part   of   Vattenfall’s   strategy   and   also   a   prerequisite   for  

Vattenfall in its ability to deliver on its strategic focus areas and its goals”  (Vattenfall, 2013, p. 7) 

 

Table 24: Question 9 pattern 

It is argued by various authors such as Porter & Kramer and Lyon & Maxwell  (2006; 2011), 

that CSR is merely used as a selling tool to polish the reputation without serving a real sustainable 

intent. this is considered for example as greenwash or in some cases it is refered to as whitewash 

(TeliaSonera, 2014a). The CSR reports themselves have been percieved to be the vehicles for 

greenwash which exeggerate social and environmental credentials without genuine intent. It is still 

considered a risk but greenwash, and other forms of it, I becoming outdated (KPMG, 2013). Most 

respondents argue that it has a genuine strategic intent, but it also serves the reputation of the 

company. 

Q8
How do you develop, nourish or invest in 
these resources and capabilities?

raise competence/ knowledge 7

Yes 5

partly 3

not yet 3

Would you say CSR is embedded in the 
mission/vision/strategy of the company

Q9
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Table 25: Question 9B pattern 

Q10 – How do you measure your results from engaging in CSR activities? – When it comes to 

measuring the results of CSR many researchers have tried to significantly identify a positive 

relationship between CSR and Financial Performance. The conclusion however is still not very solid as 

some authors argue that if there is a positive relationship it is very mild (Margolis, Elfenbein, & Walsh, 

2009) some detect a negative relation (Lopez, Garcia, & Rodriguez, 2007) other detect a positive 

relationship but add to it that is reputation, which is affected by a lot more than just CSR, is the most 

important mediator (Orlitzky, Schmidt, & Rynes, 2003). The respondents indeed often measure their 

results in CSR based on the perception of various stakeholders. For example the study conducted by 

Reputation Institute which surveyed over 55.000 consumers about their perception of CSR by different 

companies. However some of the criteria discussed by Forbes (Smith, 2013) have no connection to 

CSR itself, such as; company size, based on annual revenue, multinational presence and high 

familiarity. It seems that it is often quite difficult and intangible to measure the results from CSR. As 

researchers have tried to connect CSR to Financial Performance, this type of information is rarely 

disclosed by companies. To measure CSR companies or external organizations measure perception or 

reputation which is highly subjected to a halo effect of other areas than CSR or Sustainability in the 

company. 

 

Table 26: Question 10 pattern 

Q11 – What does the company emphasize mostly; the result of CSR activities or its 

communication level? – Companies have invested heavily in CSR activities (Vlachos, Tsamakos, 

Vrechopoulos, & Avramidis, 2009) due to high pressure from various stakeholders (Kittilacksanawong, 

2011, p. 1211) and multiple stakeholder groups demand managers to devote resources to CSR 

(McWilliams & Siegel, 2001). It has become an undeniable feature in modern business (Oghazi, 2014). 

On the other hand these companies also invest heavily in communicating these activities to create 

awareness and social impact (Luo & Bhattacharya, 2006) which seems to appear paradoxical as the 

money that can be saved can be used to improve CSR or Sustainability. This could improve results 

which some of the respondents aspire as the results could speak for themselves (TeliaSonera, 2014a; 

Telenor, 2014a). Axfood (2014a) for example argues that their communication has been quite bad and 

strategic
4

both 1
Are your CSR activities more for reputational 

intent or strategic intent?

Q9B

surveys/ third party measurments / 
reporting initiatives

6

disclosing results/reports 
4

difficult / intageble 2

Q10
How do you measure your results from 

engaging in CSR?
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that the results do not necessarily speak for themselves as they found out about that when they 

presented their activities at a CSR conference. Other respondents argue that communication needs to 

add value. Sandvik for example argues that they tend to communicate less than before as companies 

tend to be more afraid and careful on what they do and do not disclose and aim their efforts at the 

results themselves instead of the communication (Sandvik, 2014a). 

 

Table 27: Question 11 pattern 

4.3. Secondary data results and analysis 
Because CSR and Sustainability has become such an important and undeniable feature in modern 

business (Oghazi, 2014) due to the pressure coming from various stakeholders (Kittilacksanawong, 

2011) on managers to devote resources to CSR (McWilliams & Siegel, 2001). This has sprouted multiple 

initiatives and dedication of existing and new organizations to aid in understanding, measuring and 

further developing CSR and Sustainability. GRI is now the most used reporting initiatives in the world 

and   “is almost universal” (KPMG International, 2013, p. 12), aiding   and   evaluating   the   company’s  

efforts in CSR and the reporting of the activities by providing reporting guidelines. 

Different trends can be detected when it comes to reporting; 

- Continuous growth over the last decade in CR reporting (Global Reporting Initiative, 2012; 
KPMG International, 2013). 

- The highest growth in CR reporting can be detected in the Asia Pacific region (KPMG 
International, 2013). 

- Integrated reporting is the next step in CR reporting, something which is already mandatory 
in  South  Africa  according  to  KPMG’s  experience  in  that  area  (2013). 

- Not only has the reporting itself but also external validation and assurance is becoming a 
standard practice (KPMG International, 2013). 

- European countries score the highest on quality in their reports with Italy being the best 
reporting country (KPMG International, 2013). 

In the report by KPMG, Survey of Corporate Responsibility Reporting 2013, the authors have asked 

the best performing companies when it comes to CR reporting to share their experience. Some of 

these companies overlap with companies from the CSR RepTrak coverd by Forbes (KPMG 

International, 2013; Smith, 2013). The following advices are provided; 

- The fundamentals for publishing a high quality report is getting solid systems and processes 
to collect data. 

- A board that is personally committed to Sustainability 

it needs to be value adding 1

communication has been bad 1

results need to speak for itself
2

internal communication
2

What does the company emphasize mostly; 
the results of CSR or its communication 

level?
Q11
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- Reaching outside the company to have active stakeholder engagement creates a better 
report. 

- Integrated stakeholder comments lead to significant benefit and credibility 
- Transparency about targets met and targets missed. 
- Integrated reporting will be the new norm. 
- Communication on CR will become more frequent not only in annual reports, reporting and 

communication need to be regarded as to different things 

In a different report (KPMG International, 2012), KPMG has identified 10 global mega forces that will 

affect every business; 

1. Climate change 
2. Energy & Fuel 
3. Material resource scarcity 
4. Water scarcity 
5. Population growth 
6. Wealth 
7. Urbanization 
8. Food security 
9. Ecosystem decline 
10. Deforestation 

These mega forces are called mega for a reason as no single person, company or even country can 

deal with them on their own.  

Furthermore the companies listed by the Reputation Institute and the companies investigated 

by KPMG, are the top performing companies in the world. Therefore they are of course leading when 

it comes to CR reporting and Sustainability. But when it comes to a much broader scope the rate of 

reporting becomes much lower. The Russell 3000 index for example looks at the 3000 largest public 

companies in the US, which represent about 98% of the investable equity market (Russel Investments, 

2014). IW Financial, a leading service provider in research and technology solutions that aid and 

evaluate the environmental, social and governance performance (ESG) of companies, have 

investigated the disclosure of ESG and the rate of reporting based on the Russel 3000 index. They 

found out that the rate of reporting amongst these companies is much lower, 22 % against over 90% 

amongst  the  250  world’s  largest  companies which KPMG investigated (IW Financial, 2014). Therefore 

there is much to learn on Sustainability and reporting by companies who are not amongst the 250 

largest companies in the world. Even amongst the 250 largest companies in the world there is still 

“significant   room  for   improvement”   (KPMG International, 2013, p. 13) as the average score of CR 

reports by those companies is 59/100. The most important areas for improvement can be found in 

the value chain and stakeholder engagement.  

CSR and Corporate Partnership 
To look at CSR and Sustainability from a different point of view, a special guest lecture was 

provided at Linnaeus University in Växjö. A. Danieli, Senior Corporate Officer at UNICEF, provided 
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valuable insight in the process prior to a partnership between a company and a charitable 

organization. An applicable question might be; what happens with corporate philanthropy during an 

economic  downturn?  “UNICEF is proud that its main corporate partners continue to make sound long-

term investments in the next generation despite the recent economic downturn, through strengthened 

support towards child priorities such as basic healthcare, nutrition, social protection, clean water, and 

education. After all, the corporate sector thrives on what successful development work brings – access 

to a healthy educated workforce and consumers, as well as societal stability and peace”   (UNICEF, 

2014). Prior to a partnership companies approach with the three following main requests; the 

company  wants  (1)  ‘to  do  good’,  (2)  ‘to  do  good  and  sell  products’  or  (3)  ‘rent  a  logo’ (UNICEF, 2014). 

Before  a  partnership  is  established,  UNICEF  screens  a  company’s  overall  reputation  and  performance  

to make their potential partnership creates synergy. If a company is associated with a lot of negative 

publicity it might harm UNICEF more than it does good. Furthermore the company must ensure a 

minimal contributing of SEK 1 million, or the equivalent in another currency, in order to ensure a 

company’s   commitment.   As   soon   as   the   partnership   is   established,   many   companies want to 

communicate their contributing to a charitable organization. UNICEF advises to wait patiently on 

actual results derived from their partnership, as communication solely the amount contributed could 

result in negative response by stakeholders with the argument that the amount itself does not provide 

any valuable information other than the intrinsic value of the amount. An often encountered response 

is;  “a  company  of  that  size  could  have  easily  donated  more” (UNICEF, 2014). This shows that CSR itself 

is a very delicate matter which needs to be handled with care and precaution. Perhaps even more so 

when it comes to communication, as Sandvik  tends  to  “communicate  less  and  do  more”  and  believes  

that larger companies are being more careful in their communication (Sandvik, 2014a).  
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5. Discussion 
“Perhaps one of the single most ridiculous aspects of the modern investment landscape is the quest 

for constant good performance. It is as elusive as the mythical  Holy  Grail.  But,  that  doesn’t  stop  the  

vast majority of investors desperately trying to achieve it” (Hinterhuber, 2013, p. 807). When it comes 

to social and environmental performance the same can be detected in many Sustainability/CSR 

reports as they focus primarily on disclosing positive results and accomplishments (Lyon & Maxwell, 

2011) and positive influence the company has in the environmental and social areas. This creates a 

biased and subjective picture and  causes  over  inflation  of  the  company’s  image  (Hindery & Weeden, 

2008). Some companies do however pay attention to cases of CSiR such as BP (BP, 2014) as their case 

is an example that is too big to neglect or hush up. Even if cases of CSiR occur, which they inevitably 

will,   it   is  the  company’s  duty  to  address  them  properly  and not to disregard them and provide full 

transparency. 

Steve Denning calls maximizing shareholder value;   “The   dumbest   idea   in   the  World”   (Forbes, 

2011).  Furthermore  he  states;  “There is only one valid definition of a business purpose: to create a 

customer” (Forbes, 2011). If one considers Sustainability as a product or service a company provides 

through its production, than all the stakeholders together can be considered a customer. Some for 

example provide money by buying products or services, others provide knowledge or information on 

sustainable development through collaboration (for example collaboration with charitable 

organizations). Or knowledge comes from scholars through their studies. Active engagement and 

collaboration with all different stakeholder groups is perhaps the best way to develop Sustainability 

which will be on the long run a more stable way to maximize shareholder value as well. Continuously 

and solely maximizing shareholder value as a primary objective is perhaps the number 1 cause of the 

latest global economic downturn. Unfortunately capitalism makes it very difficult to shift from 

maximizing shareholder value to maximizing stakeholder value, as the rate of return on capital can be 

significantly higher (Piketty, 2014) in addition it is much more tangible and easier to measure. “Growth 

can of course be encouraged by investing in education, knowledge, and non-polluting technologies”  

(Piketty, 2014) however these type of investments do not match up to the growth rate of return on 

capital (Piketty, 2014). That could be a valid reason for companies to see the shareholder as most 

influential and important stakeholder group. It also creates a top-down mentality and attitude 

towards CSR where it is initiated by the top management / board, instead from within by employees 

themselves (CSE) or form external stakeholders. Companies need to shift from shareholder value 

maximization to stakeholder maximizations for all stakeholders which in the long term perspective 

also serves the shareholder. 
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“Create knowledge flow instead of desperately protecting a more rapidly devaluing asset of 

knowledge stock” (Deloitte, 2014). Economic growth, not in financial terms solely but, in terms of 

prosperity as a whole is acquired by knowledge and education. There seems to be a disconnection 

between business students and actual businesses as students are demanding that the 21st century 

business problems, especially related to Sustainability, should be brought to the classroom (The 

Guardian, 2014; Piketty, 2014; Zeegers & Clark, 2014). As stakeholder engagement is one of the parts 

that require most improvement according to KPMG (2013), the collaboration between companies and 

universities, especially when it comes to business studies, could form a valuable asset for both parties. 

“Every organization attempting to accomplish something has to ask and answer the following 

question: What are we trying to accomplish? Or, put even more simply, when all is said and done, how 

do  we  measure   better   versus  worse?   Even  more   simply,   how   do  we   keep   score?” (Jensen, 2002). 

Keeping score in particular seems to be quite difficult for companies, but also for scholars and 

researchers, to determine and pinpoint the benefits related to CSR and the value created. The 

interviewed companies acknowledge it takes 10, 20 maybe even 30 years to develop a solid 

reputation, but by looking at various Sustainability reports the goals which are set out do not seem to 

reach much further than 5  years. 

In 2013 Google is perceived to be nr. #3 when it comes to their CSR reputation. This seems a little 

strange as it is quite difficult to find their activities in CSR, which they also can be secretive about 

(Neatorama, 2009). Many companies have sections dedicated to CSR directly accessible from their 

homepage but not Google.  Furthermore they do not seem to bother with any official reporting (Global 

Reporting Initiative, 2014a). They do however have a webpage16 dedicated to environmental issues, 

but you need to put in some effort to find it. In addition this webpage consists primarily of intrinsic 

values and there seems to be no third independent party evaluating their activities. So what exactly is 

the perception of Google, surveyed by the Reputation Institute17, based on? Their CSR reputation is 

possibly subjected to a ‘halo  effect’  by  their  reputation  in  areas  other  than  CSR.  This of course is not 

only applicable for google but it forms the notion that CSR exceeds, or should exceed, the marketing 

department as the purpose for CSR in theory is to be fully integrated in the corporate strategy with 

the overall reputation as mediator. For  some  of  the  world’s  leading  companies  this  is  still  and  yet  only  

partly true. 

Some big companies are known to avoid paying taxes by using clever constructions which are still 

legal (The Guardian, 2009; Forbes, 2010; Bloomberg, 2010; Christians, 2014; Fisher, 2014). Even 

                                                           
16 http://www.google.com/green/  
17 http://www.reputationinstitute.com/thought-leadership/csr-reptrak-100  
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though it is legal it could have a negative effect on society in countries who therefore mis valueble 

taxincome and companies do not disclose information on how they are bettering society with the 

money they have saved than the respective governments could. It positively affects the shareholder 

but negatively effects the remaining stakeholders. Therefore it is required for companies to become 

more transparent as it is getting an increasingly important part of CR reporting (KPMG International, 

2013).  “CR reports should be balanced and include information on challenges and setbacks as well as 

achievements”  (KPMG International, 2013, p. 8) but most companies primarily disclose only positive 

information (Lyon & Maxwell, 2011). 

Organizations like KPMG are, amongst others, organizations that that asses and assure the 

integrity proclaimed by companies in there annual reports both financial and social. For example in 

the Netherlands KPMG has suffert great damange to their reputation for alleged cases of fraud (Nu.nl, 

2014; The Times, 2014), true or not (KPMG, 2014) the damage has been done, and the integrity has 

been compromised. The fact that many companies primarily disclose only positive information (Lyon 

& Maxwell, 2011) raises the general concern on intergrity and the question what information has been 

delibretaly hidden. 

Based on the theories and concepts discussed the following assumption are made shown in chapter 
2.3; 

- CSR and Sustainability as concepts and practical understanding differ from each other. 
Based on the theories, concepts and the empirical data collected, the assumption can be confirmed 

that the concepts CSR and Sustainability do indeed differ from each other as sustainability has been a 

better adopted concept in business practice with a commonly agreed upon definition.   

- CSR is primarily used as a selling or marketing tool lacking strategic intent. 
Even though is cannot be fully empirically confirmed, based on the confirmation of the previous 

assumption  and  the  literature  reviewed,  this  assumption  seems  to  be  very  plausible  as  it  also  doesn’t  

have a commonly agreed definition and has been disregarded as a viable concept in business practice. 

CSR often fails to become truly strategic and sustainable and can therefore be seen as a mere selling 

or marketing tool.   

- The financial driver is not the sole driver of CSR in a company. 
As  drivers  in  general  to  CSR  are  treated  to  be  in  a  ‘black  box’  as  most  of  the  research  in  CSR  primarily  

investigates the financial driver. It can be confirmed both based on the literature and the empirical 

data that there are other drivers than the financial driver for a company to engage in CSR. 

- Other than increased profitability companies experience other benefits from their 
engagement in Sustainability. 

As it has proven difficult for both companies and scholars to determine a positive financial 

performance  due  to  a  company’s  engagement  in  CSR,  based  on  the  literature  and  the  empirical  data  
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it can be confirmed that companies experience other benefits from their engagement in Sustainability 

such as; competitive advantage and being able to prosper during an economic downturn. 

- Non-financial drivers need to be identified for further development by investing in them. 
As the financial driver itself does not provide a direct opportunity to invest in, the non-financial drivers 

on the other hand do. By investing in the non-financial drivers the company can create a sustainable 

vicious circle in their sustainable development and therefore further improve it. 
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6. Conclusions & contributions 
 

6.1. Answers to the research questions 
In this chapter the conclusions shall be drawn based on the results and findings found in chapter 

5 and discussion in chapter 6. Furthermore these conclusions will provide answers to the research 

question proposed in chapter 1.4. 

- What are the sustainable drivers (e.g. resources and capabilities) for incorporating CSR into a 

sustainable  company’s  strategy? 

When it comes to drivers, the financial driver is often seen as the most important driver for a 

company to engage in CSR. It is therefore been thoroughly researched in order to identify a significant 

positive relationship in Financial Performance in companies who implement CSR activities opposed to 

companies who do not. Also the between financial and Social Performance to identify a positive 

relationship or synergy.  But less so have other drivers and antecedents been as thoroughly 

investigated (Crilly & Loannou, 2014). Other than the financial driver or motive of self-interest, other 

motives have been identified as relational or as moral (Aguilera, Rupp, Williams, & Ganapathi, 2007). 

Drivers in terms of resources and capabilities, derived from the theory of RBV, leading to positive 

financial and Social Performance can be identified through the findings of this study as human capital; 

knowledge, competence and commitment. Competence and commitment is dependent on the higher 

management levels and the board of the company. The sources of knowledge can be found both inside 

and  outside  the  company  and  can  be  obtained  by  engaging  with  all  the  various  stakeholders  like  NGO’s  

and customers but also in knowledge institutions like Universities. “Regulation  drives  growth  in  CR  

reporting” (KPMG, 2013, p. 24; Chatterji & Toffel, 2010) corporations are more likely to act in socially 

responsible behaviour due to mandatory state regulation (Campbell, 2007).   

- What  is  the  initial  purpose  for  incorporating  CSR  into  the  company’s  strategy? 

The most important purpose to incorporate CSR into the strategy of the company is create 

profitable and sustainable growth. Other than that, companies feel they have the responsibility to 

reduce negative impact on society and the environment. They want to create a desirable and 

comfortable working environment for their employees to be proud of. Furthermore they focus on 

understanding the needs and desires from both internal and external stakeholders. The purpose 

however, is somewhat sifting form risk management and reducing cost towards opportunity 

management and creating value and companies are becoming more mature in their Sustainability 

efforts. 

- How does a company measure its financial and Social Performance? and 

- How does the financial and Social Performance contribute to Sustainability? 
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Same as for scholars and researchers, companies struggle with measuring financial and Social 

Performance directly derived from their activities in CSR and Sustainability. Measuring the cost side of 

these activities is tangible and easy to measure, however the profit side on terms of financial and 

social benefit is much more intangible and difficult to measure as it is in many cases an integrated part 

of the strategy of the companies. Therefore the direct benefit of CSR and Sustainability is likely to be 

impossible to measure as it is part of the overall reputation of the company which is subjected to a 

halo effect by others areas. Although it cannot be solely related to CSR and Sustainability some of the 

companies   have   acknowledged   that   because   of   this   they   have   “prospered during an economic 

downturn were others have gone bust”   (Skanska, 2014a). As discussed before this might also be a 

reason why scholars and researchers have difficulty getting hard evidence that shows a significant 

relationship between the implementation of CSR and Sustainability and positive results in both 

financial and Social Performance. 

- How can Sustainability be developed?  
If the purpose of Sustainability is to integrate society into business and vice versa, a good way to 

start is to collaborate more intense with external stakeholders such as with universities. As knowledge 

or information is available wider, easier and faster but also depreciates faster, therefore active 

knowledge flow is required in modern business (Deloitte, 2014). For companies to develop their CSR 

and Sustainability efforts, they need to invest in accusation of knowledge, knowledge between 

stakeholders and capabilities and competences by the company as a whole. With such investments 

CSR and Sustainability develops and becomes more effective to provide value for more stakeholders 

and will ultimately become more profitable for society, the environment and the company itself. 

6.2. Theoretical Contributions 
The model of Carroll with elements on CSR (1979; 1983), shown in chapter 1.1 is already more 

than 30 years old, the authors have updated the model (see figure 12) to serve Sustainability and 

sustainable development. The bottom 4 elements are ordered in the role of importance to serve the 

element of reputation which serves as moderator. The elements, from bottom to top are known as; 

Economic, Legal, Philanthropic, Sustainability and Reputation. These elements shall be further 

explained; 

Economic – the company’s   ability   to   arrange   their   resources,   capabilities   and   competences   in  

order to be profitable. Without this element any company would cease to exist, or could not even 

exist in the first place. This is a required element. 

Legal – the  company’s  profitability is confined to law and regulation (including human rights). If a 

company is unable to operate within the confines of law and regulation it would eventually cease to 

exist. This is a required element. 
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Philanthropy – in the sense of solely donating money to a charitable organization. A company 

make the choice of donating money to charity. It is a choice that requires great precaution as it can be 

considered  an  act  of  ‘greenwash’  if  it  only  serves  the  economic  element  by  overinflating  the  company’s  

image. It could serve the element of Sustainability if it is a collaboration between a company and the 

charitable organization of choice in  order  to  create  synergy  and  improve  the  company’s  operations 

and creates considerable value. This element is a choice which requires great consideration and 

precaution. 

Sustainability – is   the   company’s   ability   to   create   “Development that meets the needs of the 

present without compromising the ability of future generations to meet their own needs”   (World 

Commission on Environment and Development, 1987, p. 37). This element serves the combination of 

the three elements within; Economic, Social and Environmental. The combination of these three 

elements should be embedded in the core strategy and core values of the company. This a desired 

element, which is rapidly becoming standard business practice as it can be considered as a social 

‘license  to  operate’. 

Reputation – is the final element in the pyramid which serves as moderator to the other elements. 

All  business  operations  should  serve  the  company’s  reputation  to  all  its  stakeholders  in  order  to  create  

long  term  development.  The  purpose  is  to  provide  long  term  value  for  all  the  company’s  stakeholders  

and serve them equally. This element moderations all other elements as a superlative. 

 
Figure 17: Sustainability pyramid18 

CSR is foremost regarded as academic terminology rather than a useful concept in business where 

the concept of Sustainability is preferred and applied. Further academic research on the subject in 

                                                           
18 Adapted from the CSR pyramid proposed by Carroll (1979; 1983) 
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general should focus on the development of Sustainability with practical implications rather than 

trying the get a solid grasp on the theoretical concept of CSR which already has multiple and rather 

vague definitions which fail to provide any usefulness in business operation. Companies have moved 

on from CSR to the concept of Sustainability as it has a commonly accepted definition set in the 

Brundtland report of 1987 by the United Nations (World Commission on Environment and 

Development, 1987). Even though it is almost 30 years old, it still serves companies today. 
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7. Limitations, Implications & further research 
 

7.1. Limitations 
The collected data sample included 9 companies of which 8 are Swedish. Of these 8 companies 7 

operate on a global scale. As argued in this report the data sample is focused on Swedish companies 

as they seem to be well advanced in their CSR and CR reporting activities and furthermore because 

they were more willing to contribute to this research. The fact that this research is primarily focussed 

on Swedish companies makes it more difficult to generalize the findings. The purpose of this study 

however is to explore what can be learnt from those companies which are located in one of the most 

prosperous countries in the world and to learn from those companies how CSR and Sustainability can 

be further developed by investing in the non-financial drivers. 

7.2. Implications 
As discussed before, knowledge, capabilities and competences are important drivers and assets 

of 21st century companies in order to develop. Companies have been heavily investing in knowledge 

stock and in addition protecting it via patents, but as it is argued, this asset is more rapidly 

depreciating. Therefore investing in knowledge stock is becoming less profitable and investments 

should be made in knowledge flow because product lifecycles are growing shorter. Investments should 

be made in knowledge flow between the company and all of its stakeholders especially with 

students/scholars and other knowledge institutions such as UNICEF for better sustainable 

development. 

The cases discussed in chapter 6 and in the rest of this report show importance of the relationship 

between CSR, CSiR, the pursuit for Sustainability and the most important moderator of it all; 

reputation. As reputation can be considered the most valuable and important asset of a company, it 

is dependent on the integrity of all internal stakeholders, meaning especially the shareholder, 

investors, top level board and higher management levels as well as all other employees within the 

company. This calls for the necessity of more explicitly teaching the subject of Sustainability and 

business ethics for economic and business students and perhaps even earlier in high schools in order, 

as the society as a whole, to deal with the mega forces that await us. Therefore reputation serves as 

a superlative for the relationship between CSR, CSiR and the pursuit for Sustainability.    

Before employees start working for a company they should be thoroughly investigated on their 

morals and integrity, especially people who apply for high positions in a company as the have the 

potential  ability  to  (deliberately)  harm  the  company’s  reputation.  Prior to their employment directors, 

managers and other employees should sign an agreement in the case that they end up deliberately 
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harming   the   company’s   reputation,   that   they   are   personally   held   responsible.   This could prevent 

employees, even if they are unaware, to engage in CSiR. 

7.3. Further research 
Some companies experience different attitudes in different markets towards CSR and 

Sustainability, were different stakeholders coming from different cultures have a divided opinion of 

what they deem most important for companies to address in their activities. Therefore a cross-cultural 

research is needed of the perceptions on CSR and Sustainability, which could help to adjust specific 

activities in different markets in order to increase efficiency and develop Sustainability. 

Instead of only proving hard evidence to detect a significant positive relationship between the 

implementation and incorporation of CSR and Sustainability and both financial and Social 

Performance, scholars and researchers should focus their expertise on how financial and Social 

Performance as a result of it can be measured. Proving that there is positive relationship only aids the 

company in making a decision, based on one driver, to engage in such activities. This is a decision that 

for  many  of  the  world’s  largest  is  already  been made many years ago, as it has during the last decade 

rapidly evolved into a standard practice. More research now needs to be done on how it can further 

evolve and be developed. 

Reputation is the most important and valuable asset of a company, it is also the most 

important mediator between de relationship of financial and Social Performance (Orlitzky, Schmidt, & 

Rynes, 2003). CSR is part of the reputation, not the other way around therefore one cannot really 

measure reputation solely based on perception on CSR as it is subjected to other parts of the 

reputation caused by a halo effect. Therefore future research could investigate which parts influence 

the reputation and cause the halo effect. And furthermore which parts of CSR have the most effect on 

the overall reputation of the company. This can be investigated as a general subject but also within 

the company itself by surveying their own stakeholder preferences on various Sustainability issues. 

If one looks at nature in general, its power is to balance and restore itself. When taking an 

apple  tree  for  example,  let’s  say  1  tree  has  100  apples  and  each  apple  contains  seeds  which  have  the  

possibility to grow new trees and so on. This embodies exponential and sustainable growth. Perhaps 

the most important question for further research that can be asked is; can a business model be 

invented and implemented that gives more back to society and the environment, referring to the 

mega forces discussed in chapter 5, than it requires to operate and still be economically profitable. 

For example can the CO2 footprint of companies be less than zero (SustainableBusiness.com, 2014). 

Companies today focus on reducing negative impact, which of course is a good thing, but it needs to 

shift from reducing the negative to creating positive as reducing negative does not provide a solution 
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it only postpones the mega forces society has to deal with. If the apple tree would have less than 100% 

rate of reproducing itself, it will eventually die out. 

With this research the authors have identified the most important non-financial drivers of CSR 

and Sustainability according to the interviewed sample. The most important driver is human capital 

to be subcategorized as; knowledge (especially knowledge flow), capabilities and competences. More 

empirical research is required with a broader and more varied sample to verify the identification of 

these drivers. Especially further research is required on how non-financial drivers can be incorporated 

and developed as non-financial drivers are under investigated. Furthermore this research focused on 

the top performing companies in CSR and Sustainability. These companies also happen to be amongst 

the biggest companies in the world, who are in general further advanced. Future research also needs 

to focus on how smaller companies can incorporate and contribute to Sustainability and CR reporting.  
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Appendix 1 Interview Questions 
Formalities 

1. Company name? 
2. Interviewee name? 
3. Position? 

a. Does it represent a position in/or related to CSR? 
b. How long have you been in this position 

 
4. On a scale from 1-7 what is your level of knowledge on the engagement in CSR in the company (1=no knowledge, 

7= high level of knowledge) 
 

5. Do you represent the head office or a sub-division? 
 

Questions 

1. How would you define Corporate Social Responsibility? 
a. Do you use or prefer other terminology? (for example Triple Bottom Line)  

i. Explain why? 
2. Do  you  have  a  global  policy  for  the  company’s  engagement  in  CSR  or  do  you  adjust  locally? 

a. Explain why? 
3. What  is  the  company’s  purpose  to  engage  in  CSR? 

a. If you have to rate the following elements; Economic, legal, ethical and philanthropic aspects in order 
of importance (from most important to least important), how would you rate them? 

i. Explain why in that order? 
b. Do you think your company has responsibilities and/or obligations towards society and the 

environment? 
i. Explain why? 

ii. Could you define limits to these responsibilities and/or obligations? 
c. How do you deal with CSI (Corporate Social Irresponsibility)? 
d. Would you engage in CSR if it had a negative effect on Financial Performance (no matter how big or 

small) and simultaneously a positive effect in Social Performance (no matter how big or small)? 
i. Explain why? 

e. Would you engage in CSR if it had a negative effect on Financial Performance on short term (no matter 
how small) and simultaneously a positive effect on Social Performance for long term (no matter how 
big)? 

i. Explain why? 
4. Do you think by engaging in CSR it contributes in the competitive advantage of the company? 

a. Explain why? 
5. What resources and capabilities does the firm require to engage in CSR? 

a. What makes them important? 
b. Do you think other companies could easily replicate or substitute your resources and capabilities? 

i. Explain why you think that? 
6. How do you develop and nourish these resources and capabilities (or in other words how do you invest in the 

resources and capabilities which are required in the engagement of CSR)?  
7. Would you say CSR is embedded in the mission/vision/strategy of the company? 

a. In what way? 
b. If you have to choose; are your CSR activities more for reputational intent or strategic intent 

i. Explain why? 
ii. (If you say both; which one serves the other?) 

8. How do you measure your results from engaging in CSR activities 
9. What does the company emphasize mostly; the result of CSR activities or its communication level? 

a. If chosen both, which one is of more importance? 
b. Why? 
c. How? 
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Appendix 2: UN Global Compact – The Ten Principles 
 
Human Rights 

Principle 1: Businesses should support and respect the protection of internationally 
proclaimed human rights; and 
Principle 2: make sure that they are not complicit in human rights abuses.   

Labour 
Principle 3: Businesses should uphold the freedom of association and the effective 
recognition of the right to collective bargaining; 
Principle 4: the elimination of all forms of forced and compulsory labour; 
Principle 5: the effective abolition of child labour; and 
Principle 6: the elimination of discrimination in respect of employment and occupation.   
  

Environment 
Principle 7: Businesses should support a precautionary approach to environmental 
challenges; 
Principle 8: undertake initiatives to promote greater environmental responsibility; and 
Principle 9: encourage the development and diffusion of environmentally friendly 
technologies.    

Anti-Corruption 
Principle 10: Businesses should work against corruption in all its forms, including extortion 
and bribery.  

 
 

 


