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AABBSSTTRRAACCTT    
  
Today, companies permanently need to implement solutions aimed at generating 
competitive advantage that allow them to survive and be successful in ever changing 
and demanding markets. Therefore, to focus on customers is a common denominator for 
organizations, aiming to meet their needs and satisfy their expectations.  
 
In this context, society has become one of the players as one of the actors that highly 
influence corporate behavior. Communities have expressed more mistrust of 
corporations' because of various scandals. This has put business ethics in the spot light 
influencing companies to be good corporate citizens, respecting the law but also to 
create good social values and principles. Today, the level of demand goes beyond the 
direct impact of the organizations business to also incorporate how corporations can 
contribute to societal and environmental causes. For corporations, these activities are 
manifested through the concept of Corporate Social Responsibility (CSR). However, 
from a corporate perspective, it is difficult to measure if these changes can have a 
positive impact on a firm. Instead, these contributory practices are mainly measurable 
from a philanthropic perspective. 
 
Therefore, it occurs to be a divergence between the concepts of competitiveness and 
business ethics which consequently raised our research question: How do large 
corporations, involved in philanthropic CSR projects, value the success of these 
projects? 
 
Our purpose with this thesis is to identify how corporations can increase their 
competitive advantage by supporting philanthropic projects. In order to achieve this, we 
have conducted a qualitative study where the collection of the empirical data was done 
through semi-structured interviews with three big corporations. These firms are all 
services providing companies who support social/philanthropic projects. This support is 
assisted by a non-profit organization that deals with social projects around the world 
while at the same time creates social commitment among corporations. 
 
In the theoretical framework, we have presented the concepts of competitive advantage, 
business ethics, branding, stakeholders and CSR as main theoretic pillars. The thesis 
also includes theories that relate these theories to each other, such as “Corporations and 
Society” and “CSR and Competitiveness”.  
 
In previous frameworks we found that there is a gap related to how theories describe the 
link between ethics and competitiveness in contemporary organizations. 
 
Finally in the analysis section we linked the empirical findings to presented theories and 
ultimately created a framework showing the correlation between competitiveness and 
business ethics and CSR. The main conclusions are that business ethics and 
competitiveness can be linked and bridged by the concept of CSR. Unlike previous 
theories we concluded that these two concepts are compatible which means that it is 
possible to get competitive advantage by pursuing social objectives.  
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11..  II��TTRROODDUUCCTTIIOO��  
 
This chapter provides an overview about the research context of this thesis by 
discussion of the concepts developed and the current situation whereby these concepts 
are linked. This discussion culminates in our specific research question and purpose 
statement in order to clarify to the reader which objectives we are pursuing. Finally, 
this chapter is concluded by presenting its limitations.  
 
 
 
 
 
 
 

11..11  BBAACCKKGGRROOUU��DD  
Nowadays in the quest for competitiveness, management has a great amount of 
alternatives and concepts. According to Porter (2006), there is a lot of information about 
what to implement in order to reach competitive advantage, and in this scenario 
converging elements such as project orientation, strategic management, information and 
communication technologies (ICT), productivity and innovation appear among others. 
All of them are seen as effective ways to succeed looking for productivity and 
competitiveness. 
 
Phrases like; “The environment is continuously changing”, “In order to be 
competitive…” or “In order to succeed…” are some of the many statements that are 
taken for granted. 
 
Barney (1991) stressed that the discussion of competitiveness normally focuses on how 
a product or company can get an edge and become superior to their competitor. 
Therefore, it is easier to relate this to concepts such as process efficiency, innovation, 
quality and so on. 
 
On the other hand, according to Werther and Chandler (2004), environmental and 
community issues are matters that today have become more and more necessary for 
companies in order to fulfill customer requirements. Additionally, as part of the new 
way of working, companies need to be more aware and responsible of their operational 
impact, paying more attention to their ethical behavior and prioritizing CSR (Corporate 
Social Responsibility). Therefore, we can conclude that there is a contrast between the 
corporate social impact and competitive advantage within CSR. 
 
Wade (2005) described Corporate Social Responsibility (CSR) as a form of corporate 
self regulation integrated into a business model. Ideally, CSR policy would function as a 
built-in, self-regulating mechanism whereby business would monitor and ensure their 
adherence to law, ethical standards, and international norms. Business would embrace 
responsibility for the impact of their activities on the environment, consumers, 
employees, communities, stakeholders and all other members of the public sphere. 
Furthermore, business would proactively promote the public interest by encouraging 
community growth and development, and voluntarily eliminating practices that harm 
the public sphere, regardless of legality. Essentially, CSR is the deliberate inclusion of 
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public interest into corporate decision-making, and the honoring of what has been called 
the triple bottom line: People, Planet, Profit (Wade, 2005). 
 
Consequently, companies today are concerned about the environment and society's 
expectation which is in line with a growth in demand for “green products” and 
“responsible practices”. A good example of this is the fact that the public in Scandinavia 
have high demands on corporations, where they expect them to be environmentally 
conscious and that they are willing to pay even more for products that meet these 
requirements (Porter and Kramer, 2006). 
 
Furthermore, there are a great number of large corporations whom are developing 
important philanthropic projects within their CSR, which given its altruistic nature are 
not looking for any explicit return on investment. However in some cases, this 
philanthropy is used as a form of public relations or advertising, promoting a company 
brand through cause-related marketing or other high profile sponsorship. 
 
In short, we can conclude that these are two separated matters pushing companies in 
opposite ways. One is the need for increased competitiveness trying to be as profitable 
as possible, and the other is the need to work more with environmental and community 
issues, which is not profitable. Are these two issues compatible at all? Is it possible to 
be more competitive by being more environmentally conscious and community 
contributive? These are the kind of questions that lead us to our research question.  
 
 

11..22  RREESSEEAARRCCHH  QQUUEESSTTIIOO��  
How do large corporations, involved in philanthropic CSR projects, value the outcome 
of these projects? 
 
 

11..33  PPUURRPPOOSSEE  
The purpose of this thesis is to identify how corporations can increase their competitive 
advantage by supporting philanthropic projects. 
 
 

11..44  LLIIMMIITTAATTIIOO��SS  
As CSR is a very dynamic and complex concept it is important to clarify the biggest 
limitation of CSR and philanthropy. In our research question and purpose, the fact that 
we will investigate corporations’ philanthropic CSR approach limits us into a part of 
CSR.  This part, the philanthropic part, is something that is always separated from 
companies’ core businesses. This means that philanthropic projects have no whatsoever 
part of a company’s business and impact on the environment. Therefore it is not 
regulated by law but rather a voluntary action that company’s can decide to carry out.  
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22..  TTHHEEOORREETTIICCAALL  MMEETTHHOODDOOLLOOGGYY  
 
This methodology chapter will present common theoretical aspects of our study in order 
to clarify what approach the thesis takes on. We will start by presenting why we choose 
our subject, followed by our preconceptions that have affected the study and the 
perspective of the thesis. After this is presented we will discuss the research design and 
finish with a section about sources and how we have critically reviewed them. 
 
 
 
 
 
 
 

22..11  CCHHOOIICCEE  OOFF  SSUUBBJJEECCTT  
The idea to write something that combined competitive advantage and business ethics 
came in our minds after both of us had studied the same management course in the 
master program at the Umeå School of Business (USBE). Specifically, one of us has 
prior work experience where issues of competitive advantage were part of the job. The 
other one of us, had studied Business Ethics, also at USBE, and was interested in the 
perspective of business and ethics. Specifically, what drives companies’ to engage in 
social responsibility.  After a meeting we realized that these two concepts were very 
current today, which led us to how corporate social responsibility could coalesce with 
strategies to obtain a competitive advantage. Thus we had collaboratively created our 
focus and aim of the thesis.  
 
 

22..22  AAUUTTHHOORRSS’’  PPRREECCOO��CCEEPPTTIIOO��SS  
According to Bjereld et al. (2002) a research question in a thesis or study is based upon 
the author’s preconception of reality. It is therefore virtually impossible to conduct a 
study without any preconceptions in the studied field. Because people have different 
preconceptions they also respond differently to reality. This is called a frame of 
reference and can be said to guide our actions by limiting our perception and thoughts 
(Lundahl and Skärvad, 1992). Evidently, our frame of reference will influence and 
direct the result of this thesis. It is therefore important that we disclose our 
preconceptions since they can consciously and subconsciously affect it. According to 
Johansson Lindfors (1993) a person’s preconception has three different dimensions; an 
epistemological approach, common preconceptions and theoretical preconceptions. 
These will now be presented and explained, in the same aforementioned order. 
 
 

2.2.1 Epistemological Approach 
Epistemology refers to the nature of knowledge (Fisher, 2004) and specifically concerns 
the question of what is (or should) be regarded as acceptable knowledge in a discipline 
(Bryman and Bell, 2003, p. 13). In general, there are two main research disciplines: 
positivism and hermeneutics (Johansson Lindfors, 1993), and these two disciplines can 
be seen as diametrically opposite (Andersson, 1979) where positivism focuses on 
portraying a phenomenon while hermeneutics wants to interpret a phenomenon 
(Johansson Lindfors, 1993).   
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With an origin from natural science, positivism aims to formulate laws that can account 
for a physical phenomenon.  In turn, natural science is related to mathematics because it 
is based upon absolute universality (Andersson, 1979). In the field, a researcher within 
the positivistic discipline observes reality through experiments or natural situations 
emphasizing objectivity in the process (Hartman, 2004). This means that the 
relationship between the researcher and the studied phenomenon has to be free from the 
researcher’s values (Johansson Lindfors, 1993). Furthermore, a positivist will formulate 
a hypothesis and by empirically testing it can determine if it is confirmed or rejected. 
The purpose for the researcher is to create a recognized law that will explain a cause-
effect relation. A further common way to approach science within this discipline is to 
apply reductionism, which refers to reducing a problem into smaller elements and 
studying these elements one by one (Patel and Davidsson, 2003).   
 
In the hermeneutical discipline, these elements or pieces will be understood in a holistic 
context (Johansson Lindfors, 1993).  According to Hartman (2004), the hermeneutic 
discipline has its origin from the bible where interpretations were used to clarify the 
bibles view of how mankind arose. Patel and Davidsson (2003) stressed that 
hermeneutics has since become a tool for describing and interpreting phenomenon 
become a common methodology in human and social science. This discipline does not 
try to explain how the world is, but merely how it is interpreted and perceived by 
people, which in turn is something that cannot be measured (Hartman, 2004). Patel and 
Davidsson (2003) argued that hermeneutics today is a discipline where the 
interpretation by researchers has the purpose of understanding the foundation for the 
existence of mankind. These can be understood by the manifestation of spoken and 
written language but also by action taken by people. Unlike positivism, a hermeneutic 
researcher will approach a subject or study subjectively from the grounds of his 
preconceptions. These preconceptions should be seen as an asset and not a hinder to 
interpret and thereby understand the studied phenomenon.  
 
Furthermore, in the hermeneutic discipline it is not uncommon to go back and forth 
between smaller elements of the studied context and the whole entity to reach a more 
complete understanding of the subject. The role of a researcher can also change between 
the perspective of the subject studied and the perspective of the interviewer. This is 
applied to develop a better understanding of the problem or phenomenon. Altogether, 
this means that a researcher constantly interprets and re-interprets part of his/her 
material and ultimately this evaluation and re-evaluation will be developed into a 
context or entity. This way of working is called the hermeneutic spiral (Patel and 
Davidsson, 2003). Johansson Lindfors (1993) further stressed that this process to 
change perspective results in a more intrusive gained knowledge of the problem or 
phenomenon studied. 
 
If we relate these two disciplines to our thesis it should by now be evident that we are 
aligned with the hermeneutic discipline because we intend to find out how corporations 
value their implemented CSR projects by determining their motive and perspective of 
the issue. To answer our research question we will conduct several semi-structured 
interviews where the information obtained, based on our subjective view, will be 
interpreted and put into perspective. This is correlated to the very interpretation that the 
hermeneutic discipline advocates. Therefore, we are not trying to test if a correlation 
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can be confirmed or rejected which implies that the positivistic discipline is not relevant 
for this thesis. 
 
Additionally, because the nature of corporation’s strategies and motives are complex, 
we will interpret, re-interpret and also go back and forth between our understandings 
and the understanding and position of the subject to reach a more intrusive knowledge. 
This further aligns us with the hermeneutical spiral aforementioned. By having a 
hermeneutic approach it then becomes important that our preconceptions in play are 
presented. We shall now describe our common preconceptions.  
 
  

2.2.2 Common Preconception 
A common preconception, also called firsthand preconception, refers to what 
experience an individual has gone through and gathered in their life by personal 
experiences, societal influences and education (Johansson Lindfors, 1993).  
 
Relating to our study, one of the writer’s has much more common preconception that he 
brings into the thesis because he has work experience from competitiveness systems. 
Part of his experience has been as a consultant in continuous improvement issues, where 
elements such as productivity and the quest for more innovative and useful competitive 
advantages took him to the situation in which even the unquestionable relevance of CSR 
issues was needed to prove the profitability of this kind of initiatives. 
 
The other author has no prior first-hand experience that can be of significance to the 
thesis. Instead he has gathered more theoretical preconceptions, which will be presented 
below. 
 
 

2.2.3 Theoretical Preconception 
Theoretical preconception; also referred to as second-hand preconceptions, deal with 
experience that individuals gather through theories in textbooks, articles or from 
lectures. Essentially, any theoretical knowledge obtained through reading is part of a 
second-hand preconception (Johansson Lindfors, 1994). Gummesson (1985) argued that 
there are situations and circumstances that prevent individuals from learning things 
first-hand. Therefore, individuals will also have to obtain knowledge on a second-hand 
basis, based on other peoples’ interpretation and experiences, when it is impossible to 
learn first-hand. 
 
If we relate this to us writers, there is mainly one commonality that we share, namely 
we have both studied management at USBE at a graduate level. In this course we have 
both approached the subject of competitive advantage, stakeholder theory and corporate 
social responsibility. This means that we have had a fair idea of these concepts and 
significances prior to writing this thesis. Furthermore, one of us has studied Business 
Ethics at an under-graduate level, also at USBE, where he has gained insight in the 
fields of ethics and social responsibility. 
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22..33  PPEERRSSPPEECCTTIIVVEE  OOFF  TTHHEE  TTHHEESSIISS  
By acknowledging stakeholder- and corporate social responsibility theory the focal 
perspective lies at the hands of corporation’s because this implies that responsibility is 
not at an individual level but organizational or corporate level. Hence, this thesis has 
therefore been written from a corporate perspective. Furthermore, the focus of CSR 
issues normally resolves around stakeholder and other groups interest. The corporate 
perspective is seldom brought into light. Therefore, we found it interesting in this thesis 
to emphasize the corporate view of the matter.  
 
 

22..44  RREESSEEAARRCCHH  SSTTRRAATTEEGGYY  
There are two broad categories of research strategy: qualitative and quantitative. In the 
quantitative approach a researcher collects and measures data, deductively to determine 
whether or not a hypothesis can be confirmed or rejected. This type of approach is more 
black and white, because of the confirmation or rejection of a hypothesis and thereby 
does not consider what is plausible (Bryman and Bell, 2003). By deduction, a researcher 
objectively goes from theory to data to determine if there is a connection, which aligns 
this to the aforementioned positivistic epistemological approach (Johansson Lindfors, 
1993).  
 
The qualitative research strategy advocates the use of discourse to obtain and analyze 
empirics. Qualitative strategy also has an inductive approach which means that research 
generates theories unlike the deductive approach where theories generate research. This 
line of strategy is related to the hermeneutic approach and also constructionist view of 
knowledge. The latter means that the social reality is dynamic and thereby constantly 
changing as individuals are the social constructors. This line of reasoning is from an 
ontological perspective called social constructionism. The opposite of social 
constructionism is called objectivism and emanates from the position that social entities 
should be considered as objective entities with a reality that is external from social 
actors (Bryman and Bell, 2003). As previously stated, from an ontological perspective, 
we have a social-constructionist view because we believe that the reality is constructed 
by the preconceptions and actions of its social actors. 
 
In this thesis we aim to see how corporations value their CSR projects. We are therefore 
positioned closer to a qualitative strategy which we in turn believe is the best way of 
approaching our research because we intend to interpret our findings. The qualitative 
strategy is however not without implications and we shall now discuss these. 
 
 

2.4.1 Qualitative Strategy 
As our research question states: How do large corporations, involved in philanthropic 
CSR projects, value the success of these projects? Given this, our thesis aims at creating 
a comprehension of how corporations take the matter of CSR into their business and 
also if they have the ability to reap the benefits and create a competitive advantage from 
their supported projects. If we would have conducted a quantitative study we would not 
be able to make any conclusions about how corporations value the use of CSR. In such 
a scenario, the only thing we would be able to determine would be whether or not CSR 
can be beneficial. Instead of just determining if something exists or not, we would like 
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to conclude why CSR is used and if it is used to gain competitive advantage for our 
participating corporations’.  

In addition, as we set out to determine how our participating corporations’ philanthropic 
CSR projects are valued it is our opinion that a quantitative study would not be able to 
explain the nuances in the corporation’s beliefs concerning this. Alternatively, the 
option of having a qualitative and quantitative strategy exists. However, given the short 
timeframe (10 weeks) of this study and the extensive workload such an assignment 
requires, we believe it is out of the question to conduct such a study. 
 
Maxwell, (2005) argued that in a qualitative study with a constructivist view, like ours, 
the main concern resolves around how the respondents create meaning in an active 
manner. It is therefore of essence that the researchers are very open and perceptive in 
their pursuit of qualitative data. Essentially, any observation, casual conversation or 
formulated interview can hold information that might be valuable and valid for our 
thesis (Maxwell, 2005). Furthermore, to be able to answer our research question it is 
important that we get sufficient access to the participating corporation’s and build a 
good relationship with them (Maxwell, 2005) so that our questions will be answered 
truthfully. To achieve this we have used a mutual third-party that the participating 
corporation’s are working with in their philanthropic projects. This company is called 
Social Initiative and works with finding CSR projects for corporations to be part of and 
our selected companies are in fact clients to Social Initiative. We believe that this will 
grant us better access to the explored corporation’s. It should be noted that this company 
is not a taskmaster and therefore cannot direct our thesis in any way. 

As for method of qualitative strategy we have chosen to conduct semi-structured 
interviews with employees higher up in the corporate hierarchy. The semi-structured 
interviews contains pre-made questions but are also open towards the possibility of 
pursuing additional information that a respondent might give (Saunders et al., 2003). By 
conducting semi-structured interviews the respondents can be more at ease and discuss 
things that he/she values. This brings forth a more informal atmosphere where 
researchers can come closer to their interviewees and better understand the context of 
their opinions (Bryman and Bell, 2003).  
 
 

2.4.2 Critique of qualitative Strategy 
So far we have argued for the use of a qualitative research. However, there are always 
two sides to a story and qualitative research is not without constraints and 
disadvantages.  We shall now identify the disadvantages and possible constraints.  For 
example, quantitative researchers have argued that qualitative research can become too 
subjective and skewed, emphasizing the risk of becoming biased (Maxwell, 2005). As 
we wrote about above the embracement of preconceptions is a prerequisite in this 
research. A qualitative researcher sees this as an asset and not a hinder (Patel and 
Davidsson, 2003) whereas a quantitative researcher will view it as a potential hinder. In 
an attempt to not become biased or skewed we have always made joint decisions and 
never carried out anything that the other part could not agree too.  

Bryman and Bell (2003) argued that qualitative studies sometimes lack transparency. 
By this they refer to the problem of insight into the study’s structure and choices that 
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has been taken concerning the interviewees. To prevent this problem we will try to be 
open and as forthcoming possible to attempt to gain transparency. 
 
 

22..55  IITTEERRAATTIIVVEE  AAPPPPRROOAACCHH  
As written above in the research strategy chapter, the nature of a qualitative strategy 
normally advocates the use of an inductive derivation of empirics. This basically means 
that conclusions are drawn from the observation which is the empirics. However, we 
cannot determine with an absolute certainty that all our theories will be relevant before 
we have conducted our interviews. Furthermore, the direction of the interviews might 
take a direction that we have failed to theoretically emphasize. To solve this matter we 
will apply an iterative approach to derive conclusions. This implies that we shall use 
deductive as well as inductive means to gain knowledge. In practice, it means that once 
we have collected relevant theories and carried out our data collection we leave room to 
complement our theoretical base by adding more theories (Bryman and Bell, 2003).   
 
In this study, we have started by searching and collecting relevant theories to narrow 
down the studied phenomenon and shape the research method, ultimately culminating in 
a research question.  With our theoretical findings we were able to create theoretical 
themes that we applied to an interview guide and later analysis. The deductive phase of 
the thesis became relevant after our interviews, where the empirics collected made us to 
complement consisting theories. In this process we could also exclude some old theories 
that were not relevant. For example, theories about corporate social responsibility and 
profitability which we did not find any empirical grounds for.  

By being iterative in our approach we have left room for new concepts that appeared 
and also we have been able to develop a more profound theoretical framework which 
would not have been the case with a pure inductive approach. In sum, the iterative 
approach has been an asset to the study because we have been able to perfect existing 
material and also discard not relevant theories. 
 
 

22..66  SSEECCOO��DDAARRYY  SSOOUURRCCEESS  
In any study there will be primary and secondary sources. In our case, primary sources 
refer to empirics we have collected from our interviews, while secondary sources refer 
to theoretical material collected and used from books, articles or the internet (Bryman 
and Bell, 2003). In theory, researchers like Bryman and Bell stressed that it is preferable 
to use as much primary data as possible limiting the secondary data. In practice, this has 
proven to be quite difficult because of the limited amount of time and money for our 
thesis. However, Bryman and Bell (2003) also stressed that there are secondary sources 
with high acceptable standards. Therefore, we can conclude that it is not necessary to 
solely rely on primary sources nor are we in a position were we can conduct and create 
all our own theories.    
 
Therefore, we extensively used secondary sources of information through articles, 
books and the internet. To obtain this information we have mainly used Umeå 
University’s library. For example, through the library database we have been granted 
access to databases like: Business Source Premiere, Emerald, EBSCO, Sage and Jstor. 
In these databases we have specifically searched for keywords like: “stakeholder 
theory” , “corporate social responsibility”, “corporate social responsiveness”, 
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“competitiveness”, “competitive advantage”, “resource based view” etc. to get material 
that we have found relevant for our thesis theoretical framework. This search was in 
some cases successful and in others less fortunate. When we read these articles and 
found interesting points of view that were referenced to other authors’ work we have 
tried to find those articles, for example, through Google’s scholar function. By doing 
this we believe have reached a more satisfactory level of theories. Furthermore, this has 
helped us find relevant information beyond just using the search engine of the library. 
Altogether, we have strived to use only articles that have been peer reviewed and 
published. However, a small amount of articles have not been published in scientific 
journals. These have been used in a background or argumentative context and therefore 
have not affected our theories. For example, Milton Friedman’s article which is opposed 
corporate social responsibility. To find relevant books we have used the ALBUM search 
function at the Umeå University library, Google’s online book archive, and in some 
cases textbooks that we have previously been exposed to in education at Umeå 
University.  
 
 

2.6.1 Critique of secondary sources 
To obtain information is not without implication. It is important to take into 
consideration that the found information is both reliable and valid to prevent the 
material to be subject to garble or other false premises. It is therefore important that the 
information was accessed from reliable sources and is related to the study and 
furthermore that it is presented in our thesis as close to the original as possible so that 
the actual meaning is accurate (Mason, 1996). To prevent this we have been very 
careful to use other sources than peer-reviewed and also strived to always obtain the 
original source of a theory so we not misinterpret the actual meaning.  
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33..  TTHHEEOORREETTIICCAALL  FFRRAAMMEEWWOORRKK  
 
In order to address our research we will now present a set of relevant theories about 
competitiveness, stakeholders, business ethics and corporate social responsibility 
(CSR). These theories will later be combined with our empirical findings in order to 
analyze and make conclusions.  
 
 
 
 
 
 
As previously mentioned in the introduction, the quest for competitiveness, social 
awareness and the increasing demands put on corporations of their role in society 
creates a special scenario where corporations need to build and maintain competitive 
advantages while at the same time not losing sight of ethical implications. First, our 
theoretical framework begins with resource based theory and the concept of competitive 
advantage.  Then, concepts of business ethics, theories about the relationship between 
corporations and society, concepts of stakeholders, definition and viewpoints about 
corporate social responsibility (CSR)  and the definition of branding follows. Finally, 
we present the link between CSR and competitiveness. These are presented in the same 
order as our figure below. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

Figure 1: Theoretical Model 
Authors own creation. 
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33..11  RREESSOOUURRCCEE  BBAASSEEDD  VVIIEEWW  TTHHEEOORRYY  ((RRBBVV))  
According to Barney (1991) it is a fact that a simple analysis of strengths, weakness, 
opportunities and threats (SWOT) is not enough to structure the sources of sustained 
competitive advantage. This is because this analysis has placed little emphasis on the 
impact of idiosyncratic attributes of a firm’s competitive position, such as the 
strategically relevant resources they control, the mobility of these resources and the 
strategies they pursue. 
 
The Resource Based View (RBV) (Barney, 1991), assumes that firms within an industry 
(or group) may be heterogeneous with respect to the strategic resources they control, 
and that these resources may not be perfectly mobile across firms, and thus 
heterogeneity can be long lasting. The resource based model of the firm examines the 
implications of these two assumptions for the analysis of sources of sustained 
competitive advantage. 
 
Firm resources include all assets, capabilities, organizational processes, firm attributes, 
information, knowledge, etc. (Daft, 1983). Consequently, within a firm, by conceiving 
their resources and abilities they can deploy proper strengths and implement strategies 
that that yields effectiveness and efficiency (Learned et al., 1969; Porter, 1981). Firm 
resources are therefore said to be at the foundation of competitive advantage.   
 
In order to understand sources of sustained competitive advantage, it is necessary to 
build a theoretical model that begins with the assumption that firm resources may be 
heterogeneous and immobile. Of course, not all firm resources hold the potential of 
sustained competitive advantage. To have this potential, a firm's resource must have 
four attributes: (a) it must be valuable, in order to exploit opportunities and/or 
neutralizes threats in a firm’s environment, (b) it must be rare among a firm’s current 
and potential competition, (c) it must be imperfectly imitable, and (d) there cannot be 
strategically equivalent substitutes for this resource that are valuable or imperfectly 
imitable (Barney, 1991). 
 
A positive reputation of a firm, for example, among customers and suppliers, has also 
been cited as a source of competitive advantage (Porter, 1980). If only a few competing 
firms have a good and solid reputation, then they are said to be rare. In general, the 
development of a positive reputation usually depends upon specific- and difficult to 
duplicate, historical settings. If a firm has a positive reputation based on historical 
important events, chances are that their reputation is imperfectly imitable. In addition, 
positive firm reputations’ can be thought of as informal social relations between firms 
and key stakeholders. Such informal relations are likely to be socially complex, and thus 
also imperfectly imitable (Klein and Leffler, 1981). 
 
Having presented the general conception about the Resource Based View theory, it is 
important go into more detail of competitive advantage in order to understand what kind 
of resources  that could be considered as competitive advantages and later on, to 
compare these with the concept  of corporate social responsibility. 
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33..22  CCOOMMPPEETTIITTIIVVEE  AADDVVAA��TTAAGGEE  
The defining challenge of competition has changed, especially in advanced countries 
and regions. A decade ago, the challenges were about restructuring, cost reduction and 
increased quality. Today, this continued improvement of operations is taken for granted, 
and many companies can buy and implement the best technology. In developed 
countries, to manufacture products using standardized methods cannot achieve a 
sustainable competitive advantage. Therefore, to be able to compete on a national as 
well as international level, companies must be able to innovate in the global vanguard. 
They must create and market a range of new products and processes that move the 
cutting edge of technology rapidly forcing their rivals to match this developing speed 
(Porter, 2006). 
  
Around the world, companies that have achieved international leadership employed 
strategies that differ from each other in every respect. But while every successful 
company will employ its own particular strategy, the underlying mode of operation, the 
character and trajectory of all successful companies is fundamentally the same. 
Companies achieve competitive advantage through acts of innovation. They approach 
innovation in its broadest sense, including both new technologies and new ways of 
doing things (Porter, 1990). They perceive a new basis for competing or find better 
means for competing in old ways. Innovation can be manifested in a new product 
design, a new production process, a new marketing approach, or a new way of 
conducting training. Much innovation is mundane and incremental, depending more on 
accumulation of small insights and advances than on a single, major technological 
breakthrough. It often involves ideas that are not even “new” that have been around, but 
never vigorously pursued. It always involves investments in skill and knowledge, as 
well as in physical assets and brand reputations (Porter, 2006).  
 
Some innovations create competitive advantage by perceiving an entirely new market 
opportunity or by serving a market segment that others have ignored. When competitors 
are slow to respond, such innovation yields competitive advantage (Porter, 1990). In 
international markets, innovations that yield competitive advantage anticipate both 
domestic and foreign needs. On the other hand, innovations that respond to concerns or 
circumstances that are peculiar to the home market can actually slow down international 
competitive success (Barney, 1991). 
 
Ansoff (1965, p. 47) broadly defined competitive advantage as the properties of 
individual product/markets which will give the firm a strong competitive position. 
Uyterhoeven, Ackerman, and Rosenblum (1973) and Hofer and Schendel (1978), refer 
to competitive advantages as the manner in which a firm applies its skills and resources 
to an individual product or market. 
 
Porter’s (1985) book titled Competitive Advantage propelled the concept of competitive 
advantage into popular business vernacular. Porter did not articulate a definition of the 
concept but explained that a competitive advantage refers to organizational factors that 
enable a firm to outperform its competitors. As such, Porter (1985) argued that 
sustaining competitive advantage should be the central purpose of an organization’s 
competitive strategy and that creating value is the means to attaining it. Essentially, 
competitive advantage grows out from the value a firm is able to create for their buyer 
that exceeds their cost of creating it. Value is what buyers are willing to pay, and 
superior value stems from offering lower prices than competitors for equivalent benefits 
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or providing unique benefits that more than offset a higher price (Porter, 1985). Porter’s 
(1985) arguments reflect the common Strengths, Weaknesses, Opportunities, and 
Threats (SWOT) framework for assessing competitive advantage.  
 
King (2007) argued that firms sustain competitive advantage when their competencies 
possess strong causal ambiguity because competitors are less likely to identify or 
understand such competencies well enough to imitate them. Other authors like, 
Lippman and Rumelt (1982) stated that a firm is said to have a sustained competitive 
advantage when it is implementing a value creating strategy not simultaneously being 
implemented by any current or potential competitors and when these other firms are 
unable to duplicate the benefits of this strategy. A competitive advantage is sustained 
only if it continues to exist after efforts to duplicate that advantage have ceased 
(Lippman and Rumelt, 1982). 
 
With few exceptions, innovation is the result of unusual effort. The company that 
successfully implements a new or better way of competing pursues its approach with 
dogged determination, often in the face of harsh criticism and tough obstacles. In fact, 
to succeed, innovation usually requires pressure, necessity, and even adversity: the fear 
of loss often proves more powerful than the hope of gain. Once a company achieves 
competitive advantage through an innovation, it can sustain it only through relentless 
improvement. Almost any advantage can be imitated (Porter, 1990). 
 
Competitors will eventually and inevitably overtake any company that stops improving 
and innovating. Sometimes early mover advantages such as customer relationships, 
scale of economies in existing technologies, or the loyalty of distribution channels are 
enough to permit a stagnant company to retain its entrenched position for years or even 
decades. But sooner or later, more dynamic rivals will find a way to innovate around 
these advantages or create a better or cheaper way of doing things. Consequently, the 
need for change should remain salient in every active firm (Porter, 1990b). 
 
According to Porter (1990b), ultimately, the only way to sustain a competitive 
advantage is to upgrade it to move to more sophisticated types. First, a company must 
adopt a global approach to strategy. It must sell its product worldwide, under its own 
brand name, through international marketing channels that it controls. A truly global 
approach may even require the company to locate production or R&D facilities in other 
nations to take advantage of lower wage rates, to gain or improve market access, or to 
take advantage of foreign technology. Second, creating more sustainable advantages 
often means that a company must make its existing advantage obsolete even while it is 
still an advantage (Porter, 1990b). 
 
At one point, even successful companies tend to develop a bias for predictability and 
stability; they work on defending what they have. Change is tempered by the fear that 
there is much to lose. The organization at all levels filters out information that would 
suggest new approaches, modifications, or departures from the norm. The internal 
environment operates like an immune system to isolate or expel “hostile” individuals 
who challenge current directions or established thinking. Innovation ceases; the 
company becomes stagnant; it is only a matter of time before aggressive competitors 
overtake it (Porter, 1990). Barney (1991) affirmed that it is not period of calendar time 
that defines the existence of a sustained competitive advantage, but the inability of 
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current and potential competitors to duplicate that strategy that makes a competitive 
advantage sustained. 
 
After having elaborated and discussed the concept of competitive advantage we will 
now present and discuss the concept of business ethics. 
 
 

33..33  BBUUSSII��EESSSS  EETTHHIICCSS  
The concept of business today is a general term that leaves few question marks. With 
the risk of losing it’s origin by becoming too generic, we intend to define it.  Drucker 
(1974) argued that knowing what a business is requires to first knowing the purpose of a 
business. According to Drucker (1974, p. 61) its purpose must lie outside itself. In fact, 
it must lie in society since business enterprise is an organ of society. There is only one 
valid definition of business purpose: to create a customer. Consequently, knowing the 
purpose we can then determine what a business actually is. According to O'Sullivan and 
Sheffrin (2003, p. 29) a business (also called a firm or an enterprise) is a legally 
recognized organization designed to provide goods and/or services to consumers.  In 
the start-up phase of a business enterprise, the founder or founders, i.e. owner(s) or 
shareholder(s), have two goals: […] one a narrowly defined customer-focused goal, the 
other a goal of financial viability and possible personal rewards (Bloisi et al., 2003, p. 
42). By personal rewards Bloisi et al. (2003) referred to satisfying the owner with 
financial profits. Having concluded what business is and why it exists we shall now 
look into the concept of ethics.  
 
Crane and Matten (2007, p. 8) claims: ethics is concerned with the study of morality and 
the application of reason to elucidate specific rules and principles that determine right 
and wrong for a given situation. By morality the authors refer to norms, values, and 
beliefs that are embedded in social processes which define right and wrong for an 
individual or a community. From this perspective, morality can be said to precede 
ethics. Simply put, ethics is then about the form of rationalization of morality into 
generalized normative rules. These rules will help an individual to make proper 
solutions in situations of moral uncertainty.   By codifying a solution based on the set 
rules, an individual has created an ethical theory which will help him/her to solve 
potential problems of ethical origin in the present and future (Crane and Matten, 2007).   
 
At first glance, the thought of business and ethics may seem provoking. In fact, Collins 
(1994) raised the question whether business ethics is an oxymoron or not. This is 
because he saw tendencies of unethical business practices and therefore felt combining 
the concept of business and ethics contradictory. This would implicate that business and 
ethics cannot be combined, which is an argument we authors oppose because of the 
tendency to see things from a black and white perspective. One should also bear in mind 
that business corporations are in fact run by people for people. Therefore, to infer that 
business is unethical would mean that people are unethical or bypassing their ethical 
stance at work. At the same time one should have no illusions that business corporations 
cannot act irresponsible or unethical. The unethical malpractice of Nestlé during 1970, 
when marketing their baby milk formula to developing countries in Africa, is one clear 
case of this (The Baby Food Tragedy, 1973). To clear any ambiguity concerning this 
concept we will in this thesis refer to Business ethics as:  
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The study of business situations, activities, and decisions where issues of right and wrong 
are addressed (Crane and Matten, 2007, pp. 5). 
 
According to the authors the emphasized ‘right’ and ‘wrong’ here refers to what’s morally 
right or wrong not financially, strategically nor commercially right or wrong. However, to 
act morally ‘right’ may not be equivalent to abiding the law. The law can be seen as the 
minimum requirement of behavior that humans have to abide to. However, many morally 
contestable issues in life are not directly covered by the law. In fact, in many cases people 
or corporations can act morally wrong and still not break the law. For instance, a 
pharmaceutical corporation deciding not to sell a cure for a disease in a developing country 
because they lack the financial means to pay, or a makeup producer testing their new 
products on animals, are not breaking the law but their actions can be morally contested. It 
is for this reason Crane and Matten (2007) claims that business ethics begins where the law 
ends because it deals with those issues that go beyond the law or where conflicting values 
of what’s right or wrong appear.  This area is what Crane and Matten (2007) refers to as the 
grey area in the figure below.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 2: The relationships between ethics and the law. 
Edited and adopted from: Crane and Matten. (2007), Business Ethics: a European perspective: managing corporate 
citizenship and sustainability in the ages of globalization, (2

nd
 ed.), Oxford: Oxford University press. P. 7 fig. 1.1 

 
 

33..44  CCOORRPPOORRAATTIIOO��SS  AA��DD  SSOOCCIIEETTYY  
One of the instigating factors for increased attention concerning corporations’ social 
responsibility is related to the business scandals that occurred throughout the last decade. 
For instance, the Enron and Worldcom scandal in the US and the Skandia scandal in 
Sweden are all examples of corporate irresponsibility and malpractice (Grafström, Göthberg 
and Windell, 2008). These cases showed how corporations took liberties and acted 
unethical where the law had not been constituted to regulate and uphold. Instead, 
corporations operated in what we referred to above as the grey area. These events have 
clearly brought up the issue of corporate motives and responsibility, questioning short term 
goals that interfere with society or take advantage of it.  
 
To say broadly that businesses and society need each other might seem like a cliché, but it 
is also the basic truth that will pull companies out of the muddle that their current 
corporate-responsibility thinking has created (Porter and Kramer, 2006, p. 83).  
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For example, successful corporations need a functioning and healthy society that can 
contribute with a productive workforce. In turn, having a productive workforce requires the 
society to have a well functioning education, health care and equal opportunity system.  In 
addition, with safe products and good working conditions more customers are attracted and 
the cost of internal accidents will be significantly lower. From the other perspective, healthy 
societies also need successful corporations. In the business sector, as for creating jobs, 
wealth and innovations that ultimately increases people’s living standard, there is no more 
efficient player than the corporation (Porter and Kramer, 2006).  Every action taken by a 
corporation has effects, positive or negative social consequences, on the very community 
they operate in. Porter and Kramer (2006) argued that leaders of businesses and societies 
have mainly focused on these consequences, neglecting the points of intersection that 
connects corporations and societies. They further advocate that there is a mutual 
dependence between corporations and societies where the two’s policies should coalesce in 
a shared value. For instance, if a corporation pursues an interest that is beneficial for them 
at the expense of society, their temporary gain will undermine the long-term prosperity of 
both parts (Porter and Kramer, 2006).     
 
At the same time, society demands and expectations on corporate social responsibility 
practices is not static. The way we perceive corporations responsibility is constantly 
changing driven by the changes of society which further complicates the issue. (Grafström 
et al., 2008). As a result, both consumers and pressure groups seem to increase their demand 
on corporations acting ethically more responsibly and environmentally friendly. In addition, 
media’s higher coverage of corporate malpractices further emphasizes ethically just 
behaviors. In fact, some firms see pursuing ethical goals or at least being perceived as 
pursuing ethical goals, good for business. (Crane and Matten, 2007). Here we are dealing 
with two different sides of the same coin. From the perspective of society, i.e. the ethical 
expectations of the opinion, consumers, pressure groups and media, comes the theory of 
Stakeholders and from the perspective of corporations being ethically conscious and 
environmentally friendly comes the theory of Corporate Social Responsibility (CSR). These 
two are therefore inextricable linked and can be seen as cause (how society, interest groups 
etc. strive for ethical and sustainable approaches) and effect (corporations willingness to act 
ethical). To further elaborate these two theories they will be presented below, starting with 
stakeholder theory. 
 
 

33..55  SSTTAAKKEEHHOOLLDDEERR  TTHHEEOORRYY    
Even though the word ‘stakeholder’ was mentioned back in the 1960s, stakeholder theory is 
ascribed to Edward Freeman (1984) who developed it during the 1980s (Crane and Matten, 
2007). As we stressed above it starts from the perspective of how various groups of 
stakeholders, i.e. interests groups, consumers, employees etc., believe that corporations 
have a responsibility towards them (Freeman, 1984). The theory emphasizes a change from 
the past focal viewpoint of corporations only answering to shareholders to instead 
answering to stakeholders because they too have a legitimate interest in the corporation 
(Crane and Matten, 2007). The original theoretical definition used was:  
 
A stakeholder in an organization is…any group or individual who can affect, or is affected 
by, the achievement of the organization’s objectives (Freeman, 1984, p.46). 
 
Crane and Matten (2007) further developed this theory on the premise of it being too 
unspecific concerning who got affected. Their interpretation of a stakeholder took into 
consideration that corporation had no right to violate the right of others and that companies 
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also have to answer for the effect their actions have on others. Based on this they concluded 
that: 
 
A stakeholder of a corporation is an individual or a group which either: is harmed by, or 
benefits from, the corporation; or whose rights can be violated, or have to be respected, by 
the corporation (Crane and Matten, 2007, p. 58). 
 

* Civil Society means pressure groups, local communities, non-government organizations, etc. 

 
Figure 3: Stakeholder theory of the firm. 

 
Edited and adopted from: Crane and Matten. (2007), Business Ethics: a European perspective: managing corporate 
citizenship and sustainability in the ages of globalization, (2

nd
 ed.), Oxford: Oxford University press. P. 59 fig. 2.3B 

 
One of the largest opponents of both Stakeholder and CSR theory is Nobel laureate in 
Economics, Milton Friedman. He argued that one of the biggest objectives for a 
business is to create surplus or interest to its owners (Friedman, 1970) which aligns his 
economical view with the shareholder theory, a theory that stakeholder theory tries to 
go beyond.  Freeman (1984) argued in return that there are two main arguments to go 
beyond the old fiduciary relationship that managers solely should act in the best interest 
of shareholders. First, he believed that from a legal perspective, there are more than 
shareholders who have a legitimate claim or ‘stake’ in a corporation. In his opinion, 
corporations also have binding contracts to suppliers, customers and/or employees. 
Furthermore, in the EU there exist social contract legislations which are laws and 
regulations that stipulate how corporations have to proceed with employees’ working 
condition rights and their pay.  
 
The second argument concerns the economic perspective of externalities. Let’s say that 
a big firm decides to close their plant in a somewhat small community. First they will 
have to lay off employees, but it will not stop there. Other businesses like local 
necessity shops will also loose customers and therefore their business will have been 
affected. Ultimately less tax will be paid to the public sector and more than the original 
plant will be affected. The shareholder model advocates that there is no contractual 
relation to these groups when the stakeholder model argues that it does. Furthermore, 
Freeman (1984) argued that most shareholders buy shares in a company for speculative 
reasons, i.e. to increase the share price and earn money. Therefore, the predominant 
reason to buy shares would be to increase the share value and not necessarily to own 
shares itself in a company. Therefore, stakeholders with a long-term interest in a 
company should preside over short-term interests to increase the share price.   
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From this perspective, managing stakeholders will be a balance act because managers on 
one hand need to satisfy their fiduciary responsibility towards shareholders, while on the 
other hand, take into consideration other stakeholders long-term interest (Crane and Matten, 
2007). Traditionally, stakeholders have within this theory been separated into a primary and 
secondary group. The primary group, were seen as stakeholders that the focal company 
needed in order to survive like customers and owners. The secondary group consisted of 
groups which could voice an opinion that ultimately affected the reputation of the focal 
company but did not directly affect the survival of the company. The media, authorities and 
interest groups are examples of secondary groups (Grafström et al., 2008). However, recent 
development has shown that it is more difficult to distinguish between the primary and 
secondary groups. This because the reputation of corporations today is more important than 
before.  
 
Both negative and positive publicity have shown to affect the business performance and 
therefore also the survival of a company. For instance, when Shell in 1995 announced that 
they were about to dismantle and sink one of their oilrigs in the ocean, the non 
governmental organization; Greenpeace raised boycott campaigns towards Shell that 
ultimately affected their sales in Europe. This forced Shell to develop more environmentally 
friendly plans for the facility (Grafström et al. 2008). The Shell example is a clear case 
where the company viewed the stakeholder groups statically with no significant influence. 
Grafström et al. (2008) argues that stakeholder groups should be seen as dynamic groups 
because their interest changes over time and in certain situations. This further complicates 
the situation for corporations to determine the expectancy of a stakeholder in a certain 
situation.  
 
 

3.5.1 Stakeholder typology 
Because of the dynamic interest of stakeholders it can at times be difficult to assess the 
importance of them. Special circumstances in situations also call for a re-evaluation of 
current stakeholders, from a corporate perspective. Mitchell et al. (1997) has developed a 
theory to identify stakeholders’ interest in upcoming issues faced by corporations. 
According to the theory the interest of a stakeholder can be determined by three relationship 
attributes; Power, Legitimacy and Urgency. These attributes should be applied in order to 
establish how influential a relationship between a corporation and a particular stakeholder 
is.  
 
Power: Stakeholder with the ability through; coercion, utilitarian or normative means 
influence company actions, are said to have power. 
 
Legitimacy: A stakeholder can be seen as legitimate if the focal corporation finds and 
perceives the stakeholder’s interests as desirable, proper, or appropriate.  
 
Urgency: This can be seen as the degree to which stakeholder claims call for immediate 
attention. (Mitchell et al., 1997, p. 867). 
 
According to Mitchell et al. (1997) the more possessed attributes by stakeholders the 
more salience will be shown towards them from corporations. Stakeholders that only 
possess one of these attribute will be considered least important i.e. latent stakeholders. 
If a stakeholder possesses two out of three of the attributes then that stakeholder will be 
more important than stakeholders from the latent group. The most important 
stakeholders are those that possess all three attitudes. These groups are called definite 
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stakeholders. Stakeholders in this group require active issue handling so that the 
relationship is working appropriately and effective (Mitchell et al., 1997).  
The assessment of a stakeholder, based on this theory, is however more complicated in 
nature. As we stressed in the previous section, the interest of a stakeholder is not static 
over time or situation. This calls for a dynamic situational handling of stakeholders for 
the corporations i.e. to constantly assess a stakeholder interest through this theory. 
Furthermore, different stakeholders may also cooperate together on certain issues. By 
collaborative effort different stakeholder groups can get more influence to affect a 
corporation (Grafström et al., 2008). Today there are many different stakeholder groups 
that work on setting requirements for an increased corporate social responsibility. The 
significance of these groups varies because of their relational attributes towards 
corporations. Some of these groups have the ability to influence corporations more than 
others. A reason for this is legitimacy, not just legitimacy towards a corporation but 
legitimacy towards a certain stakeholder group. Furthermore, some stakeholders have 
the ability to mobilize many groups and therefore have been able to set demands on 
corporations. Examples of central groups that have been able to do this are interest 
groups, governments and the media (Grafström et al., 2008). We shall now briefly 
explain why. 
 
Interest groups mainly refer to non governmental organizations (NGOs). This 
specifically means international and national NGOs with the interest of the common 
good and not NGOs that represent companies or political parties. Since the 1970s these 
groups have significantly increased their position by becoming more internally 
organized and more efficient at working towards network of stakeholders and by 
frequently using the media. These groups normally work with issues such as auditing 
company's and their conduct, guidelines for production and company consultation 
(Grafström et al., 2008). They have been able to obtain power by cooperating with 
media, scientists and consultants of factual questions. They are therefore perceived as 
very legitimate which increases their influence on corporations. In fact, there have been 
cases where corporations have not listened to legitimate NGOs and as a result the 
corporations in have become tainted. An example of this is the Shell and Greenpeace 
case that we wrote about earlier (Grafström et al., 2008). 
 
Governments can inflict their values in different ways too. Firstly, by legislating and 
setting policies that corporations’ have to abide to. These laws do not necessarily 
restrict corporations’ operational mobility; they can on the contrary create the necessary 
conditions in which the corporations can act. Secondly, when governments’ wants 
corporations to do more than required by the law they can instead of creating 
legislation, collaborate with corporations and create voluntary rules. The latter has been 
affective in order to set common norms. Although, national governments have aided in 
the common good, it is the transnational government institutes that have brought issues 
of social responsibility on the international agenda. For example, in the end of 1990s, 
the late president of the United Nations (UN) started an initiative to bring issues of 
human rights and poverty on the agenda and how corporations could contribute. By the 
year 2000 this resulted in the start of what is called the Global Initiative. The program 
has 10 rules of conduct that they require their corporation members to abide by and 
continuously report how they have undertaken this responsibility. In an attempt to 
strengthen the European economy the EU-commission has since the 1990s proactively 
worked with corporations creating voluntary guidelines of ethical and social conduct. 
For the EU-commission it has been important not to impose laws but instead encourage 



 [ 20 ] 

open dialogue with both corporations and interests group to jointly create and set 
guidelines. They argue that contributing to social issues should not be seen as a cost, 
rather an investment. By 2002 the EU-commission released what they call the “White 
book” which sets guidelines for corporations to deal with CSR issues in the third world 
(Grafström et al., 2008).  
 
Not mainly have interest groups and government institutions increased their importance 
but today the media plays a much bigger role in covering social responsibility issues. A 
clear case of this was when an interest group called SwedWatch conducted a report of a 
Swedish corporation, Claes Ohlson, claiming that their subcontractors businesses in 
China were unethical. The report had initially no big impact for Claes Ohlson until a 
national newspaper decided to run an article based on the report. In the article the 
ethical and social responsibility of the firm was questioned. The situation, escalated and 
shortly after one of their fund brokers, Banco, decided to sell their shares in Claes 
Ohlson (Grafström et al., 2008). This case clearly shows how a collective effort 
between different stakeholders can have a direct effect on a firm.  
 
Grafström et al. (2008) argues that media should both be seen as a stakeholder, with an 
apparent interest in corporations and at the same time an intermediary where other 
stakeholder can practice their interests.  The role of media has traditionally resolved 
around covering current events within a subject or field. However, media has also taken 
the role of auditing authorities like a third power of state educating the public and at the 
same time entertaining them. In this sense, Grafström et al. (2008) argues that the media 
is both a teacher and entertainer. Leaving aside the question of objectivity, part of the 
media’s role is to provide material that is of interest to the public by creating 
dramaturgical and scandalized stories. At the same time, the journalistic trend today 
revolves around the point of view that journalism emphasizes profile questions 
conducted by reoccurring critics. This trend is a clear reflection of what the public today 
wants and therefore, explains how the public’s demands on corporations’ are covered by 
the media.  
 
As stressed above it is important not only to listen to stakeholders but also to understand 
the interaction a stakeholder has with other stakeholder groups as well. The cooperation 
one stakeholder has with others can jointly impose greater influence on corporations 
which then requires them to look beyond the simplistic stakeholder model towards an 
extended stakeholder model, also known as, the network model of stakeholders (Crane 
and Matten, 2007). As the figure below shows, each stakeholder can have a bond or 
relationship amongst the whole entity, and not just the focal company. This is reason 
enough for corporations to not only listen to stakeholder but more importantly, 
frequently keeping an open dialogue with them. 
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Figure 4: Extended Network Model. 

Edited and adopted from: Grafström, Maria., Göthberg, Pauline., and Windell, Karolina. (2008), CSR: Företagsansvar i 
förändring, (1:1 ed.), Liber AB; Malmö. P. 84. Fig. 4.2 

 
 

33..66  CCOORRPPOORRAATTEE  SSOOCCIIAALL  RREESSPPOO��SSIIBBIILLIITTYY  ((CCSSRR))  
So far our discussion has focused on the external aspects of corporations, i.e. from the 
public’s and other stakeholders’ perspective. However, the effect society and 
stakeholder groups have on corporations can be measured on a corporation’s 
implemented CSR. Although receiving more attention today, CSR issues are not a new 
phenomenon. In fact, it has been extensively discussed for almost half a century, 
especially in the US (Carroll 1999). According to Crane and Matten (2007), originally, 
the debate focused on two issues:  
 

1. Why corporations were to have both social and financial responsibilities? 
2. What constitutes these social responsibilities?  

 
Defining these concepts has proven to be quite complicated. First, the concept of CSR is 
contested for being internally complex with vague describing application boundaries 
(Moon, Crane and Matten. 2005). Furthermore, it is an umbrella term synonymous with 
some business-society relation conceptions and at the same time overlapping others 
(Crane and Matten, 2005). In addition, it is a highly dynamic phenomenon (Carroll, 
1999).  Also, because the direction and manifestation of the responsibility undertaken 
lies at the hands of corporations’ the concept will vary in practice (Friedman, 1970). 
 
From a company point of view there are numerous advantages to engage in CSR issues. 
According to Crane and Matten (2007) implementing a CSR program lies in a 

Network Model 
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corporation’s self-interest because they might be rewarded with more customers and/or 
increasing the satisfaction of current customers. As an employer, having implemented a 
CSR program can also increase the attractiveness for people to work for them. By 
perceiving their employer as socially responsible it can boost the commitment of 
employees (Greening and Turban 2000) and by volunteering to social programs like the 
Global Initiative, corporations can forestall legislation and thereby increase their 
independence from governments. In addition, it is regarded as a long-term investment to 
enact and pursue CSR issues which consequently helps setting a stable and better 
business climate (Crane and Matten, 2007).  
 
In a recent empirical study by Sen et al. (2006) it was concluded that individuals who 
were aware of a certain company’s CSR initiatives associated more positively towards 
that company than to a similar company who had not enacted in CSR initiatives. The 
study also showed that individuals had a higher intention to: purchase their products, 
seek employment and invest in that very company with CSR initiatives than a company 
with no CSR initiatives. Consequently, Sen et al. (2006, p. 164) concluded that CSR 
activity has the potential to increase not only the CSR associations, attitudes, and 
identification but also the intent of stakeholders to commit personal resources (e.g., 
money, labor etc,) to the benefit of the company. So far, we have established a 
connection between a corporation’s business and CSR. However, there are also moral 
arguments advocating the use of CSR. For instance, if a company in their core business 
pollutes or causes other negative externalities, they should be responsible to solve those 
very problems. In addition, corporations can have social impacts by their 
products/services and employment of workers which requires them to take 
responsibility not only for the positive impacts but also the negative or neutral impact 
that might appear (Crane and Matten, 2007). 
 
Archie Carroll is said to be one of the biggest proponents of CSR.  In 1979 he 
developed a four-part model of CSR, a model which he also has refined in later 
publications (Crane and Matten, 2007).  The four-part model of CSR states that CSR 
has four different layers, shaped like a pyramid, starting from: economic-, legal-, 
ethical- and philanthropic responsibility. To achieve a true social responsibility requires 
a company to the meet all four layers/cornerstones of the pyramid (Carroll, 1991). With 
this prerequisite of CSR, Carroll and Buchholtz (2000, p. 35) state that: corporate social 
responsibility encompasses the economic, legal, ethical, and philanthropic expectations 
placed on organizations by society at a given point in time.  
 
Economical responsibility, which is the very foundation of the pyramid, refers to what 
society requires of corporations. These requirements are: a reasonable return on 
investment for shareholders, good employee conditions and a product/service that meets 
the demand of the customers by being qualitative and fairly priced. Essentially, this is 
said to be the very core of a corporation’s existence, to properly function economically 
and survive. Legal responsibility refers to the requirement of corporations to abide to 
the law. This is a condition that society at large also requires corporations to follow 
because the laws that we have to abide to in our societies are based on the public’s 
moral principles. To play by the rules is therefore a basic condition in order to be 
socially responsible. Having Ethical responsibility is not an obligation for corporations 
but it is however expected by the society (Carroll 1991). Although, not required by law 
or society, not doing what is right can have a tremendous impact. In the case of Shell 
and their plans to dispose their oil platform they did not act illegally but they failed to 
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act ethically responsibly in the eyes of Greenpeace and other stakeholders (Crane and 
Matten, 2007).  
 
Philanthropic responsibility, which is the last and final step in the pyramid, deals with 
corporate humanitarian contributions that are not required nor expected by society. 
Instead, it is desired by society that corporations engage in philanthropic projects, like 
aiding poor in developing countries, by charitable donations, sponsoring local 
communities or events and building houses for people in need etc. Ultimately, to be 
philanthropic can be seen as to help diminish the inequalities in the world (Carroll, 
1991). According to Grafström et al. (2008) Swedish corporations have not had a strong 
tradition to be charitably active and aid philanthropic projects. One of the reasons to this 
is that donations are not tax-deductible in Sweden. However, today donations are 
increasing in Sweden mostly by private persons but also from corporations. This last 
step of the pyramid is very important for our study because it is part of the thesis focus. 
We do expect that the companies in the study are also economically-, legally-, and 
ethically responsible but whether they are or not is outside the scope of this study.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 5: Carroll’s four-part model of corporate social responsibility. 
Source: Carroll, A.B. (1991), “The pyramid of corporate social responsibility: towards the moral management of 
organizational stakeholders”, Business Horizons, July-August: P. 42, Fig. 3 

 
According to Crane and Matten (2007) this model is applicable and pragmatic because 
it structures various social responsibilities into different dimensions but also 
acknowledges and addresses firms’ real demands such as profitability and legality 
issues. However, one limitation to the model is that it does not explain how do deal with 
conflicting layers of responsibility. For instance, if legal and economic responsibilities 
would have conflicting interests, there is no guideline to solve the problem. The model 
is still applicable to our study because we do not intend to investigate the whole entity 
of CSR and the model, rather the final step, philanthropic responsibility.  
 
 

3.6.1 Implicit and Explicit CSR 
From an international perspective, the case of the CSR model is more complicated 
because European and American CSR is quite different. Matten and Moon (2008) 
stresses that this difference can be traced back to how our society and institutions differ 
in nature. Because of this the US CSR is said to be more explicit whereas the European 
CSR is said to be more implicit. By implicit CSR, Matten and Moon, (2008, p. 409) 
refer to corporations’ role within the wider formal and informal institutions for 
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society’s interests and concerns. Implicit CSR normally consists of values, norms, and 
rules that result in (mandatory and customary) requirements for corporations to 
address stakeholder issues and that define proper obligations of corporate actors in 
collective rather than individual terms. Engaging in implicit CSR is not conceived as a 
voluntary corporate decision, instead it is more a reaction towards a corporations’ 
institutional environment (Matten and Moon, 2008). Explicit CSR refers to corporate 
polices that assume and articulate responsibility for some societal interests. They 
normally consists of voluntary programs and strategies by corporations that combined 
social and business value and address issues perceived as being part of the social 
responsibility of the company (Matten and Moon, 2008, p. 409).  As opposed to implicit 
CSR, explicit CSR is the result of deliberate, voluntary decision made by the 
corporation (Matten and Moon, 2008).  
 
 

3.6.2 Contrasting Implicit and Explicit CSR through the four-part 
model 
To further elaborate the differences we shall now contrast them, based on Carroll’s 
(1991) four-part model of CSR. As for economic responsibility, it has had a much 
stronger focus in the US by for example emphasizing profitability for shareholders. In 
Europe, the economical responsibility has gone beyond simply generating return on 
investment for shareholders. By beyond, Hunt (2000) stressed that European 
corporations also have an economic responsibility towards employees and the local 
community. For example, the German company Thyssen is still running part of their 
business in eastern Germany although the operation there has been unprofitable. To 
abandon their operations in this part of Germany, which already has a stumbling 
economy, is seen as socially unacceptable and would result in dire consequences for the 
reputation of Thyssen. Instead, local customers help subsidize this by higher prices 
(Crane and Matten, 2007).  This is a clear case of the communitarian European 
perspective.  
 
As for legal responsibilities in the European context, it is more regarded as the base of 
social responsibility. In particular, the state has a more prominent role to regulate 
corporate practice. In Europe, the state is therefore perceived as an enforcer of accepted 
game rules when in the US, government rules are more considered as interference of 
private liberty (Crane and Matten, 2007). The ethical responsibilities in Europe mainly 
concern social responsibilities. Furthermore, European citizens place more thoughts of 
mistrust into corporations than US citizens do (Wootliff and Deri, 2001). Because of the 
dynamic evolution and interpretation of CSR it is simply not enough to be economically 
prosperous and act in accordance to the law. In fact, in Europe, corporations need to 
constantly reaffirm their social legitimacy. For example, genetically modified food has 
caused tremendous public outburst from the European public for corporations to deal 
with when in the US the debate has had received little attention (Dawson 2005).  
 
In terms of philanthropic responsibility there are clear differences between the US and 
Europe. To begin with, philanthropic responsibility has been a case for governments to 
deal with in Europe. Furthermore, a higher income and corporate tax is reducing the 
corporate aid and support in Europe compared to the US. Therefore, the funding of art, 
higher education, or local community services has been a responsibility for European 
governments rather than corporations (Reingold, 1993). In addition clear discrepancies 
between these to continents are the employee conditions and laws, which in Europe has 
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been a state matter whereas in the US a responsibility of philanthropic organizations’ 
(Crane and Matten, 2007). 
 
 

3.6.3 Corporate Social Responsiveness 
The CSR concept is complex in nature and manifested differently across corporations 
and continents.  Smith (2003) argued that it is not so much a question of whether to 
implement CSR, but more a question of how to implement it.  Originally, presented as 
the action phase of CSR, (Carroll, 1979) corporate social responsiveness is said to 
conceptualize the procedural aspects of CSR by actively responding to social 
expectations (Crane and Matten, 2007). Frederick (1994, p. 154) defines corporate 
social responsiveness as the capacity of a corporation to respond to social pressures. 
Developing the works of Ian Wilson, Archie Carroll has been influential by creating a 
framework for corporate social responsiveness as well as many other CSR related 
frameworks (Crane and Matten, 2007) According to Carroll (1979) corporate social 
responsiveness can be delineated into four distinct categories: reaction, defense, 
accommodation and proaction. 
 
Reaction: Corporations’ in a reaction state of corporate social responsiveness denies 
any social responsibility on their behalf. These corporations' claim that they cannot be 
blamed for their actions and such matters should be dealt with by the state. 
 
Defense: This category is aligned with corporations’ having a more defensive approach 
towards responsibility. They admit responsibility but will contest it and do as little as 
possible. Corporations in this category are said to be more inclined towards managing 
public relations rather than proactive action.  
 
Accommodation: Corporations’ within this category acknowledge responsibility and 
what is demanded of them by relevant groups.  
 
Proaction: Corporations’ with this approach strive to go beyond the industry norm and 
constantly anticipate upcoming expectations by doing more than what is expected of 
them. Given the nature of our research question and purpose it is a prerequisite for our 
study that the investigated corporations have adopted this approach of corporate social 
responsiveness, and thus proactively work with CSR issues.  
 
 

3.6.4 Further CSR Criticism  
One of the opponents of CSR theory, Milton Friedman (1970), argues that CSR does 
not exist in practice because companies’ motive is not altruistic, rather profit 
maximization. This argument is something we as authors oppose because engaging in 
social responsibility issues contributes to society, regardless of motive. Also, this thesis 
will help explain what CSR perspective corporations have by elaborating the aspect of 
motives.  Consequently, we acknowledge CSR by investigating its relation to 
corporations today.  
 
Friedman (1970) further argued that by imposing other responsibilities for 
corporations’, the free market is challenged because CSR issues are not directly related 
to companies’ core businesses. He further called the businessmen advocating CSR 
schizophrenic because they on one hand can be extremely farsighted in their internal 
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businesses and on the other very short-sighted by embracing social responsibility. It 
seems, that Friedman was not grasping the fact that today it is not farsighted to be 
concerned with just profit-maximization. Having a free market is something we do not 
oppose but at the same time the Enron-, Shell-, Skandia- scandals are all clear cases 
where corporate action have been irresponsible and unsustainable, ultimately hurting 
people and the environment in an effort to create false shareholder value. Surely, we 
cannot call this farsightedness.  
 
Having discussed the concept of competitive advantage, business ethics and CSR we are 
going to present the next step: how branding as a generator of competitive advantage 
could be levered by Corporate Social Responsibility. 
 
 

33..77  BBRRAA��DDII��GG  
3.7.1 Brand Equity and Brand Association 
Brand equity is defined as a set of assets (and liabilities) linked to a brand’s name and 
symbol that adds to (or subtracts from) the value provided by a product or service to a 
firm and/or that firm’s customers. The major assets can be grouped into five categories: 
brand loyalty, name awareness, perceived quality, brand association, and other 
proprietary brand assets such as patents, trademarks, and channel relationships (Aaker, 
1991). 
 
From a customer-based perspective, Keller (1993) defined brand equity as the 
differential effects that brand knowledge has on consumer response to the marketing of 
that brand. Brand knowledge is, in terms of an associative network model, a network of 
nodes and links where the brand node memory has a variety of associations or simple 
unique association linked to it. 
 
Aaker (1991) asserted that the underlying value of a brand name often is the set of 
associations - its meaning to people. Associations represent the basis for purchase 
decisions and for brand loyalty. Similarly, Keller (1993) defined brand associations as 
the other informational nodes linked to the brand node in memory and contained the 
meaning of the brand for consumers. Krishnan (1996) further argued that associations 
could be used as a general term to represent a link between any two nodes, which 
suggests an association in the consumer’s mind. Associations come in all forms and 
may reflect characteristics of the product or aspects independent of the product itself. 
There are a variety of ways brand associations can provide value. Among the ways in 
which associations create value to the firm and its customers are: helping to 
process/retrieve information, differentiating the brand, generating a reason to buy, 
creating positive attitudes/feelings, and providing a basis for extension (Krishnan, 
1996). Keller (1993) pointed out that the favorability, strength, and uniqueness of brand 
associations are the dimensions distinguishing brand knowledge that play an important 
role in determining the differential response that makes up brand equity, especially in 
high involvement decision settings. 
 
Keller and Aaker (1995) conducted an experiment to explore the impact of corporate 
image on the customer acceptance of a corporate brand extension. Four different 
corporate images (innovative, environmentally conscious, community minded or 
neutral) were created for fictitious corporations given neutral names (e.g. Meridian). 
The brands were baked goods, personal care products, dairy products, and over-the-
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counter drugs. The objective of the research was mainly to identify what kind of 
associations are in fact, more likely in a neutral sample of people. A representative few 
of the most prevalent and useful organizational associations, identified by Aaker (1996), 
were society/community orientation, perceived quality, innovation, concern for 
customers, presence and success, and local vs. global. 
There are several proposals to classify brand association; however, all of them are 
developed around corporate associations and product associations. For instance, Biel 
(1992) argued that brand association could result from corporate image, product image 
and user image. Each of these three images can be divided into two types of association. 
One is the perception of utilitarian and functional attributes, like speed or ease to 
operate. The other is related to soft or emotional attributes, like providing fantasy or 
being exciting, innovative, or trustworthy. Farquhar and Herr (1993) suggest that the 
types of brand association include product category, usage situation, product attribute, 
and customer benefits.  
 
Brown and Dacin (1997) examined the affects of two general types of corporate 
associations on product response. One affect focused on the company’s capability for 
producing products, that is, corporate ability (CA) associations. Corporate ability 
associations then are those associations related to the company’s expertise in producing 
and delivering its outputs. The other affect focused on the company’s perceived social 
responsibility (CSR) associations. Corporate social responsibility associations then 
reflect the organization’s status and activities with respect to its perceived societal 
obligations, which are often unrelated to the company’s abilities in producing goods and 
services. The results demonstrated that: what consumers know about a company can 
influence their beliefs and attitudes toward new products manufactured by that 
company; and that CA and CSR associations may have different effects upon consumer 
responses to products.  
 
Cheng and Chen (2001), suggest that brand association can be categorized into two 
types: product associations and organizational associations. Product associations could 
be divided into functional attribute associations (e.g. product attribute, perceived 
quality, and functional benefits) and non-functional attribute associations (symbolic 
association, emotional association, price/value, user/usage situation). Organizational 
associations could be grouped into corporate ability associations and corporate social 
responsibility associations, which is basically in line with the argument of Brown and 
Dacin (1997).  
 
According to empirical results, as part of the findings from Cheng and Chen’s research 
(2001), the following are examples of brand associations: HP brand associations were 
focused on functional attributes, followed by non-functional attributes and corporate 
ability. The Nike brand associations resulted mostly from product associations, 
particularly non-functional and functional attributes. The number of corporate ability 
associations was relatively low. However, the Acer brand associations were more 
organizational association oriented, primarily corporate ability association, followed by 
non-functional and functional attributes. In sum, Cheng and Chen (2001) concluded that 
the core associations of Acer, HP and Nike are corporate ability association, functional 
attribute association, and non-functional association respectively. 
 



 [ 28 ] 

Having highlighted the concept of brand equity and brand association, we are now able 
to present how it could be managed in order to create competitive advantages through 
the concept of brand management. 
 

 
3.7.2 Brand Management 
Global brands are often central to competitive strategy because they serve as profit 
platforms that differentiate between commodity like products and services. Brands work 
by ensuring customers of quality, consistency, and security. Such guarantees create 
repeat customers and provide producers with potentially higher margins. In turn, brand 
acceptance creates a virtuous cycle by facilitating greater investments in research, 
product development, advertising, and distribution that further strengthens the brand 
and increases sales. Ultimately, a brand’s appeal rests upon its value proposition, which 
engages customers in a subjective calculus among costs and benefits of the brand 
compared with substitutes (Werther and Chandler, 2004). 
 
Damage to brand loyalty is particularly devastating in affluent societies because 
switching costs and barriers are low. As a result, strategic brand managers must protect 
their often huge investments in brand development. Not only do they need to guard 
against competitors’ innovations, they must also ensure their firm’s actions do not 
damage the consensus image of their brands (Werther and Chandler, 2004).  
. 
Tischler (2004, p. 48) suggests that some of the key components for crafting a 
successful brand strategy today include: the debate over global versus local messaging 
and control, the power of brands to create and reflect social and cultural values, the 
pressure for brands to be authentic, and the need for companies to recognize a brand’s 
stakeholders (beyond its customers). 
 
Highlighting a study that showed … at least two thirds of 25,000 consumers in the U.S., 
Canada, and Western Europe form impressions based partly on a company’s ethics, 
environmental impact, and social responsibility, Allen and Root (2004, p. B2-1) 
surmised that brand based companies today … need to be not only well known, but also 
well regarded. 
 
 

3.7.3 Strategic Branding and CSR 
Not only are corporate decision makers required to have a greater sensitivity to today’s 
changing values, they also need to incorporate CSR viewpoints into strategic and 
branding decisions to anticipate tomorrow’s values (Werther and Chandler, 2004). 
 
Stakeholders’ reactions to CSR are most potent when brands are central to corporate 
strategy. However, the danger of rejection lies not with brands alone but goes beyond 
brands to the companies and their leaders when CSR lapses alienate stakeholders and 
ensure a hostile institutional environment. CSR related issues can easily erode the firm’s 
legitimacy and destroy the brand franchise upon which market value is built. As a 
result, Klein (2000) contends that the growing integration of strategy, brand 
management, and need for social responsibility moves CSR from being a minimal 
commitment or some social “add-on” to becoming a strategic necessity.  
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Porter and Kramer (2002) stressed that firms are increasingly evaluated in terms of both 
the economic and societal benefits that result from corporate actions, sometimes 
through the application of today’s standards to yesterday’s actions. In cases where the 
economic and societal outcomes overlap, maximum utility results in a win-win situation 
that Porter and Kramer (2002, p.15) refer to as “strategic philanthropy”. As they argued: 
The acid test of good corporate philanthropy is whether the desired social change is so 
beneficial to the company that the organization would pursue the change even if no one 
ever knew about it. 
 
According to Werther and Chandler (2004), as we move further into the 21st century, 
profit maximization and CSR will become increasingly inseparable. They concluded 
that ultimately, CSR impacts both social legitimacy and stakeholder perceptions, which 
in turn affect economic performance, especially for brand-based businesses. 
Increasingly, profit maximization strategies need to be tempered by CSR 
considerations, especially for strategies based on global brands (Werther and Chandler, 
2004). 
 
Similarly, Cheng and Chen (2001) suggest that sometimes, a company will focus on 
environmental friendliness, community involvement, cultural activity sponsorship, or 
increase its visibility in support of social causes through cause-related marketing and so 
on. 
 
 

3.7.4 The integration of strategy, brand management and CSR 
Creating the link between stakeholders and brands can be seen as the purpose of 
branding. As the value of this relationship grows, so does the strategic importance of 
CSR. This simple relationship can be summarized in what it is labeled: The Branding 
Law of Corporate Social Responsibility (Werther and Chandler, 2004). 
 
The right balance of strategy, brand management, and CSR leads to a sustainable 
competitive advantage for the firm. However, for this result to occur, CSR must be 
effectively integrated throughout a business’ operations. Conceptually, CSR must be 
introduced from the top down, starting at the highest levels of the strategic decision 
making process. CEOs, strategists, and brand managers should aim to re-craft their 
companies into paragons of corporate responsibility, luring investors via their virtue 
(Nussbaum, 2002). 
 
Moreover, strengthening an internal commitment through external visibility reinforces 
the firm’s commitment and increases awareness among internal and external 
stakeholders. For example, going public through the incorporation of CSR within the 
company’s annual report increases CSR awareness, internal compliance, and 
communication with external stakeholders. Passive reporting is simply not enough 
anymore. Instead, proactive efforts designed to alert stakeholders and build a reservoir 
of social goodwill and the organizational legitimacy is attached to these outcomes are 
needed. Ongoing examples of action-oriented CSR commitments reinforce the belief 
that the company means what it says (Werther and Chandler, 2004). 
 
Porter and Kramer (2002) focus on gaining community visibility through “strategic 
philanthropy”. In this scenario, leaders seek economic benefits for the firm from 
socially oriented actions. Equally, the goal of serving the world’s poorest markets those 
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at the “bottom of the pyramid” offers economic and social benefits from corporate 
innovation and success (Prahalad and Hammond, 2002).  
 
In summary, profit maximization is increasingly being redefined to embrace both 
financial ends and the socially responsible methods that confer legitimacy (Werther and 
Chandler, 2004). 
CSR, in terms of brand management, is not a question of businesses trying to attain 
some kind of higher plane or “social good”. Global companies do not have to commit 
themselves to “saving the whales” or even extend their sphere of concern any wider 
than their immediate operations and geographic location. Nor is CSR a question of 
“right” over “wrong” in any absolute sense. Rather, it is a relative question of what 
constitutes good business practices now, with an eye for emerging societal demands that 
shape tomorrow’s expectations. CSR is about incorporating common sense policies into 
corporate strategy, culture, and day-to-day decision making, to meet stakeholders’ 
needs. It is about creating strategies that will make firms and their brands more 
successful in their turbulent environments (Werther and Chandler, 2004). 
 
Having presented link between competitive advantage and brand management through 
CSR, we will now turn to existing theories presenting a direct link between CSR and 
competitiveness. 
 
 

33..  88  TTHHEE  LLII��KK  BBEETTWWEEEE��  CCSSRR  AA��DD  CCOOMMPPEETTIITTIIVVEE��EESSSS  
There are many attempts to define the link between CSR and competitiveness. Theodore 
Levitt (1958) could be credited with setting the agenda for the debate about the social 
responsibility of business in his article ‘The Dangers of Social Responsibility’, in which 
he cautioned that a ‘government’s job is not business, and a business’s job is not 
government’. Jones (1995) concluded that companies involved in repeated transactions 
with stakeholders on the basis of trust and cooperation are motivated to be honest, 
trustworthy, and ethical because the returns for such behavior are high. Waldman et al. 
(2004) applied strategic leadership theory to CSR. These authors conjectured that 
certain aspects of transformational leadership will be positively correlated with the 
propensity of firms to engage in CSR and that these leaders will employ CSR activities 
strategically. 
 
More evidence of the mentioned link between CSR and competitiveness is seen in a 
study of company stock prices from 1995 to 2003 (Derwall et al., 2005). This study 
showed that companies that were highly rated in social responsibility, significantly 
outperformed companies who had a lower relation. Their study eliminated or adjusted 
for factors that could influence stock prices. The factors they controlled were 
volatility/market risk, size, value versus growth companies, and momentum effects 
(Derwall et al., 2005). A couple of things were concluded from this study. First, 
investors value companies that are highly rated in social responsibility issues. When 
investors do not value a company, that company’s stock price will fall and the stock will 
not perform well, i.e. stock performance is a good, albeit not perfect, measure of 
company value. Investors are typically interested in stocks that will perform well over a 
period of time, say five to ten years or longer, so the results of the aforementioned study 
tell us that investors think that stocks of socially responsible companies will outperform 
companies that are not socially responsible. The second conclusion was that the 
financial advantage from a stock performance perspective, of being socially responsible 
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is sustainable, since the study covered an eight-year period. A third conclusion that was 
reached was that reputation is a sustainable competitive advantage because the 
reputation of a socially responsible company has a significant positive impact on the 
stock performance (Smith, 2007). 
 
 

3.8.1 CSR and Resource Based View Theory 
The extent a firm strategically engages in CSR issues can be examined through the lens 
of the Resource Based View of a firm (RBV). As mentioned before, this theory 
presumes that firms are bundles of heterogeneous resources and capabilities that are 
imperfectly mobile across firms. A theoretical contribution one can apply in the RBV 
framework in corporate social responsibility is given by Hart (1995), who focused 
exclusively on environmental social responsibility. Hart (1995) asserted that for certain 
types of firms, environmental social responsibility can constitute a capability that leads 
to sustained competitive advantage. Russo and Fouts (1997) empirically tested this 
theory using firm level data on environmental and accounting profitability and found 
that firms with higher levels of environmental performance had superior financial 
performance, which they interpreted to be consistent with the RBV theory. Using the 
RBV framework, a more formal theory of the firm model of ‘profit maximizing’ CSR 
was posited in McWilliams and Siegel (2001). These authors outlined a simple model in 
which two companies produced identical products, except that one firm added an 
additional ‘social’ attribute or feature to the product, which was valued by some 
consumers and other stakeholders. In this model, managers conducted a cost/benefit 
analysis to determine the level of resources devoted to CSR activities/attributes. They 
assessed the demand for CSR and also evaluated the cost of satisfying it and concluded 
that the cost/benefit ratio was positive.  
 
 

3.8.2 CSR as Competitive Advantage 
The mutual dependence of corporations and society implies that both business decisions 
and social policies must follow the principle of shared value. To put these broad 
principles into practice, a company must integrate a social perspective into the core 
framework it uses to understand competition and guide its business strategy. CSR 
presents an opportunity to create shared value and a meaningful benefit for society that 
is also valuable to the business (Porter and Kramer, 2006). 
 
The social issues affecting a company fall into three categories, which distinguish 
between the many worthy causes and the narrower set of social issues that are both 
important and strategic for a business. Generic social issues may be important to society 
but are not significantly affected by the company’s operations nor influence the 
company’s long-term competitiveness. Value chain social impacts are those that are 
significantly affected by the company’s activities in the ordinary course of business. 
Social dimensions of competitive context are factors in the external environment that 
significantly affect the underlying drivers of competitiveness in those places where the 
company operates. For example, Carbon emissions may be a generic social issue for a 
financial services firm like Bank of America. It may be a negative value chain impact 
for a transportation-based company like UPS, or both a value chain impact and a 
competitive context issue for a car manufacturer like Toyota (Porter and Kramer, 2006). 
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Figure 6: Corporate Involvement in Society: A Strategic Approach. 

Source: Porter, M. E., & Kramer, M. R. (2006), Strategy & society: The link between competitive advantage and 
corporate social responsibility. Harvard Business Review, 84(12): P. 89 

 
Pioneering value chain innovations and addressing social constraints to competitiveness 
are powerful tools for creating economic and social value. Activities in the value chain 
can be performed in ways that reinforce improvements in the social dimensions of the 
context. At the same time, investments in a competitive context have the potential to 
reduce constraints on a company’s value chain activities. When value chain practices 
and investments in a competitive context are fully integrated, CSR becomes hard to 
distinguish from the day-to-day business of the company (Porter and Kramer, 2006). 
 
 

3.8.3 Strategic CSR 
Theory from a firm's perspective has several implications on CSR. The first is that CSR 
can be an integral element of a firm’s business and corporate level differentiation 
strategies. Therefore, it should be considered as a form of strategic investment. Even 
when it is not directly tied to a product feature or production process, CSR can be 
viewed as a form of reputation building or maintenance mechanism. A second strategic 
implication of the theory from the firm perspective is that one can apply the Resource 
Based View logic to CSR so that one is able to generate a set of predictions regarding 
patterns of investment in CSR across firms and industries (McWilliams et al., 2006). 
 
According to McWilliams and Siegel (2000), there is a positive correlation between 
CSR, Research and Development (R&D) and advertising. This theory of the firm 
perspective lies on the strategic implications of CSR. In particular, it is focused on 
issues relating to industry evolution, market structure, firm dynamics, and the role of 
asymmetric information in the context of CSR. In the context of using CSR to 
differentiate products, it is important to distinguish between two types of product 
differentiation. The first is vertical differentiation which occurs when most consumers 
prefer one product for another. Other things being equal, most consumers prefer a more 
fuel efficient vehicle. In the context of CSR, such a situation could occur when it is 
clear in the mind of consumers that the product with a CSR characteristic is better than 
the product without such a characteristic. For example, a ‘hybrid’ version of a Honda 
Accord generates less pollution than a standard Honda Accord. Thus, it is clear to most 
consumers that the hybrid car is better for the environment than the standard model. 
Some consumers are willing to pay a premium price for the hybrid car, given that the 
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social characteristic of less pollution is ‘valuable’ to them. This type of differentiation 
can strengthen or maintain the reputation of the firm which adds value in addition to 
allowing the firm to meet a particular market demand (Fombrun and Shanley, 1990). In 
contrast, horizontal differentiation occurs when only some consumers prefer a particular 
product, but the preference is based on taste, rather than quality. For example, some 
consumers choose a particular vehicle because of the color. This type of differentiation 
does not contribute to the reputation of the firm and does not allow the firm to charge a 
premium price. Horizontal differentiation also operates for different brands. For 
instance, some consumers prefer Coke to Pepsi, while others have the opposite view 
(McWilliams and Siegel, 2000). 
 
In contrast to the valuation of CSR attributes, consumers often find it difficult to 
determine if a firm’s internal operations meet their moral and political standards for 
social responsibility. The level of asymmetric information regarding internal operations 
can be mediated by the firm itself or by activists. For instance, companies such as 
McDonalds, Motorola, and Nike publish annual reports on social responsibility. One 
can view this activity as a form of advertising, especially for more general types of 
CSR. While such reports may be useful, some consumers perceive this information as 
biased, since it is filtered through senior management. Feddersen and Gilligan (2001) 
asserted that activists can play an important role in addressing this concern, by 
supplying consumers with information they can rely on to choose socially responsible 
firms (McWilliams et al., 2006). 
 
 

3.8.4 CSR as Sustainable Competitive Advantage 
The question of whether firms can use CSR to achieve a sustainable competitive 
advantage was addressed in a paper by Reinhardt (1998) who found that a firm 
engaging in a CSR based strategy can only generate an abnormal return if it can prevent 
competitors from imitating its strategy. However, he concluded that this is unlikely in 
competitive markets, since CSR is highly transparent, with little causal ambiguity.  
 
Hoppe and Lehmann-Grube, (2001) showed that any early mover advantages that might 
be gained by offering higher quality products are eroded when competitive strategies 
are observable. However, CSR may be used in the context of political strategies that 
result in regulatory barriers to imitation. One such strategy would be for firms to use 
government regulation to impose CSR on rivals who do not employ an appropriate 
technology, thus raising the costs of those rivals relative to the initiating firm. 
 
Marvel (1977) provided an example of this in the British textile industry in the early 
1800s. The first child labor law was passed in Great Britain after the mill owners who 
employed modern technology banded together and lobbied for restrictions on child 
labor, which was used more by the older, smaller mills. McWilliams et al. (2002) 
applied the RBV framework to demonstrate how US firms can use political strategies 
based on CSR to raise regulatory barriers that prevent foreign competitors from using 
substitute technology (e.g. low labor cost). 
 
CSR can take the form of taking care of employees, taking care of the environment, or 
even extending the interconnectedness of the company with the outside community. A 
good example of a company significantly benefiting from a successful CSR strategy 
that paid off with huge RBV benefits is Lincoln Electric (Hastings, 1999). The 
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interconnectedness of the firm with the surrounding community and also the company’s 
superior reputation can be noted through the banks’ willingness to renegotiate loan 
covenants and even extend the existing line of credit. This extension of the line of credit 
allowed the company to meet payroll and remain a going concern. It was also the 
employees who were willing to sacrifice personal time for the benefit of the company, 
which kept the company in business. In fact, Lincoln Electric even had 450 employees 
forfeit a combined 614 weeks of vacation! It was the social responsible policy of 
Lincoln Electric to take care of their employees, which fostered a true connection 
between the employees and the company. The employees’ connection with the company 
along with the openness of management (two key attributes of RBV) allowed the 
company to increase per day sales from $1.8 million to $3.1 million. Lincoln Electric 
was able to capitalize on its culture and employee loyalty to bring all of the necessary 
components together to save the organization (Hastings, 1999). 
 
 

3.8.5 Corporate Social Responsibility and Profitability 
Many companies cite the expenses associated with social responsibility and green 
design efforts. More progressive thinkers are using terminology such as “corporate 
sustainability” and “triple bottom line: People, Planet, Profit” (Wade, 2005). Corporate 
sustainability is defined by Wade (2005) as the idea of integrating economic, 
environmental and social criteria into strategy and management to create long-term 
shareholder value. The concept has been slow to catch on due to the costs involved in 
green design. However, some recent examples highlight the payback or triple-bottom-
line thinking. In a comparison of the Dow Jones Sustainability Index and the Dow Jones 
Global Index, the sustainability index was found to have a 15.8 percent return as 
compared to 12.5 percent for the global index over a six-year period starting in August 
1996 to 2002. This provided evidence that that socially responsible behavior can lead to 
long-term profitability (Wade, 2005). Management can also have short-term profits. 
West Bend Mutual reduced its electricity costs by approximately 40 percent from $2.16 
to $1.32 per square foot by using a green-designed headquarters where individual 
employees were given control of their own temperature and airflow. As an added 
benefit, productivity also increased 16 percent. Boeing experienced similar benefits 
when they implemented energy efficient “Green Lights” in their facility. Lighting 
electricity has been reduced by 90 percent and will pay for itself in less than two years. 
Again, another positive side effect included the reduction of production errors due to the 
improved lighting (Wade, 2005). 
 
Medrad, Inc. announced in November 2005 that they would build a new Corporate 
Center in the Tech 21 Research Park in Marshall Township which could utilize green 
design. Medrad acknowledged the extra upfront costs associated with green design, but 
felt the benefits far outweighed the costs. A study was performed by Ellis (2005) to look 
into the cost-benefit analysis of constructing a green corporate center. The results 
showed that green buildings seek solutions that maximize overall human, economic, and 
environmental health and productivity benefits. Green building design strives to balance 
environmental responsibility, resource efficiency, occupant comfort, and well-being and 
community sensitivity. Analyzed over a 20-year NPV calculations, financial benefits 
range from $48 to $67 per square foot, which include 25 to 30 percent energy efficiency 
gains, and productivity gains of up to 15 percent, including reductions in absenteeism 
and improved work quality. Minimal upfront investments of about 2 percent of 
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construction costs typically yield life cycle savings of over ten times the initial 
investment. (Ellis, 2005). 
 
 

33..99  TTHHEEOORREETTIICCAALL  OOVVEERRVVIIEEWW  
The purpose with the set of theories included in the theoretical framework is to illustrate 
the main views about competitive advantage, showing how this concept emerge from 
the resource based view (RBV) theory. Likewise, the main ideas about business ethics 
are developed under the existing theories with the intention of explain the corporate 
behavior. Furthermore the theoretical framework comes to explain how the relationship 
between corporations and society is, and additionally, the stakeholder theory is 
presented in order to create understanding about the role of society in corporations. 
Later on is presented how the two main concepts, competitive advantage and business 
ethics, converges into the theory of corporate social responsibility (CSR). Finally are 
shown theories about branding as a way to capitalize the achievements in CSR and the 
link between CSR and competitiveness is developed in order to show the basis for our 
further analysis and conclusions. 
 

Theoretical Overview 

Resource Based View Theory (RBV) 

Competitive Advantage 

Business Ethics 

Corporations and Society 

Stakeholder Theory  
Stakeholder typology 

Corporate Social Responsibility (CSR) 
• Implicit and Explicit CSR 
• Contrasting Implicit and Explicit CSR through the four-part model 
• Corporate Social Responsiveness 
• Further CSR Criticism 

Branding 
• Brand Equity and Brand Association 
• Brand Management 
• Strategic Branding and CSR 
• The integration of strategy, brand management and CSR 

The Link between CSR and Competitiveness 
• CSR and Resource Based View Theory 
• CSR as Competitive Advantage 
• Strategic CSR 
• CSR as Sustainable Competitive Advantage 
• Corporate Social Responsibility and Profitability 

 
Table 1: Theoretical Overview 
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44..  PPRRAACCTTIICCAALL  MMEETTHHOODDOOLLOOGGYY  
 
This chapter will describe of the process taken by us in order to identify the practical 
path that was used to answer our research question. We will present the practical 
mechanism employed in this thesis which allowed us further on to analyze the empirical 
data gathered under the theories. Therefore this chapter will thus seek to define the 
practical methodological approaches used throughout this research and provides the 
reader with and understanding of the research process and methods adopted to conduct 
this study. Whichever approach is taken will inherently impact the final output of the 
research. 
 
 
 
 
 
 
 

44..11  SSEEMMII--SSTTRRUUCCTTUURREEDD  II��TTEERRVVIIEEWWSS  
Within qualitative research, the most recognized way to obtain and collect data occurs 
through interviews which in turn, can either be structured, unstructured or semi-
structured. A structured interview is carried out by asking predetermined questions that 
a respondent must follow without room for the discussion to take on diverging 
directions. These questions will be replicated to all respondents to keep consistency. 
The unstructured interview is carried out without a predetermined question sheet and is 
preferable when a researcher wants to get an in depth exploration of a certain subject. 
The semi-structured interview is seen as a mix between formal structured- and informal 
unstructured interviews. They have predetermined questions but also allow a respondent 
to divert from them (Saunders et al., 2003). When conducting semi-structured 
interviews, the researcher is more flexible in the discussion by for example asking 
questions in whatever way he/she finds suitable and also by being able to explore a new 
subject by further questioning.  The outcome of the interview therefore relies more on 
how the interviewee comprehends the questions but also how he/she believes them to be 
important (Bryman and Bell, 2003).  
 
In our case, a structured interview would have been too specific and narrow, thus 
risking pursuing a topic that only explains part of our research. Furthermore, having a 
structured interview, while at the same time being iterative, is contradictory. The 
structured interview does not leave room for exploring topics that may come up during 
an interview. As for unstructured interviews, there is an inherent risk of losing focus or 
not being able to pin point the subject. In this thesis, we then chose to have semi-
structured interviews because we believed it was the most suitable way to obtain 
information that can be of relevance to our research question. The interviews were 
carried out based on thematically constructed questions concerning competitive 
advantage, stakeholders, corporate social responsibility, branding and business ethics. 
The question sheet is attached in the appendix for readers to view.  
 
 
 
 

Introduction 

Theoretical 
Methodology 

Theoretical 
Framework 

Practical 
Methodology Empirics Analysis  Conclusions 
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4.1.1 Selection of participants 
The sample selection framework within a qualitative research is quite different from 
quantitative research because the former does rely as much upon generalizing the given 
information and results to a wider population. Instead, in a qualitative study the sample 
process consists of a deliberate selection of participants, settings and activities with the 
aim to find information that is adequate and relevant to the studied subject. This 
deliberate selection of sample to obtain information cannot be collected in another way 
(Maxwell, 2005). Furthermore, within the qualitative research there are different ways 
to pursue and select a sample. One of these methods is called snowball sampling. 
Essentially, with a snowball sample, the researcher makes initial contact with a small 
group of people who are relevant to the research topic and then uses these to establish 
contacts with others (Bryman and Bell, 2003, p.105). We have used this method by 
approaching a company called Social Initiative, which works with philanthropic CSR 
issues on behalf of corporations, giving us access to their clientele. Specifically, Social 
Initiative aims to create strategic partnerships between companies, individuals and 
social projects around the world (Social Initiative, 2009) which makes their clientele 
relevant to our study because of their philanthropic CSR activities. When we 
approached Social Initiative, we asked if they could help us come in contact with large 
corporations that proactively work with philanthropic CSR projects. Based on these 
conditions we were granted access to Carnegie, Öhrlings PricewaterhouseCoopers, and 
Linklaters.  
 
According to Bryman and Bell (2003) one of the problems with snowball sampling is 
that the sample is unlikely to be representative of the whole population. However, it is 
not our intention to generalize our conclusions to the population of all large 
corporations. Instead, in qualitative studies the concept of transferability is more 
relevant because it is a criterion for assessing whether obtained material can be 
transferred into other milieu and situations (Bryman and Bell, 2003). We believe that 
this is possible with our snowball sample. The concept of transferability and how it is 
related to our study will be explained more thoroughly in the end of this chapter. 
 
Although, this thesis does not particularly discuss sensitive matters, getting access to 
large corporations has been harder than we thought. Accessing our participating 
corporations would have been more complicated if not impossible without the help from 
Social Initiative. Initially, we aimed to interview at least four organizations, however; 
Social Initiative could only grant us access to the three aforementioned which forced us 
to find one on our own. This was easier said than done. We contacted Skandia, which 
today is a large corporation renowned for their philanthropy. In the past Skandia had has 
large problems with their reputation and image because of corporate malpractices. 
Therefore, we believed it would be interesting to interview them. However, it proved to 
be harder to gain access even after we called their executive manager and explained our 
research and e-mailed our questions and explained that we were interested in 
interviewing a manager, preferably one dealing with CSR issues. In the end, this 
process took longer than we had expected and by the time Skandia internally had told 
their CSR manager to accept an interview and finally called us back, it was too late to 
conduct one. By this stage we had already conducted our other three company 
interviews and finalized our empirical chapter. However, to decide to proceed without 
Skandia was a very rational decision because we felt that we had reached saturation and 
also that we could not pull off another interview within the given timeframe.  
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However, upon finalizing our empiric collection we decided to conduct a 
complimentary interview. At this point we believed that an additional interview with a 
corporation was out of the question because we felt that nothing new had come up after 
having three. Our concern was that we wanted to dig deeper into the subject so we 
decided to interview Social Initiative to get more specific information about how they 
work with Öhrlings PricewaterhouseCoopers, Linklaters, and Carnegie and also too see 
how Social Initiative generally work as a company. We based this decision upon our 
empirical findings which is a decision that is part of being iterative. The general idea 
was to be able to corroborate the existing empirical findings with Social Initiatives input 
but also to widen the picture.  
 
 

4.1.2 Practical aspect of the interviews 
After Social Initiative had contacted these three corporations’ and was given the green 
light we were given three names of managers within each company. After this we went 
ahead and first called each respective person to establish a relationship. In this stage, we 
explained our research and purpose and practical aspects of the interview. Finally, we 
set dates for the interviews after the respondent’s convenience. To make sure that the 
respondents were able to answer our questions we also sent them our question sheet in 
advance. We also contacted Social Initiative via email with a request to also participate. 
In the email we described that we wanted more information concerning the three 
companies but also more information about Social Initiative. They were very 
forthcoming and agreed to take part just the day after the email was sent. The 
interviewees are presented in the table that follows: 
 
 

Company Employee Position Date Interview 
Length 

Method Language 

Öhrlings 
PricewaterhouseCoopers 

Magnus 
Grive 

Partner 28/4  
2009 

1 h Semi-
structured 
interview via 
conference 
telephone 

English 

Linklaters Thomas 
Edselius 

Chief 
Operations 
Officer 

5/5 
2009 

40 min Semi-
structured 
interview via 
conference 
telephone 

English 

Carnegie Andreas 
Koch 

Chief 
Information 
Officer 

5/5  
2009 

48 min Semi-
structured 
interview via 
conference 
telephone 

English 

Social Initiative Pernilla 
Bard 

Chief 
executive 
officer 

15/5 
2009 

27 min Semi-
structured 
interview via 
conference 
telephone 

English 

 
Table 2: Interview Information Table 

 
 
When conducting the actual interview we believe that it is preferable to do them face-
to-face with a respondent. However, because our respondents were not located in Umeå 
but in Stockholm and we did not have sufficient financial means to travel; we 
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interviewed them through a conference call. In this process, we also recorded the 
interviews to be able to later transcribe the given information. By conducting telephone 
interviews there is a risk of not gaining sufficient access because some respondents 
might be sensitive to certain question which they would not want to truthfully disclose 
via telephone. A face-to-face interview can give better access because the respondent 
and interviewer can easier create a bond and thereby build greater trust. Furthermore, in 
a face-to-face interview the interviewer can analyze non-verbal behavior to interpret the 
interviewee (Saunders et al., 2003). Relating to our study, we do not believe that our 
topic is sensitive in nature, however, we have to acknowledge that we could not use all 
our senses to interpret our interviewees because we were not physically present. There 
are some advantages we have been able to take part of by having telephone interviews; 
for example, flexibility, speed and lower costs. (Saunders et al., 2003).  
 
As mentioned before, the four interviews were conducted with a conference telephone 
and also all in English. The reason to this was that we wanted both of us to be able to 
participate in the interviews. Physically, we held the interviews in a conference room 
without disturbance or any distractions. At the same time, our respondents were in their 
respective offices during the interview because we wanted them to be more at ease and 
especially not being disturbed during the interview. This is in line with Bryman and Bell 
(2003) reasoning about finding a calm and separate place for interviewing. We believe 
that this whole process was, despite the circumstance of not having it face-to-face, very 
smooth from both sides.  
 
Furthermore, we have also kept a consistency throughout the interview process where 
one of us has been more active than the other by for example, making the introduction 
and giving the respondents all necessary setup information concerning recording and 
confirmation aspects. For us, it was more effective to have one interviewer not as active 
because he could then concentrate more on the content of what the respondent said and 
ask follow up questions in an easier manner than the other interviewer who were more 
attached to the question sheet and made sure that all relevant topics were discussed. In a 
sense, we have therefore both relied on our question sheet but also explored interesting 
aspects that came up, which is in line with the semi-structured interview. We believe 
that this has made us reach a better understanding than by simply following an 
interview schedule. After we had discussed all our themes we thanked the respondents 
and promised to send them a copy upon completion.  
 
Despite not being granted access to Skandia in time we believe that we have reached 
saturation from our three conducted interviews with corporations and the one with 
Social Initiative. Having an organizational perspective is in itself steering towards a 
more general discussion because each individual represents a whole entity. Also, by 
sending our interviewees the question sheet in advance we felt that they could answer 
more thoroughly to our questions. Needless to say, we had many themes in our question 
sheet that one person not necessarily always can answer. So by sending the question in 
advance we felt that the interviewee could reflect upon them and make a more accurate 
answer. In sum, after conducted three interviews with corporations and one with Social 
Initiative we felt, despite them being in different businesses that we had gathered a 
somewhat homogenous material and therefore also reached saturation. 
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4.1.3. Presentation and analysis of interview 
During the transcribing process we did not have had any problems to write down what 
the respondents had said word per word because the quality of the conference telephone 
was both high in sound and recoding which made it simple and clear. After we had 
transcribed our data we coded it into different colors, each representing one of our 
themes from the question sheet that was based on our theories. We believe this has 
helped our analysis effectiveness in a significant manner. One should also bear in mind 
that not everything that has been discussed during the interview is necessary to have in 
the empirical part. It is up to the researcher to interpret the data and apply only relevant 
parts of the data in the empirics (Mason, 1996). Consequently, our empirical chapter 
was formed after our interpretation of our data. 
 
Because our study does not explore sensitive subjects we have not felt the need to make 
our respondents or their corporations anonymous. This decision is something that our 
respondents agreed too prior to participating in the interview. Though, to honor our 
respondents we have given them a chance to comment and confirm our empirical 
chapter which also is part of raising credibility.  
 
 

44..22  TTRRUUSSTTWWOORRTTHHII��EESSSS  
As opposed to quantitative studies, which focus on reliability and validity, a qualitative 
study has other criteria for evaluating the research, namely; credibility, transferability, 
dependability and conformability.  The generic term for describing this evaluation in 
qualitative studies is called trustworthiness and consists of the four aforementioned 
criterions (Bryman and Bell, 2003). We shall look deeper into this criterion and how 
they are correlated to our thesis. 
 
 

4.2.1 Credibility 
To receive credibility, which can be seen as the acceptability received from others if the 
researcher shows a high degree of feasibility in his/her empirical findings, a study needs 
to fulfill two prerequisites. First, the findings of a study need to be reached through 
good practice. This implies that the research has to be conducted in accordance to 
existing rules and principles. Second, it is of essence that the research findings, which 
were gathered in the social world by the studied people, are later submitted back for 
confirmation. This second part can be dealt with by either: respondent validation or 
triangulation. If these prerequisites are met then the study’s findings increases its 
credibility (Bryman and Bell, 2003).  
 
In our thesis we conducted four recorded semi-structured interviews via a conference 
telephone. This recording function was later used to play back the interview in order to 
transcribe the content word-to-word into a text file. Initially, in the interviews, we 
explained again the purpose of the thesis and also how the empirical findings could 
contribute to the company. At the final stage, when we had put the findings into the 
right themes and perspective we gave the respondents the chance to confirm their 
contribution in our empirical chapter by sending them the empiric chapter. This was 
something that our respondents valued and used by sending back comments of contents 
that needed to be clarified. This is in line with the aforementioned respondent 
validation. 
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4.2.2 Transferability 
Because the nature of qualitative research deals with studying individuals- or small 
groups characteristics in depth it is more contextually driven by the significance of the 
social world than quantitative research is. Essentially, the question of transferability 
resolves around applying the findings to other contexts than its origin. Seemingly, this 
can be quite difficult since the findings are taken from one context to another (Bryman 
and Bell, 2003). However, according to Lincoln and Guba (1985) it is not only a 
question of whether the findings hold in one context to another, but also, if findings 
from the same context can hold at another time. Therefore, researchers should strive to 
create comprehensible amount of details from the studied culture so that other 
researchers can refer to the findings and possibly transfer these into the milieu of their 
own (Lincoln and Guba, 1985). To increase our transferability we have strived to be as 
open as possible in explaining both the milieu and the setup of the interviews. In 
hindsight, we also believe that our findings would not substantially differ between 
corporations of this scale. Having an organizational perspective in this thesis will also 
steer discussions into a more general state because we study the whole identity of the 
organization rather than individuals working in it, which in turn implies that our 
findings are transferable.  
 
 

4.2.3 Dependability 
Just like reliability in quantitative research, dependability enables one to apply findings 
at another time. The more likely these findings are to be applied at another time the 
higher dependability it will receive. To increase the dependability researchers should 
keep records of all phases of the research process; from formulating the research 
question, selecting the participants, to the analysis decisions, through this, it can be 
determined if the research has been conducted according to proper procedures and good 
practices so that the same research can be redone reaching similar results (Bryman and 
Bell, 2003).  
 
In this case, we have tried to describe our research in as much detail as possibly and 
most importantly, kept records of the process so peers can audit our research.  
 
 

4.2.4 Confirmability 
Because qualitative research acknowledges subjectivity in its research it has the 
potential problem to be subject to bias. It is therefore important that researcher’s acts in 
good faith so as not to let personal values or theoretical inclinations guide the research 
and findings in a certain way. The goal of objectivity is hard to reach because it is 
impossible to fully separate oneself, ideas and preconceptions from the problem at hand. 
It is therefore important to establish to what extent this as prevailed. In the social 
sciences this is the concern of confirmability (Bryman and Bell, 2003).  If we relate this 
to our thesis we have addressed the issue of preconceptions so readers can get a fair 
view of prior experience that can be related to our thesis. Second, we have strived to not 
lead respondents’ answers during the interviews. Furthermore, we have been very 
thorough in our transcription and analysis of data to minimize prejudice. Finally, we 
have always discussed and made joint decisions that both of us can stand for, to 
minimize the thesis taking on a direction of only one of us.  
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55..  EEMMPPIIRRIICCSS  
 
This empirical chapter will present the following themes: competitive advantage, 
stakeholder theory, CSR, Branding and Business Ethics. We will discuss these through 
the lens of the company.  We will first present Social Initiative, the organization who 
facilitated us to get in touch with ÖPWC, Linklaters and Carnegie, and how this 
organization works towards their clients. Before presenting our themes we will also 
present the three participating corporations so readers can get a fair view of what they 
do.  
 
 
 
 
 
 

55..11  PPRREESSEE��TTAATTIIOO��  OOFF  SSOOCCIIAALL  II��IITTIIAATTIIVVEE  
At Social Initiative we have interviewed one of the two founders and chief executive 
officers, Pernilla Bard. She started the organization in 2002 with Caroline Cederlöf, 
focusing on creating strategic partnerships between companies and non governmental 
organizations. In 2005 they also started working with private individuals. The goal is to 
help their clients to maximize the impact of their social engagement and to further 
develop social/philanthropic projects in the long run. 
 
According to Mrs. Bard, Social Initiative is a non profit association of which all clients 
are members.  Mrs. Bard stated that this non-profit association in turn is the major 
shareholder of Social Initiative Norden AB, which is a public company. The purpose 
with this is to create transparency so existing clients can have full insight into the 
financial aspects of the company. The general purpose of the association is to support 
social projects while creating social commitment among corporations. When talking 
about the mission statement, Mrs. Bard stated Social Initiatives mission is: to provide 
efficient support for vulnerable people so they can improve their own life and at the 
same time we actually have an additional mission to create commitment among 
companies and individuals to contribute to positive long term change. 
 
Additionally, she described her work as: evaluation of potential projects, so I travel to 
these places, India, Africa, and the Baltics’, then we also work with the follow up and 
the results and the feedback loop. We travel and then we also spend time with the 
companies presenting the results of the project organizations. Sometimes our clients 
travel with us as well. 
 
When dealing with their clients, companies and private individuals, they market 
themselves by creating a network where they discuss with potential clients about what 
kind of interest they have in order to determine what kind of projects would be suitable 
for them. Mrs. Bard stated that they develop project portfolios to meet the interest of the 
clients and to engage their employees. After building these networks, by for instance 
approaching a company’s chief executive officer, Social Initiative strives to develop the 
way that the clients engage in this sphere. Mrs. Bard emphasized that they are not CSR 
consultants; instead, they work with the philanthropic part of CSR. She further said: we 
don’t work with the activities that are linked to the companies’ core businesses. 
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Mrs. Bard also mentioned that they would like to create a long term commitment by the 
company and its employees towards these projects because they consider that is the only 
way they can help to create change. She also stated that they wanted to help the 
companies and individuals to measure results because they consider that it is important 
to systematically evaluate the results of social projects.  
 
When Mrs. Bard faced the question about why she thinks companies pursue 
philanthropic projects she mentioned that many do it because they would like their 
employees to feel proud of the company they work for.  She also mentioned that she 
thinks they would like to contribute in some way. She stated: They really think that they 
have an obligation in a way to do so. She stressed that companies should consider 
current and future employees as important stakeholders. Furthermore, she stated that it 
is important for companies to build their brand towards their clients today. 
 
When asked about the collaboration with Öhrlings PricewaterhouseCoopers, Linklaters 
and Carnegie, Mrs. Bard mentioned that there are some similarities between the 
companies. For instance, they all have set up steering groups that consist of people from 
across the organizations. She emphasized that it is not supposed to be only top 
management, but it is supposed to represent people from all of the organization. 
 
However, she left clear that there are many differences between the ways the three 
companies work with philanthropic issues. She stated: We have very different ways of 
working. First of all they (the companies) have different types of projects and that is 
linked to why they want to do something, or what they want to achieve. 
 
For example, she mentioned in the Linklaters case that they wanted to be active in 
around their offices in Stockholm, and thus Social Initiative was specifically asked to 
identify good Swedish projects. She emphasized that Linklaters, who support projects in 
Sweden, have had a great deal of direct contact with the projects organizations which is 
something that Social Initiative encourages as well. She also stressed that Linklaters in 
the UK have a very different situation and therefore it is natural for them as a company 
to have people employed working with CSR issues in the UK. She stressed that overall 
it is natural there but in Sweden the level of attention has been less. She thinks they 
have been asked by the London office to actually do something. Therefore, the 
guidelines are coming from the heads of the company rather than from Social Initiative. 
However, she believes that the Swedish office is adopting that nature.  
 
Concerning Carnegie, she mentioned that they are working with Carnegie’s offices in 
six countries including the Nordic countries, Luxemburg, US and UK. In these 
countries, she stressed that they specifically wanted to identify projects that help 
children improve their life outside of Sweden because all offices are supporting the 
same basket of projects. She also emphasized that the projects they have chosen strive 
to engage the employees through a payroll giving system where the employees can 
personally support projects. She mentioned that when Social Initiative started at 
Carnegie there were a number of leading individuals that had this interest but now it has 
spread to employees across all offices. 
 
When it comes to ÖPWC, Mrs. Bard stressed that they have 125 offices and it has been 
a major challenge for them trying to reach all of ÖPWC's offices in Sweden. The 
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voluntary team that ÖPWC have activated has really made a difference. In fact, the 
volunteers have come from more than just the Stockholm offices. Also, she stressed that 
in the case of PWC, they have a tradition of being socially responsible. She considers 
that it is part of the business they work with and it is within their culture something that 
they feel they should be doing and therefore is something that is very natural to them.  
 
 

55..22  PPRREESSEE��TTAATTIIOO��  OOFF  TTHHEE  CCOORRPPOORRAATTIIOO��SS    
5.2.1 Öhrlings PricewaterhouseCoopers 
PricewaterhouseCoopers’ (PWC) mission is to provide their clients with services which 
will add value to their operations and so enable them to gain a competitive edge in the 
market place. In 1998 Price Waterhouse and Coopers & Lybrand merged into 
PricewaterhouseCoopers which today has developed to offer services globally in over 
153 countries with an estimated staff over 155,000 people. They are furthermore said to 
be one of the Big Four firms of accountants which is an epithet they share with Deloitte, 
Ernst & Young and KPMG. Today PWC are labeling themselves as a professional 
services firm, offering more than just auditing to broader business advice in various 
business sectors (PricewaterhouseCoopers, 2009). 
 
Öhrlings PricewaterhouseCoopers is the Swedish division of PWC and today are 
operating in 125 cities with over 3,400 employees (Öhrlings PricewaterhouseCoopers, 
2009). At the company we have interviewed Magnus Grive. He has a position as the 
head of the tax office in Stockholm which deals with transfer pricing amongst other 
things. In addition, he is also one of the Swedish partners of the firm.  
 
 

5.2.2 Linklaters 
With operations in 19 countries, mainly in Europe and Asia, Linklaters is a law firm 
which specializes in advising the world's leading companies, financial institutions and 
governments on their most challenging transactions and assignments. With offices in 
major business and financial centers, they deliver an outstanding service to clients 
anywhere in the world (Linklaters, 2009).  
 
The Nordic branch has more than 100 lawyers stationed in Stockholm taking on various 
assignments such as: merger & acquisitions, banking and finance, real estate, 
competition, tax, telecommunications, media & technology, litigation & arbitration and 
employment law. At the firm it is customary that each lawyer is specialized within a 
field and then put into a workgroup that solely works with his/her focal issue (Linklaters 
SE., 2009). We conducted an interview with Thomas Edselius who is the firm’s Chief 
Operation Officer (COO) in Sweden. He has been working for Linklaters for more than 
three years during which he has dealt with both strategic and CSR issues.  
 
 

5.2.3 Carnegie 
Stretching back to the year 1803, Carnegie is one of Sweden’s oldest brands. Originally, 
started as a confirming house, it has since developed and it was not until 1932 that the 
company took a direction that coins their current business in banking.  
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Today, Carnegie takes pride in being one of the biggest Nordic independent investment 
banks offering services for institutions, companies and private customers within the 
fields of stock trading, investment banking, asset management and private banking. The 
corporation is currently active in eight countries with some 750 employees (Carnegie, 
2009). We have conducted an interview with Andreas Koch who is the head of 
communications, responsibly for investor and media relations and internal 
communication. Mr. Koch has worked for Carnegie for about two years.  
 
Last year Carnegie had a rough time which has resulted in a financial crisis that led the 
Swedish state to take over the company. They specifically had problems with their risk 
assessment, something that has been re-structured today. It is only until recently that 
Carnegie has managed to get new private equity owners. We want to note that our 
investigation of Carnegie has focused on their work prior to this problem. Therefore this 
crisis has not been relevant and as a result disregarded from our thesis.  
 
 

55..33  CCOOMMPPEETTIITTIIVVEE  AADDVVAA��TTAAGGEE  
5.3.1 Öhrlings PricewaterhouseCoopers 
According to Mr. Grive the very basis for Öhrlings PricewaterhouseCoopers (ÖPWC) 
competitive advantage is their ability to offer a comprehensive set of services for a wide 
range of businesses covering the expectations and requirements of their customers. As 
he stated: we try to have a number of hundreds of smaller business within the umbrella 
of PricewaterhouseCoopers. We try to combine our resources then create things for our 
customers. To meet these needs they not only focus on an inside-out perspective such as 
their resources but also take an outside-in perspective with their clients in focus. The 
solutions they come up with can be based on industries or certain competences that 
require knowledge in various fields like accounting or advisement. They try to blend 
these different approaches together to find a more comprehensive solution. In addition, 
they also work very thoroughly with following up their services to their customers in a 
customer’s satisfaction index. ÖPWC has managed to become the leader in its field in 
Sweden in terms of market share.  As he stated: in Sweden ÖPWC is the biggest firm of 
this sort, a few others there are almost as big, but we are the biggest one.  
 
Mr. Grive emphasized that their main competitive advantage is related to how they raise 
their trustworthiness and confidence in the eyes of their customers. Furthermore, Mr. 
Grive stated that the utilization of people and their knowledge, embracing clients and 
tasks in an open manner was more unique for ÖPWC than the other big three 
competitors. According to Mr. Grive, this openness is possible to imitate but not very 
likely because it is part of their culture that has been developed over many years. 
Finally, he stated that the brand PricewaterhouseCoopers is an asset that also should be 
seen a competitive advantage globally. 
 

 
5.3.2 Linklaters 
According to Mr. Edselius, Linklaters benefits by being one of the few global law firms 
located in Stockholm. He argues that this gives them a competitive advantage since 
their clients can not only use the local expertise but also international expertise from the 
whole network when in need of services in multiple jurisdictions. He stated: for us, the 
competitive advantage would be that we have offices in many countries, and we do have 
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the skills, we have executed several complicated international deals many times before. 
So, the local presence combined with our global expertise/competence is the biggest 
advantage we have. 
 
Additionally, Mr. Edselius stated that Linklaters have talented and excellent lawyers 
and that their international operations have led these lawyers to reach a cumulative 
experience that distinguishes them from their competitors. He stated: we have the best 
lawyers in Sweden working at our firm and of course their reputation precedes them.  
They have a name in the market, which means that we can attract a lot of clients 
because we have the best lawyers.  
 
According to Mr. Edselius, Linklaters has also promoted their brand and built a good 
reputation both globally and locally in Sweden, which in turn further increases their 
competitive advantage. This is the reason Mr. Edselius believes that Linklaters client 
portfolio has increased. As for competitors, Mr. Edselius stated that in a global 
perspective most competitors lack the width and weight of Linklaters. However, from a 
local point of view there are many professional law firms that operate in the same tier as 
Linklaters. 
 
 

5.3.3 Carnegie  
According to Mr. Koch the main mindset for Carnegie is their customers with the focus: 
of premium delivery, it is about always having excellence in execution. Executions 
meaning always being accessed to the financial markets and hence having a strong 
distribution.  Carnegie strives to be the leading Nordic actor and feels that they have 
unique knowledge about Nordic companies, according to Mr. Koch. In addition, Mr. 
Koch stated that Carnegie is one of few independent investment banks with presence in 
the Nordic markets. 
 
According to Mr. Koch, Carnegie’s product and services can itself be provided by 
others but one key competitive advantage is their long-term relationships. He stated: 
while the products and the services itself can be provided through many companies, I 
think it takes a very long time to really establish the kind of relations with key financial 
institutions as we have done. He further mentioned that to build trust in the market place 
is a process that takes time. In Carnegie’s case, the retention of customers is mainly 
based on their past reputation. The aim has been to get large customers where focus 
relies on establishing personal relationships rather than mass communication.  
 
 

5.3.4 Summary Competitive Advantage 
Although these three corporations are active and provide services in very different 
market segments they share one common factor, namely, they are all working to get a 
good and sound reputation to increase their brand awareness. Furthermore, the three of 
them also emphasized quality work based on people with knowledge and skills. 
 
In ÖPWC's case, they mention competitive advantage as a series of interlinked elements 
such as confidence, trust and openness as part of their culture.  For Linklaters, the 
competitive advantage is based more upon their network where it is difficult for their 
competitors to challenge their vast width. Finally, for Carnegie, their competitive 
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advantage is based on the long-term personal relationships that they have built with 
their customers by premium services.   
 
 

55..44  SSTTAAKKEEHHOOLLDDEERRSS  
5.4.1 Öhrlings PricewaterhouseCoopers 
When asked about stakeholders, Mr. Grive said: our main stakeholders are our 
customers. We exist for our customers. They are our main stakeholders. He also 
acknowledged that when their services have an impact on the public they have more 
stakeholders but they primarily focus on their customers as stakeholders. He further 
believes that people as stakeholders have increased their demands on how corporations 
should act today. He stated: I think that a lot of people, an increasing amount of people, 
do care how things are done, not just the result but how you came to that result. He 
stressed that this change of demand from the public has made ÖPWC work beyond their 
original frame of vision from decades ago. However, he expressed that the stakeholder 
demands are quite complex because they are operating in a heavily regulated industry. 
He stated: we are very regulated by the bodies in the various countries we operate. So 
in a way we must follow those rules, we must do it in that way, and no other way. If an 
*GO would like to change our way of working then they may have to go to the law 
making body instead going to us, because we can not change what is advised by law. 
 
However, Mr. Grive stressed that they try to honor their responsibility to society 
because their business is based on trust and confidence. As for competitors, Mr. Grive 
stressed that it is important to bear in mind that ÖPWC is one of the four big accounting 
firms and that they all push strong for responsibility issues. Mr. Grive further stated that 
if the company can attract more people because of pursuing and honoring stakeholder 
demands they would be very happy.  
 
 

5.4.2 Linklaters 
When discussing stakeholders, Mr. Edselius first emphasized the shareholders as 
stakeholders, but he also identified the customers and the employees as stakeholders. He 
also believes that people are more demanding with regards to the roles corporations 
have to play in society. He believes that it is important for Linklaters’ employees to feel 
that the firm is being part of society. He stated:  it is important to us and our employees 
that we’re taking an active part in society. When hiring new people we may get the 
question what we do for our local society. 
 
Furthermore, from an employer point of view, it is beneficial if they can show how they 
contribute to society.  He acknowledged that the company is more active in society and 
it is a prerequisite to be active for clients today. He stressed: I think that there is a 
general awareness that companies or firms should help, just be more active and help. 
It’s just more awareness, more or less I think. 
 
He has felt an internal pressure concerning the urge to respond to stakeholder 
requirements from Linklaters headquarters in London.  When he was asked about 
stakeholder influence he answered: Yes, internally. There is a pressure initialized from 
London that we need to do something about this. We can also see that some of the 
clients expect us to do this. He further stressed the belief that US firms are working 
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more actively with meeting stakeholder pressures and that Linklaters and other firms in 
this sense, should try to catch up. He stated: it’s important to us to create a sort of pride 
for the employees in us doing something and that we make a difference, and it’s also for 
the clients that we are contributing. 
 
He summarized the discussion about society and stakeholders by stressing:  without 
acknowledging stakeholders, we could be seen only as money driven law firm only 
caring about making money, charging high rates, not doing anything for society. He 
believed that this would have been the general picture of Linklaters if they did not 
respond and acknowledge stakeholders interest. 
 
 

5.4.3 Carnegie 
Mr. Koch stated that at the core of Carnegie’s stakeholders are their customers. He also 
claimed that employees have a key position because Carnegie is, as he said, not 
producing any product in a factory but creating services therefore it is more important to 
cherish them.  
 
Concerning society, Mr. Koch believes that people today are more demanding of the 
role corporations play. He stated: I would say that the younger generation are having 
more thoughts about this and it’s more important when young people chose employers. 
He further stressed that he has taken part of surveys that confirmed this view. We are 
following that through, for instance a service done by the company Universum, they are 
doing surveys at least once a year for a large group of university students around 
Sweden and we can see that year by year these questions are getting more important. 
 
He stressed that it will be more important in the future to oblige to more stakeholders, 
for example, by offering something that can match a customer's need and that will 
involve CSR types of services and products. Therefore, to explain the corporate story to 
potential new employees will be more demanding, he explained. He further stated that 
communicating this, both externally but also internally, is where the company must 
advance. He stated: I think that in order to become a long term attractive employer we 
need to put efforts into this area to prove that we are seen as a legitimate actor in the 
market place and that we are doing good things from a societal point of view. He 
emphasized that potential employees are important here but the key driver for all this 
responsiveness has been to strengthen the internal culture and make current employees 
more committed. In Carnegie, Mr. Koch said that they want to assure employees that 
some parts of their profits are going to less privileged people and thus not solely to the 
shareholders. He stated: we have not used this so much for other stakeholders but we 
probably have potential to do so but as it is today we are mainly doing it as an internal 
project you could say. Although not a key driver, Mr. Koch also stated that making their 
customers appreciate the company is also important.  
 
As for the environment, Mr. Koch stated that the focus relies on making sure that 
employees are treated well and that the company stays attractive in their industry. He 
further stated that it is important that the company has good values and that they have 
products and services that are supporting good investments in for example, 
environmental friendly technique and technology. In addition, he emphasized that it is 
important that future products and services will not be harmful in any way for the 
environment and other aspects of the community. To the best of his knowledge, he has 
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not felt any strong pressure from a certain stakeholder about a particular issue, strategy 
or project. However, he leaves that possibility open in the future. 
 
 

5.4.4 Summary Stakeholders 
In terms of the stakeholder aspect there is a somewhat homogenous picture between the 
three companies. First of all, the main stakeholder that has been pointed out is the 
customer. In this sense, the companies are willing to embrace more responsibility just to 
please them. Second, both current and future employees are prioritized by the 
companies. In terms of current employees the companies aspire to strengthen internal 
commitment and culture by embracing values and running projects that the employees 
cherish. As for the future employees it has shown important for the companies to be 
seen as an attractive employer not only driven by profit maximization. Third, the three 
firms acknowledge that society and people have a bigger influence on organizations 
today which consequently motivates them to satisfy stakeholders more than before. In 
addition, two of these three firms also showed other differences. ÖPWC highlighted the 
importance of the big 4 incorporating themselves with their competitors as stakeholders 
while Linklaters emphasized the importance of shareholders. 
 
  

55..55  CCOORRPPOORRAATTEE  SSOOCCIIAALL  RREESSPPOO��SSIIBBIILLIITTYY    
5.5.1 Öhrlings PricewaterhouseCoopers 
ÖPWC view of CSR is not based on specific and formal processes; however, in Sweden 
it is handled by a steering committee which Mr. Grive is part of. They are working with 
CSR issues because they want to contribute in some way. This contribution is not based 
on any pressures, according to Mr. Grive. In general, they dispose both financial and 
personal resources to help others. By letting their employees volunteer for 
social/philanthropic projects they are deploying their personal resources with the intent 
to unconditionally help others. Mr. Grive stressed that when employees return from 
such experiences they will come back and tell everyone at the company how they have 
worked and how the project has developed. In a sense, Mr. Grive believed that these 
projects attract a certain type of people to the company that want to do good things.  In 
addition, the firm also allows their employees to directly donate part of their salary to 
social projects if they want. They are currently working with social projects both 
domestically and abroad. 
 
Before supporting philanthropic projects Mr. Grive said they have some baselines that 
they want to know about, such as the current situation in the neighborhood. 
Additionally, every six months ÖPWC follows up and measures the progress of their 
implemented philanthropic projects. For example, if the affected people have learnt to 
read or have gained a specific knowledge. According to Mr. Grive, they do this to 
assure that the project has showed signs of improvement. Mr. Grive stated that 
knowledge and education is very important for ÖPWC in these projects because it is 
something that has to do with the core business as advisers.  
 
According to Mr. Grive, ÖPWC is not expecting a direct and tangible return on their 
supported philanthropic projects. He stated: we don’t really expect to measure 
profitability as a consequence. However, Mr. Grive beliefs that in the future it is 
possible that the financial performance is positively affected but today the only 
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important impact are the impact these projects have on employees.  When faced with 
the question of how ÖPWC values the success of their social projects and if that could 
have any financial consequences, Mr. Grive stressed that ÖPWC only evaluates the 
developments and accomplishments of their objectives under the philanthropic 
perspective. He stated: I think it’s hard to say, as I mentioned earlier we haven’t really 
measured it in that way. I couldn’t even say how exactly we could measure if there is 
certain effect that affect particular elements. I can’t see how this effort could be 
measured in that way even if you try to do that. 
 
Mr. Grive claimed that they actually help other companies work with CSR issues even 
trying to get specific benefits, as part of their services portfolio. As he stated: we have 
people who know a lot about CSR, how other companies maybe could use that for their 
benefit. However, he left clear that their own CSR involvement is something that is 
more guided by their desire to do good things.  He further emphasized that they have 
not increased any prices of services to cover for their CSR projects, nor have they 
received any incentives from the government by supporting philanthropic projects. 
 
Internally, the company writes in magazines about the development of the projects and 
also in their annual report. Mr. Grive stated: of course we don’t mind mentioning it and 
if you read our annual report there could be an article about these things. According to 
Mr. Grive they do not publicly take credit for the projects they support. 
 
 

5.5.2 Linklaters 
According to Mr. Edselius, the CSR view of Linklaters is pretty much influenced by 
their intention to strengthen their employees’ pride and sense of responsibility in 
society, which at the same time is more important for their clients today as well. He 
mentioned that their clients are aware  that Linklaters is in fact contributing, which Mr. 
Edselius thinks is even more important if they want to compete in the same arenas with 
other companies working on these issues, especially in the US. He stated:  it’s important 
for us to create a sort of pride for the employees, that we are doing this and that we 
make a difference. It is also important for the clients that we contribute, so it’s 
important to everyone. I believe that this in relation to the competition with other law 
firms, particularly US law firms, is even more important.  
 
Mr. Edselius also stressed that the global firm is taking care of CSR issues, mainly from 
the CSR committee at their headquarters in London and therefore this group steers the 
local branches to carry out CSR initiatives. He mentioned: we are more active. It’s 
mainly being driven from London. They have their own CSR group which regularly 
follows up what’s going on in each country and could also give tips or advices, what 
works or what doesn't and so on. Additionally, Mr. Edselius emphasized that the 
Stockholm branch has its own CSR steering group. As for the evaluation of these 
projects, Mr. Edselius claimed that it is not carried out in a formal way; it is more of an 
informal process where the group speaks to employees to receive feedback.  
 
In terms of measuring the outcome of  projects, Mr. Edselius stated that they let Social 
Initiative handle that so there is no need for them to evaluate and measure the projects. 
When asked how the firm values its projects, Mr. Edselius answered that it is something 
that is expected of them to do, but on the other hand they do not internally evaluate a 
project once it is finished, they merely move onto another. He said: we don’t really 
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evaluate it once it is finished, internally neither here in Stockholm nor from the London 
point of view. 
 
Mr. Edselius stated that there are no legal requirements or government incentives that 
motivate them to engage in philanthropic projects. He stated that the people within the 
firm feels good by conducting these projects and that it is easy to find volunteers 
amongst the employees. He stated:  internally, people are pretty much involved, they 
like to do this. It’s easy to find volunteers. 
 
As for profiting or benefiting from the projects, Mr. Edselius stated that it is not their 
intention and that they do not market their involvement or publicly take credit of them 
in the annual report. He further said: we don’t even have it on our website, which I know 
some US law firms actually post their projects on their front webpage. Mr. Edselius 
stated that they do not want to be perceived as braggers so they keep their involvement 
in various projects internal. However, if their clients know that they are actively 
working with philanthropic projects they see it as a positive side effect.  
 
According to Mr. Edselius, Linklaters have some requirements for their projects, for 
example, that they are carried out in the vicinity of Stockholm instead of some other 
country far away. When all requirements can be met they decide whether or not to go 
through with a project. As he said: the project should meet our requirements and then 
we can go for it.  
 
Furthermore, Mr. Edselius mentioned that Linklaters has a specific CSR plan that is also 
aligned with their general strategic plan. He stressed that they make this business plan 
every year and they make sure that the CSR plan is in there. The reason for this is to see 
if the project has worked out or not. As he said: If they work or not but not from a 
profitability point of view. However, he also mentioned that there are specific rules that 
they have to follow, which the headquarters in London follows up on. 
 
When faced with the question of how the philanthropic expenditures are considered 
under the financial report, Mr. Edselius answered that it was a cost because they do not 
only give time but also money. However, he also mentioned that it at the same time is 
an investment in the employees and in the firm, which can be seen when people within 
the firm are aware of what they are doing and talk about it. He stated: it’s an investment 
in the employees and in the firm. People are aware of, not only within the firm what we 
are doing, but also talk on the town. We can sometimes hear some of our clients say that 
they know that we are helping out on “this and that”, and that’s very nice. 
 
About the long term expectations of their philanthropic projects, he mentioned that they 
were the same as they are today. He also stated: to create pride for the people who 
works here by making sure that we make a difference, and also that we in a way 
indirectly increase profitability. 
 
 

5.5.3 Carnegie 
According to Mr. Koch, the CSR of Carnegie is part of their thinking when it comes to 
actual products and services and it is also a part when it comes to supporting 
philanthropic projects. At the firm they do not have specific persons working on CSR 
issues and it is more a part of their culture. Also, Mr. Koch mentioned that the 
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philanthropic area has long been a tradition in Carnegie for many years and it is part of 
their CSR philosophy to treat their employees fair and respectfully. He stated: its about 
our staff, it’s about our services and the third part is more philanthropic projects. He 
considers that it is probable in the future that they are going to work in a more 
structured way because currently they do not have a structural concept for their overall 
CSR. Instead they have conducted it more opportunistically, he claimed.  
 
Mr. Koch mentioned that Carnegie was a family owned company and had a tradition of 
implementing philanthropic projects and at an early stage was involved in various parts 
of society to support projects that they thought were beneficial for the community. This 
is a tradition that has continued under the new ownership and he emphasized that some 
of the outcomes of this philosophy resulted in Carnegie Social Initiative which was the 
predecessor to Social Initiative started in 2002. He stated: the whole basic idea behind 
Social Initiative and Carnegie was really to make sure that money was invested in small 
scale projects with local entrepreneurs where the progress could be followed up very 
closely. Before this, Mr. Koch expressed that seeing the benefits and following it up was 
difficult. This tradition is according to Mr. Koch not really recognized externally and 
neither something that the firm communicates widely. 
 
According to Mr. Koch they have no legal requirements that force them to pursue 
philanthropic projects. Additionally, he mentioned that they do not advertise their 
involvement in their philanthropic projects, however they include some of this in their 
annual report and they also publish information about this on their website to give their 
customers the opportunity to be part of some of the projects. Mr. Koch highlighted that 
even without an explicit quest for competitive advantage this can hopefully have some 
impact on their brand. He also mentioned that he believes that all larger companies are 
carrying out some sort of philanthropic projects, as they need to show that they want to 
dispose some of their profits to support the disenfranchised. At the same time he claims 
that this subject is important for employees to feel that they can also support in some 
way, something more than just the shareholders expectations. 
 
According to Mr. Koch, not only does Carnegie have a special group for the investment 
of the projects, they also have services and products that have adopted a social 
responsibility approach which they can get a good leverage from which is something 
their customers are demanding. When asked if Carnegie has increased their prices to 
cover for their CSR expenditures, Mr. Koch answered that it had not been the case. He 
further explained that Carnegie had not received any incentive from the Swedish 
government because of their CSR initiatives.   
 
Mr. Koch further stressed that he thinks their CSR engagements are something that 
create commitment among the employees and something that really goes across the 
company even though they offer different kinds of services.  Finally, Mr. Koch 
expressed that he does not believe that Carnegie has directly increased their profitably 
or sales level because of these projects.  
 
 

5.5.4 Summary CSR 
The CSR initiatives and engagement among the three interviewed companies have 
several similarities. First, they all do not have a very formal process or departments for 
CSR. Mainly they work with CSR through projects with a philanthropic orientation, 
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besides their internal intentions of fair and respectful working conditions guided by 
their cultural values. The managerial aspect of their philanthropic projects can be seen 
as an outsourcing because they mainly rely on the non-profit organization Social 
Initiative to proceed with- and follow up projects. The interaction between Social 
Initiative and these companies is handled by steering committees.  
 
All the three companies stressed that they have been working in philanthropic CSR 
projects guided by their individual desire to contribute to society by helping others. 
They left clear that they do not feel any direct pressure to work with their social 
projects. Likewise, they also emphasized the fact that they are not expecting financial 
benefits that could be measured in terms of profitability. However, they all believed that 
their work in philanthropic projects could have some positive impact on their image and 
also in the future the CSR issue could be more measurable from a profitability 
perspective. This is due to people increasing their demand about the relationship 
between corporations and society. By their CSR engagement they all want to emphasize 
that they are not just companies driven by profitability.  
 
When helping less privileged people in their philanthropic projects they hope to get 
additional benefits like making their own company more attractive for current 
employees as well as future ones by creating pride from their social commitment. Also, 
they manifested that they have not increased the prices of their services in any way to 
cover the expenditures of the philanthropic work. 
 
Finally, they all agreed that they are not actively publishing any information related to 
their philanthropic work other than internally for example in their annual reports. 
 
Additionally, the three companies present some different elements in their philanthropic 
work. ÖPWC encourages their employees to join their philanthropic projects as 
volunteers and allows employees to donate part of their salary to support this cause. 
Linklaters have decided to mainly support projects in Sweden because in this way, they 
can follow the results more closely. Linklaters also stressed that they have a special 
CSR group at their London headquarters which coordinates and monitors their local 
activities. Finally, Carnegie emphasized that they had a long tradition of philanthropy, 
more so than other companies, which shows their commitment to such projects. 
 
 

55..66  BBRRAA��DDII��GG  
5.6.1 Öhrlings PricewaterhouseCoopers 
In terms of branding, Mr. Grive expressed that they are conducting several campaigns to 
increase their brand awareness every year. He stated: certain things like this we do on a 
regular basis. He further stressed that these do not necessarily have anything to do with 
CSR issues. He emphasized that the aim of the campaign is to maintain ÖPWC’s good 
reputation. 
 
Mr. Grive is convinced that their brand would be noted if people linked ÖPWC’s vision 
to contribute to society by having more effective marketing in various sectors with the 
fact that some of ÖPWC’s financial resources help less fortunate people in the world. 
As he stated: to associate that with the brand I’m sure is not a bad thing. 
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5.6.2 Linklaters 
When asked about Linklaters as a brand, Mr. Edselius told us that he believes people 
associate Linklaters with high-quality lawyers and possibly the best law firm in the 
world. He believes that the firm has a good brand reputation due to the fact that they do 
not take shortcuts, work by the book, and are very good at what they are doing. He told 
us that they are able to perform quality work because they have a strong organization 
behind them. He stated further that: if we conduct a really complicated deal, we have a 
big organization behind us, which we can use, and that creates a good brand 
reputation. 
 
Mr. Edselius stressed that their CSR initiative may have indirectly helped raise the 
firm’s brand awareness a little bit. He believes that Linklaters is widely known in the 
UK where they also have their headquarters, than in other countries. According to him, 
increasing the brand awareness is linked to performing quality work and getting this 
displayed on different ranking lists. He told us: it’s about being ranked high on different 
ranking lists and being mentioned in different directories, that you have worked on that 
deal and that deal and that you have clients who are satisfied with your work. He 
emphasized that to maintain their good reputation; they only employ the best lawyers in 
the world and do whatever their clients expect them to within ethical boundaries. As he 
said: it’s as simple as that. 
 
 

5.6.3 Carnegie 
He thinks that the fact that Carnegie is one of the oldest brands in Sweden makes a 
difference. He stated further that the brand is also associated with good services and 
products. Overall, Mr. Koch thought that Carnegie had a good reputation with keywords 
like independence and excellence in execution giving them a quality stamp by 
customers.  
 
Mr. Koch stated that their main goal of their CSR initiatives is not to receive a 
competitive advantage.  Despite their long tradition of philanthropy, he does not think 
that Carnegie has received any brand benefits through their social work. If it has had 
any affect at all it would only be on a smaller scale. Although not their initial aim, he 
believes that CSR projects can have a positive impact on their brand.  
 
 

5.6.4 Summary Branding 
There is an unconscious consensus between the three firms to acknowledge and work 
with branding issues. First, they all think that their brand already represent something 
linked to quality and goodwill which they all try to maintain via implementing different 
strategies. For ÖPWC, they launch several campaigns every year while Linklaters tries 
to get their deals published on different ranking lists. In Carnegie’s case, this is done 
through emphasizing the brand name which they all believe is associated with good 
traditions and quality work. Second, the three firms do not specifically use their CSR 
initiatives to raise their brand awareness. However, they all embrace any indirect effect 
their social initiatives can have on their brand but they clearly lack strategies for 
obtaining such effects or benefits.  
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55..77  BBUUSSII��EESSSS  EETTHHIICCSS    
5.7.1Öhrlings PricewaterhouseCoopers 
From an ethical perspective, Mr. Grive, emphasized that ÖPWC consists of people who 
want to do good things for others than just working to reduce costs or raise revenues. He 
further stressed that their philanthropic work is not in any way mandatory; instead it is 
based upon a will to act good for others which is a voluntary commitment at the firm. 
 
Also, to ensure that employees are acting in a proper manner when representing the 
company, they have implemented clear codes of conduct. As Mr. Grive stated: this tells 
us how we should be good citizens and what we shall or shall not do. We work a lot 
with these codes. It’s not something that we just have in a book. According to Mr. 
Grive, the codes of conduct of ÖPWC are often discussed and debated but despite this, 
they are embraced by the entire staff. Based on their CSR and their will to act well, Mr. 
Grive believes that ÖPWC is ethically conscious by always taking ethical matters into 
consideration. The ethical part is always there, he said. 
 
Mr. Grive considers that the work ÖPWC is doing involves ethical responsibility due to 
their work as advisers concerns how companies should work in more effective ways. He 
also believed that this is making the market economies better and smoother. In addition, 
he emphasized that people are more than figures and therefore the company needs to 
embrace aspects of human nature.  He summarized that by saying: we want to be good 
citizens. We want to contribute to society as much as we can. 
 
When faced with the question of why ÖPWC is involved in philanthropic projects, Mr. 
Grive stated that they are working with this issue because they want and like to help 
others. More personally, he mentioned that his own involvement makes his life more 
meaningful. 
 
 

5.7.2 Linklaters 
According to, Mr. Edselius Linklaters has a code of conduct that is both implicit and 
explicit. By explicit, Mr. Edselius referred to the actual written code that guides 
employees to act in an ethical manner. Implicitly, he said, refers to the fact that they 
send all their new employees to the headquarters in London to learn how their CSR 
works and what their values and principles are. According to Mr. Edselius, new 
employees may stay at the headquarters for several months to get a better understanding 
of this.  
 
Furthermore, Mr. Edselius perceived the firm to be ethically conscious. He believed that 
the underlying motive to this was due to the expectations of their clients. He stated: it’s 
what our clients expect us to be. We should know about all this, and we are lawyers, I 
mean we need to be well up to standard with this. We are expected to be very good on 
this.  
 
 

5.7.3 Carnegie 
At Carnegie, Mr. Koch expressed that they have strived to create commitment amongst 
their employees by doing something outside the scope of their normal work that is good 
for people that are less privileged. Mr. Koch thinks that between one fourth or one fifth 
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of all employees donate money directly from their own monthly salary to Carnegie’s 
philanthropic projects. They have preferred to keep this work internally because the 
main thought behind this has been to strengthen the internal culture rather than 
something to expose externally. That is why he believes people do not identify 
Carnegie’s philanthropic orientation. He stated: even though we have worked with it for 
quite many years, we are not really communicating it widely.  I would say that the 
recognition is quite limited.  
 
He thinks that the question of being ethically conscious is very complex because it is a 
very general idea but he believes that Carnegie achieves this epithet by being a good 
employer in many respects. 
 
 

5.7.4 Summary Business Ethics  
From a corporate viewpoint, the three companies’ intention to do good things for others 
is something they have in common. All of them manifested that they are involved in 
philanthropic projects, only because they want to contribute to society rather than being 
recognized for this because of other reasons. Also, the three of them emphasized that 
working with this issue is not mandatory. 
 
Likewise, they want to encourage their employees to act in ethical ways and in this way, 
appropriately represent the company. They all have codes of conduct, either implicitly 
in their culture and way of working, or explicitly posted in a formal statement. 
 
With this in mind, they consider that they are ethically conscious by taking 
responsibility for more effects than their core businesses.  
 
In particular, Linklaters expressed that aside from the aforementioned reasons, they 
work with ethical issues because they are supposed to and it is something that their 
customer expects them to do. As for Carnegie, they have decided to keep this 
involvement internally and therefore the firm’s philanthropic initiatives and ethical 
conduct is not as easy identified externally by people. 
 
 

55..88  GGEE��EERRAALL  SSUUMMMMAARRYY  
This chapter took different perspectives of the companies involved in this work under 
five main themes. These themes were Competitive Advantage, Stakeholders, Corporate 
Social Responsibility, Branding and Business Ethics.  
 
Holistically, each company is actually working with supporting philanthropic projects 
and dealing with their correspondent social responsibilities. In fact, they consider to 
have responsibilities towards more than their shareholders. 
 
We could see how they all manifested their philanthropic orientation by doing things 
that were not directly related to their core business, for example, aiding noble causes 
like helping the less privileged. 
 
In terms of competitive advantage the three companies stated that they consider their 
quality work, their people and brand as competitive advantages. 
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From a stakeholders’ perspective, it was shown that they had clear orientation towards 
their customers and employees, and also considered society and people as a stakeholder.  
 
In terms of Corporate Social Responsibility (CSR), the companies showed great 
awareness in this respect and their interpretation of this is done through their ethically 
conscious way of working, treatment of their employees and even more importantly 
through the philanthropic projects that they are carrying out. The three companies 
almost have the same view of CSR and it is important to bear in mind that they all are 
working with a non-profit organization called Social Initiative, which is completely 
focused on social projects. 
 
Branding is an issue that was highlighted as very important for all the three firms. All of 
them consider the brand as a very valuable asset and actively work to maintain their 
goodwill. 
 
Finally, concerning business ethics, the three companies showed themselves as ethically 
conscious and emphasized the reasons for working with philanthropic issues were not 
related to any direct pressures but rather a voluntary action from their part. Additionally, 
they stressed their concern about their employees and how they are working with values 
and principles embedded in their correspondent cultures. The upcoming table 
summarizes each company’s keyword within the chosen themes.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 [ 58 ] 

Empirical 
Summary  

Competitive 
Advantage 

Stakeholders CSR Branding Business Ethics 

 
 
ÖPWC 
 
 

Ability to offer a 
comprehensive 
set of services in 
a wide range of 
business. 
 
They are in the 
confidence 
business. 
 
Utilization of 
knowledge and 
people openly 
minded. 

Customers are 
their main 
stakeholders. 
 
They consider 
people today are 
more demanding 
with 
corporations. 
 
 

Not specific or formal structure. 
 
Steering committee. 
 
They want to contribute in some 
way. 
 
Some corporate philanthropic 
projects involve employees. 
 
No financial gain. (Maybe in 
the future) 
 
No measurement. 
 
Don’t claim ownership. Only 
mention CSR and philanthropic 
projects accomplishments in 
annual reports. 

Campaigns to increase 
awareness. 
 
Not direct CSR link in 
that campaigns. 
 
They consider, is not a 
bad think the association 
of the brand with their 
philanthropic orientation. 

Commitment to the 
societies in need. 
 
Codes of conduct. 
Implicit and Explicit. 
 
Work highly 
responsible for good 
behavior of customer 
companies in society. 
 
Work in 
philanthropic 
projects because they 
want to help others. 

 
 
Linklaters 
 
 

Only global law 
firm in 
Stockholm. 
 
International 
experience with 
complicated 
deals. 
 
Reputation of 
been or having 
the best layers in 
the world. 

Shareholders are 
their main 
stakeholders. 
 
Customers are 
very important. 
 
Likewise, 
employees are 
very important.  
 
They want to be 
attractive for 
new employees. 

CSR committee in London. 
 
Steering group in Sweden. 
 
Strengthen employees pride and 
sense of responsibility. 
 
Catch up US firms (marketing). 
 
Social initiative evaluates and 
measures their philanthropic 
projects. 
 
No profitability aims with social 
projects. However, indirectly 
may increase profitability. 
 
No advertisement of their 
success social projects. 
 
CSR plans aligned with general 
strategic plans. 

People associate them 
with the best lawyers in 
the World. 
 
No shortcuts. 
 
Brand association with 
solid and wide 
organization around the 
world. 
 
CSR aspects may help 
their brand, but not much. 
Little indirect impact. 
 
Quality work. 
 
They try to be present in 
ranking lists. 

Codes of conduct. 
Implicit and Explicit. 
 
They perceived the 
firm to be ethically 
conscious. 
 
Underlying motive to 
this was because of 
the expectations of 
their clients. 
 
Employees educated 
in London to grasp 
their ethical aspects 
and culture. 

 
 
Carnegie 
 
 

Excellence in 
execution. 
 
Independence. 
 
Customer 
focused. 
 
Previous good 
reputation. 
 
Institutional and 
personal 
relationships. 

Customers are 
their main 
stakeholders. 
 
Employees are 
very important. 
 
People more 
demanding about 
good 
corporations’ 
behavior. 
 
 

CSR in products and services. 

Long philanthropic tradition. 

No CSR specific structure. 

CSR opportunistically carried 
out without any direct 
profitability expectations. 

Not recognized externally. 

Philanthropic accomplishments 
only mentioned in annual 
reports. 

Information on their website. 

They want to help less 
privileged. 

Customers can be part of their 
social projects. 

Social work creates 
commitment amongst 
employees. 

One of the oldest brands 
in Sweden. 
 
The brand is associated 
with quality and 
independence. 
 
They don’t try to get 
competitive advantages 
from the CSR work. 
 
CSR projects may have a 
positive impact in their 
brand. 

They want to create 
commitment 
amongst employees 
by helping less 
fortunate people. 
 
Philanthropic 
orientation 
embedded in their 
culture. Long 
tradition. 
 
They try to be good 
employers. 
 
Firm’s philanthropic 
initiatives and ethical 
conduct is internal 
and is not as easy 
identified externally 
by people. 

Table 3: Empirical Summary Table. 
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66..  AA��AALLYYSSIISS  
In this chapter we will strive to determine a correlation between our theoretical and 
empirical findings in order to answer our research question. The chapter consists of six 
different parts and follows the same consistency as previous chapters where the issues 
discussed have been put into themes, starting with competitive advantage and followed 
by stakeholder theory, CSR,  branding and business ethics. The sixth and final stage of 
the analysis will discuss our chosen themes to put them it into a context that ultimately 
connects to the research purpose. 
 
 
 
 
 
 
 
 

66..11  CCOOMMPPEETTIITTIIVVEE  AADDVVAA��TTAAGGEE  
As explained in the theoretical chapter, competitive advantage is related to special 
features that allows a product (or service) or company to get an edge over their 
competitors (Ansoff, 1965; Barney, 1991). At the same time, it is said that this 
competitive advantage could be sustainable as long as it is based on competences or 
resources with causal ambiguity in such a way that it is difficult to implement by 
competitors (King, 2007). In international markets, this sustainability is said to be 
reached as long as it is based on innovations that could anticipate and meet international 
needs (Porter, 1990).  
 
In the ÖPWC case, we can establish their ability to offer a comprehensive set of 
services in a wide range of businesses to cover the expectations and requirements of 
their customers as a competitive advantage. Simply put, this refers to the ability to offer 
a qualitative set of services using different set of resources within the whole umbrella of 
PWC to ultimately offer something competitors cannot. Specifically, ÖPWC achieves 
this through the utilization of their internal knowledge and creativity of their employees 
which are two very important resources. Furthermore, over the years they have built 
their brand on the basis of confidence, which today makes the firm synonymous with 
trustworthiness; hence, they have developed the capability to offer confidence which is 
linked to how resource based theory explains the sources of competitive advantage. In 
addition, by continuously measuring perceived customer satisfaction, ÖPWC is 
maintaining their image of confidence which is a process that possesses casual 
ambiguity (King, 2007).  Also, they are a global innovator in strengthening their brand 
which connects with the concept of sustained competitive advantage (Barney, 1991). 
 
In Sweden, one of Linklaters sources of competitive advantage is related to their 
capability to operate in international contexts backed up by a global network that has a 
vast cumulative experience of working with complicated international deals. 
Furthermore, by having good lawyers and a reputation that supports that very notion, 
Linklaters yields quality not just on a national level but on a global one as well. In a 
national context, Linklaters is one of few law firm that can offer this international 
network of experience and therefore their services are unique and inimitable (Barney, 
1991). This combination of having an experienced network backed up by excellent 
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lawyers and being one of few global law firms operating in Sweden is directly linked to 
the concept of competitive advantage (Porter, 1990).  
 
By claiming to have premium delivery by excellence in execution, Carnegie is 
emphasizing a qualitative trait that coincides with having a competitive advantage 
(Porter, 1990). However, in Carnegie’s case, it was pointed out that the actual services 
can be imitated by their competitors but that it is unlikely since the company has tried to 
develop institutional (long-term) relationships with their clients instead of 
communicating their message and services to the whole market. Carnegie's good 
reputation, which is partly based on old traditions, has in some sense advocated the 
retention of customers which in turn implies that it is part of their company culture and 
thus cannot be imitated. Therefore, this means that the Carnegie culture is linked to 
casual ambiguity (King, 2007) and that they as a brand have achieved competitive 
advantage (Porter, 1990). 
 
 

6.1.1 Theme Competitive Advantage 
When it comes to competitive advantage, our findings point out that these corporations 
are concerned with their reputation due to their goodwill being a source of the 
competitive advantage. They are able to strengthen their brand by linking it with 
specific resources and capabilities, such as specific knowledge, expertise or talented 
people that in the end maintains the companies’ high market position. At the same time, 
these corporations’ are aspiring to work more efficiently and internationally with the 
aim to offer services with high added value that ultimately keeps building their brand. 
This can be linked to Klein and Leffler (1981) who stated that if a few competing firms 
have a good and solid reputation they are said to be rare and if this reputation is based 
upon historical settings or events the reputation is hard to imitate (Barney, 1991). 
 
However, these three corporations have also began to be more aware about the need to 
act responsible and therefore they are embedding a set of principles and values guided 
by ethical norms into their culture, which aids them to maintain a good reputation. 
These big corporations are also aware that people today are placing an increasing 
amount of demands on corporations’ role in society.  There are many reasons for this 
increased demand. For example, former corporate scandals where malpractices were 
brought up in the media are an instance where corporations have been put in the 
spotlight and were expected to change their behavior. This clearly indicates that today, 
corporations must do more to maintain their reputation more than ever before. They 
must strive to respond to these demands of being a good corporate citizen that acts 
responsibly and possibly do more than asked while at the same time developing their 
competitive advantage. This confirms Grafström et al. (2008) reasoning about 
consumers/customers and pressure groups, whose opinions stem from society, placing 
higher demands on corporations today. 
 
 

66..22  SSTTAAKKEEHHOOLLDDEERRSS  
A stakeholder of a corporation is an individual or a group which either: is harmed by, 
or benefits from, the corporation; or whose rights can be violated, or have to be 
respected, by the corporation (Crane and Matten, 2007, p. 58). 
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ÖWPC main efforts seem to be related towards satisfying their customer expectation 
they are working to benefit them by offering quality services. In this sense, respect their 
customers and furthermore, by acknowledging that they as a corporation can have a big 
impact on society and that this calls for being responsible and listening to society’s 
expectation, ÖPWC goes beyond the role of just maximizing shareholder expectations. 
This does not mean that they neglect receiving a return on their investments for their 
shareholders; instead it indicates that they try to be responsible to stakeholders and their 
shareholders. Therefore this corresponds to Crane and Matten’s (2007) stakeholder 
theory.  
 
At a first glance it may seem like Linklaters has a shareholder oriented position. 
However, by putting their shareholders first they do not necessarily neglect the 
importance of other stakeholders. This is evident when they acknowledged both current 
and potential employees and their customers as stakeholders. This approach is in line 
with stakeholder theory (Crane and Matten, 2007) where shareholders, employees and 
customers are all groups that the company needs to respect and who will ultimately be 
affected by actions of the corporation.  
 
Furthermore, Linklaters also acknowledged that society today places higher demands on 
the role corporations should play in society. Therefore they pay special attention to 
issues that can be relevant in their business and also contribute to the society by 
supporting social/philanthropic projects. This highlights the fact that society is a 
legitimate stakeholder which is in accordance to the stakeholder theory (Crane and 
Matten, 2007). This acknowledgement is further seen in their active guidelines and 
demands to act in accordance to societies expectations that the London headquarter has 
set for all Linklaters office across globe. 
 
Carnegie identifies their customers as their main stakeholders and always puts effort 
into fulfilling their customer specific needs and expectations while at the same time 
acting respectfully and responsibly towards them. They also acknowledge the 
importance of current and future employees as legitimate stakeholders as they are the 
ones performing the company's services. In this case, Carnegie creates pride and a sense 
of responsibility among their employees. They therefore both respect and serve their 
employees whom in turn create quality services that ultimately are linked to satisfying 
customers. These interlinking actions aid the corporation while benefiting both 
employees and customers which then are in line with Crane and Matten's (2007) 
stakeholder theory. 
 
Carnegie is aware of society's importance as a stakeholder. By constantly working to 
reduce the impact of Carnegie’s actions in society, they are recognizing the increasing 
demands that people have on big corporations. Knowing that society will place greater 
demands on corporations, Carnegie is proactively offering something that can match 
customers needs while involving CSR types of services and products. This line of 
thought is also applied to make sure that products and services are not harmful in any 
way for the environment and communities. Altogether this attests to having a 
stakeholder orientation (Crane and Matten, 2007) because these are matters when 
Carnegie’s actions as a corporation can hurt other groups like society, but which 
Carnegie chooses to reduce negative impacts or create non harmful solutions that are 
not required of them.  
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6.2.1 Theme Stakeholders 
The scenario explained above, clearly shows that people and society today constitutes 
an important stakeholder for large corporations. As previously mentioned, large 
corporations have been influenced by people whom through interest groups today 
monitor company performance more than ever. At the same time, the impact a 
company’s performance has on society will determine the extent of the rules they have 
to follow. It does not matter if you are in the tax inspection business like ÖPWC, 
provide financial services like Carnegie, or legal services like Linklaters, anyone can 
have a direct impact on communities and therefore it is necessary that this impact is 
controlled and regulated. 
 
Naturally, large corporations are focused on their customers and identify them as their 
main stakeholder.  One can say that large corporations work for their customers but we 
cannot forget that corporations have financial and other interests which also illuminate 
the great importance of shareholders. Driven by the quest for quality work and a natural 
concern for people, large corporations are increasing their attractiveness for current and 
future employees. This means that this is a case where corporations can gain advantages 
by at the same time acknowledging more than financial responsibilities. 
 
 

66..33  CCOORRPPOORRAATTEE  SSOOCCIIAALL  RREESSPPOO��SSIIBBIILLIITTYY  
Corporate Social Responsibility (CSR) encompasses the economic, legal, ethical, and 
philanthropic expectations placed on organizations by society at a given point in time 
(Carroll and Buchholtz, 2000, p. 35) 
 
ÖPWC have encouraged their employees in their social projects to take part by donating 
part of their salaries or serving as volunteers in the field. Just as Crane and Matten 
(2007) attested, this is in the interest of corporations because it can increase employee 
attraction to work in such a company.  Furthermore, because of this social contribution, 
the company has managed to strengthen their internal culture and as a consequence the 
employees feel greater pride for the firm. This is in line with Greening and Turban 
(2000) whom showed that companies can increase employee commitment by 
implemented CSR programs.  
 
Although the company does not directly aim to get any rewards or return on 
investments from their contributions in social projects, these aspects are very valuables 
for customers and indirectly can reward a company by increasing current customer’s 
satisfaction as Crane and Matten (2007) pointed out. 
 
In the Linklaters case, their view of CSR is highly influenced by their intention to 
strengthen pride and a sense of responsibility to society among their employees 
(Greening and Turban, 2000) which is something that customers value today (Crane and 
Matten, 2007). Besides strengthening pride amongst employees, their involvement in 
CSR issues is mainly done by supporting social projects. Despite the philanthropic 
nature of these projects, Linklaters is perfectly aware that this involvement gives them a 
good image among their customers and allows them to compete with other firms. This is 
in line with Sen et al. (2006) who stated that CSR activity can increase identification 
and also cause stakeholders to commit personal resources that benefit the company. 
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Carnegie’s view of CSR is defined in their actual products and services and their 
involvement in social/philanthropic activities. As with ÖWPC and Linklaters, Carnegie 
focuses on strengthening internal culture by paying special attention to societal issues of 
social responsibility. Even though they have been working on CSR issues in a more 
opportunistic way, they are very aware of the relevance of this subject and the future 
importance that it will have.  
 
They also allow their customers and employees to take part in their social/philanthropic 
projects and publish their progress of this in their annual report and on their website 
which to some extent enables them to take part of the benefits that Sen et al. (2006) 
proclaims. They do not aim to get any return on the investment in their social projects 
but it has achieved a positive impact on their brand which also ratifies McWilliams et 
al. (2006) theory about brand maintenance.  
 
 

6.3.1 Theme CSR 
Besides their responsibility to their employees, customers and shareholders, these 
corporations are extending their responsibility beyond those boundaries by supporting 
social/philanthropic projects. This indicates that these corporations in fact do more that 
what is required by law and even expected from society by contributing to the society 
through social projects. These social projects ratify the fourth and final step of Carroll’s 
(1991) four part model of corporate social responsibility, the philanthropic step. The 
benefits that the corporations can take part of are, for instance, receiving greater 
commitment amongst employees and indirectly maintaining or increasing a positive 
brand reputation. Although these three corporations are all working with philanthropic 
projects, the manifestation of these also vary, which is in accordance with Friedman 
(1970). Also, these voluntary philanthropic actions are more linked to explicit than 
implicit CSR which indicates that these three corporations are more aligned with the 
American CSR than Swedish where such efforts normally are carried out by private 
persons or by the government (Matten and Moon, 2008; Grafström et al., 2008). 
  
However, it is important to point out that there is an increasing amount of pressure 
placed on corporations by the community, which includes customer demands 
(Grafström et al., 2008). Therefore, to be involved in philanthropy can also be seen as a 
market requirement (Porter and Kramer, 2006) and not solely corporate benevolence. 
 
In short, for services corporations, there is little to no direct link to a negative 
environmental or social impact. Even so, these corporations are supporting social work 
and trying to integrate into their businesses and strategy showing signs of corporate 
sustainability (Wade, 2005). 
 
 

66..44  BBRRAA��DDII��GG  
To minimize the risk of repeating ourselves, we will keep this branding section brief 
because some of these aspects have already been brought up in the competitive 
advantage and CSR sections. 
 
In ÖPWC case,  it is clear that their branding emphasizes a comprehensive set of quality 
services and that the company works actively to maintain brand awareness through 
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explicit marketing campaigns in order to reach customers. This coincides with the 
message of quality and security that Werther and Chandler's (2004) states are needed to 
be linked to a brand.   
 
Werther and Chandler (2004) theory is also seen in Linklaters case. The company aims 
to maintain a good brand image through advertising and by informing their clients about 
their achievements which in turn allows them to reach more clients. For instance, they 
are ranked high in specialized ranking lists and given the nature of their business, their 
success and reputation is spread by word of mouth. 
 
Similarly, the Carnegie example showed Werther and Chandler's (2004) theory by 
linking their premium services, independence and excellence in execution to their 
brand. By consistently doing this, they show signs of quality and security which  targets 
a specific profile of customer that results in long and personalized relationships. 
 
 

6.4.1 Theme Branding 
In general our empirical findings shows that ÖPWC, Linklaters and Carnegie are 
emphasizing  consistency, by being a stable actor with a good reputation, and quality of 
services in their branding which is their way of keeping old customers while 
simultaneously reaching out to new ones. This is a technique that coincides with 
Werther and Chandler's (2004) view of branding. Furthermore, in these three companies 
brand strategy, our empirical findings points out that they are working more on 
embracing social values into the whole organization. By doing this they are in fact 
acknowledging more stakeholders’ values like that of society and employees which in 
turn are key components of crafting a successful brand strategy (Tischer, 2004).       
   
 

66..55  BBUUSSII��EESSSS  EETTHHIICCSS  
Business ethics is the study of business situations, activities, and decisions where issues 
of right and wrong are addressed (Crane and Matten, 2007, p. 5). 
 
ÖPWC's behavior is guided by values embedded in their culture and rules explicitly 
stated in their codes of conduct. The nature of their auditing business and their work as 
advisers requires them to be responsible, and it is expected that they deliver advice that 
is ethically sustainable. Ethics is something that always determines their way of 
working and characterizes their decisions which relates to the business ethics concept 
(Crane and Matten, 2007).  
 
In Linklaters case, their international prestige as lawyers is supported by a good ethical 
behavior. They have codes of conduct that guide their actions and it is something that 
newly hired people must understand and assimilate. To do this, they receive education 
about the internal culture and ethical perspectives from the London headquarters. For 
Linklaters, ethics is part of their business and also something that their clients expect of 
them which consequently links them to the concept of business ethics (Crane and 
Matten, 2007). 
 
For Carnegie, they conceive their sense of ethics as what guides their way of doing 
business and strives to do what is right for the employees which indicates that they are 
addressing issues of right and wrong,(Crane and Matten, 2007). 
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6.5.1 Theme Business Ethics 
Large corporations’ behavior is defined by their explicit codes of conduct and their 
implicit companies culture that posses values and guides them to do what is right. These 
rules of behavior and values determine the way they work and therefore the way they 
are recognized. From our empirical findings it is evident that these three corporations 
put their customers first which coincides with what Drucker (1974, p. 61) stated: the 
purpose of a business is to create a customer. However, by assimilating codes of 
conduct and pursuing social projects these three corporations go beyond this and set a 
good ethical example. This behavior is in line with Crane and Matten (2007) who stated 
that ethical behavior is not established by law; instead it is in the grey area of ethics and 
therefore concerns questions of right and wrong in business situations.     
   
 

66..66  GGEE��EERRAALL  AA��AALLYYSSIISS  
As Werther and Chandler (2004) stated, corporate decision makers are required to 
incorporate CSR viewpoints into strategic decision making to anticipate tomorrow’s 
values. Our empirical findings make it possible to determine that companies today have 
foreseen this future requirement. It is a commonality that companies show awareness 
about future demands concerning CSR issues and that they are working in advance to 
cover these. 
 
The fact that the competitive advantages in all the three companies studied are based on 
their brand, makes their involvement in CSR issues more relevant and in line with 
Klein's (2000) discussion about stakeholders’ reactions to CSR are most potent when 
brands are central to corporate strategy. Therefore, the CSR focus has passed being a 
deliberate commitment to becoming a strategic requirement which also confirms 
Klein’s (2000) discussion about how the growing integration of strategy, brand 
management, and need for social responsibility moves CSR from being a minimal 
commitment or some social “add-on” to becoming a strategic necessity. 
 
However, it is clear that the three corporations are already receiving benefits from their 
CSR involvement such as maintaining a good reputation with their stakeholders, which 
confirms Werther and Chandler's (2004) theory that publishing CSR engagement in a 
company’s annual report will increase CSR awareness, internal compliance, and 
communication to external stakeholders.  
 
In this context, these companies left clear that their underlying motives to engage in 
philanthropic issues are based on their desire to contribute to society, and not because 
they are looking to get financial benefits or return on investments. However, this is in 
contrast to the position of some researchers such as, Werther and Chandler (2004), 
whom considers that profit maximization and CSR, will become increasingly 
inseparable. Cheng and Chen's  (2001) theory is neither fully confirmed which suggests 
that sometimes a company will focus on environmental friendliness, community 
involvement, cultural activity sponsorship, or increase its visibility in support of social 
causes through cause-related marketing.  
 
Our empirical finding points out that these three corporations are more explicit than 
implicit in their CSR activities, which consequently correlates them to American CSR 
(Matten and Moon, 2008) where corporations take more philanthropic responsibility 
than in Europe where it mainly is a question for governments (Grafström et al., 2008). 
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Although their philanthropic aspirations are more related to the explicit American CSR, 
by only publishing their social work in their annual report and in internal magazines or 
on their websites, they are not receiving full leverage on their commitment. This in 
combination with their internally opportunistic handling of CSR issues points out that 
the indirect benefits of their commitment, like increased brand awareness, could get a 
bigger impact if handled in accordance to clear strategic guidelines and external CSR 
advertisement.  
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77..  CCOO��CCLLUUSSIIOO��SS  
  
In this chapter we will present the findings of this study in a way that answers the 
research question and at the same time accomplishes the research purpose. Before 
concluding this chapter with a section of future research, we will present our own 
theoretical framework that encompasses competitiveness, business ethics and CSR. 
  
 
 
 
 
 
 

77..11  DDIISSCCUUSSSSIIOO��  
Since our main purpose with this thesis is to identify how corporations can increase 
their competitive advantage through philanthropic projects, the analysis has been 
developed theme by theme first showing what our studied companies’ competitive 
advantages are. By doing this it was possible to prove that our studied companies highly 
valued their brand as the basis of competitive advantage. On the other hand, these three 
companies also showed a clear customer orientation which is natural given they operate 
in the service industry. 
 
Most theories cannot exactly explain the position and perspective of these organizations 
CSR. Our empirical findings have shown that corporations are serving fiduciary 
responsibilities while at the same time being ethically conscious by doing social work. 
Therefore there is a gap in how theory describes contemporary organizations because 
these lack to incorporate business ethics and the will of people to do good deeds which 
in turn has increased within corporations because of various stakeholder pressures. Here 
it is important to realize that the will to do good amongst people have not significantly 
changed. What has changed is the opportunity for people to mix business and altruistic 
behavior. So in a sense, stakeholder pressures have had impact on corporations’ 
responsibility while corporations have become better at reaping potential benefits from 
this. The empirical findings then points out a relation between competitiveness and 
ethics, where CSR can be said to be the bridge that brings these two together. If we 
relate this to our purpose, it remains clear that there have been no profits or direct 
returns on investments on their undertaken philanthropic work. Instead, the benefits 
have been more indirect by increased brand awareness and stronger employee 
commitment. We believe that it is good as a starting point but in order to be sustainable 
in the long run there are changes that should be made.  
 
Despite that companies have not directly linked their CSR involvement with strategic 
plans, they are basing their competitive advantage on their brand. They should then also 
reap the benefits of their CSR engagement by making it externally visible and 
advertising their efforts in order to strengthen their competitiveness. We believe that, as 
Hart (2005) stressed, CSR can constitute a resource of capability that leads to a 
sustained competitive advantage. In this case, companies need to consider that their 
philanthropic support is something more than their employees can take pride of. These 
corporations are setting good examples of responsible businesses and in that light it is 
not wrong to externally advertise their commitment. Of course there is thin line between 

Introduction 
Theoretical 

Methodology 
Theoretical 
Framework 

Practical 
Methodology Empirics Analysis  Conclusions 



 [ 68 ] 

bragging and advertising but if there is anything that previous company malpractice has 
taught us, it is the need to have good corporate examples that we in society can feel 
proud of.   
 
Branding builds competitive advantage and ethical behavior.  Social commitment builds 
brands; therefore, we can conclude that by pursuing social objectives it is possible to get 
benefits which make social orientation more profitable and sustainable. CSR can be 
seen as the connection between these two concepts, which in history has appeared 
contradictory. Our view is that Competitiveness and Ethical Business are linked and 
metaphorically overlaps each other via Corporate Social Responsibility.  
 
Our study has shown that CSR  today is somewhat beneficial for companies by 
increasing brand awareness, and that the underlying motives to be involved in social 
projects are based on the people’s will to do good. Therefore, competitiveness and 
business ethics which normally are considered as two opposing elements can 
complement each other allowing firms to be productive, from a return on investment 
perspective and social contributive by being ethically conscious all at the same time. 
Essentially, CSR should then be seen as the intersection between competitiveness and 
business ethics instead of two diverging concepts as shown in our figure below.  
 
 

 

 
 
 

Figure 7: Intersection between Competitiveness and Business Ethics. 
Authors own creation. 
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77..22  FFUURRTTHHEERR  RREESSEEAARRCCHH  
As for further research, we believe that it would be interesting to study large 
corporations that have a bigger impact on society by their daily operations. In our case, 
we have studied services firms with fewer obligations towards society than a production 
based company will have. Therefore, a production or manufacturing company will have 
to work more with the direct environmental impact of their operations. It would be 
interesting to see if this obligation makes them less philanthropically active or not.  
 
Additionally, we have stumbled across theories that both claims, that corporate financial 
performance can gain from corporate social responsibility and theories that state the 
opposite. We believe that it is possible to gain profitability but it is hard to determine 
what kind of businesses that requires. Therefore, it would be interesting if efforts were 
placed on determining what kind of business that is likely to increase profitability by 
CSR activities and how this can be reached. 
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AAPPPPEE��DDIIXX::  II��TTEERRVVIIEEWW  QQUUEESSTTIIOO����AAIIRREE  
 
 

  

Questions Sheet 
  
  
  
BBAACCKKGGRROOUU��DD  QQUUEESSTTIIOO��SS  
  
Could you briefly present yourself? 
(Name, age, hobby)  
 
Describe what you do for the company? 
(Position, time at the company, past experience with strategies and CSR issues) 
  
What is the mission and vision of this corporation? 
 
 
 

CCOOMMPPEETTIITTIIVVEE  AADDVVAA��TTAAGGEE  
 
Do you pursue any other objective than profitability and ROI interests? 
 
What’s the company’s view of competitive advantage? 
What do you think is this firm’s main competitive advantage? 
How does this differ from your competitors? 

• Quality of the service provided 
• Brand reputation 
• Processes 
• Strategy (i.e. expansion to other markets) 
• Market share 
• People 
• Others 

 
How easy is it for your competitors to imitate your competitive advantage? 
 
How is the strategic plan created and how often does this process occur?  
Do you advertise and market the strategic plan externally to the public or keep it 
internal? 
How does the corporation measure this success of these strategies? 
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SSTTAAKKEEHHOOLLDDEERRSS  
 
Who are your main stakeholders? 
 
Do you think that people are today more demanding concerning to the role that 
companies play in the society? How has this affected your company? 
 
Is the community and environment considered in your stakeholders ranking? 
 
Have you experienced any pressure towards a certain strategy or project from your 
stakeholders? In what circumstance, elaborate! 
 
 
 

CCOORRPPOORRAATTEE  SSOOCCIIAALL  RREESSPPOO��SSIIBBIILLIITTYY  
 
What’s the firm’s view of CSR? 
 
In the past has the company conducted any philanthropic CSR project? 
If so, how have you measured that success of such a project? 
 
When did the company decide to first pursue philanthropic CSR projects? 
Why? 
Is there any legal requirement that forces the company to pursue philanthropic CSR 
projects? 
 
Do you have any philanthropic CSR projects currently running? 
If so, how do you expect to measure the success of those projects? 
 
Do you advertise or claim ownership of the success of these CSR projects? 
 
Have you tried to receive benefits from successful CSR projects that can increase the 
competitive advantage? 
 
Is there any market requirement that motivate the company to pursue these projects? 
 
Do you know if your competitors work with CSR issues? 
If, yes what’s the reason to that? 
 
Do you have a CSR department or CSR employees?  
Describe! 
In case so, do they have a specific strategic plan aligned with the company general 
strategic plan? 
 
Where in the financial report is the CSR budget placed? Expenditures, Investments, 
others? 
 
In the case that the CSR budget be considered as an investment, how do you manage the 
return on this investment? 
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Have you increased the price of your services to cover for CSR expenditures?  
 
Do you publish information concerning the implemented philanthropic CSR projects in 
your annual report? 
 
Do you receive some incentives from the government because of your CSR behavior? 
 
Have your profitability, sales level or share value been affected because of your CSR 
investments? 
 
What are your long-term expectations of your CSR projects? 
 
 
 

BBRRAA��DDII��GG  
 
Is your brand a specific resource that you could define as competitive advantage? 
 
Do you have strategies to increase the companies brand awareness? 
 
What do you believe people think at when they first hear your company name? 
 
Do you think that your brand image is affected by your CSR policies? 
 
Why do you think your firm has a good brand reputation? How do you work to maintain 
this reputation?  
 
 
 

MMIISSCC  QQUUEESSTTIIOO��SS  
 
Does your company have an ethical code of conduct? 
 
Do you perceive the firm to be ethically conscious? If yes, what do you believe the 
underlying motives to be? 
 
Do you think that your CSR projects are placed against the company profitability, or on 
the contrary, these CSR projects help out the company profitability? 
If yes, how? 
 
How would you say that the corporation values the success of your implemented 
philanthropic CSR projects?  
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