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ABSTRACT 
 
Corporate Social Responsibility (CSR) can be seen as: “a concept whereby companies 
integrate social and environmental concern in their business operations and in their interaction 
with their stakeholders on a voluntary basis” (European Commission, 2011). CSR has 
received more and more attention and there are people who claim it is necessary to avoid 
heavy criticism from both external and internal stakeholders. In contrast to many other studies 
that have approached CSR from a global perspective, we have addressed internal stakeholders 
in Sweden and tried to understand how they perceive CSR. The internal stakeholders in this 
study have been represented by store-managers at Systembolaget. 
 
The purpose of this thesis was to investigate how the institutional context in Sweden 
influences the store-managers’ perception of CSR and how according to them it may be 
beneficial. By the institutional context, we mean the political, economic and cultural context. 
By approaching CSR from this angle we aimed to shed some new light on the phenomenon. 
To achieve the purpose we formulated a research question: “How may CSR benefit 
Systembolaget from store-managers’ point of view within the institutional context in 
Sweden?”. This question has been the core throughout this study.  
 
In order to achieve our purpose we decided to base our study on Systembolaget which is a 
Swedish state-owned monopoly. Because Systembolaget is only found in Sweden, it qualified 
as a suitable company regarding the influence of the institutional framework. The empirical 
data was collected from eight store-managers who we interviewed. Thus, it is a qualitative 
case study. The data was then analyzed and compared to existing theories of CSR, which 
made it possible to draw conclusions about how the institutional context shapes CSR.  
 
Our study shows that culture, politics etc. (the institutional context) influence CSR 
significantly. This is very much in line with previous research on this topic and confirms that 
many theories are reliable. The institutional context here in Sweden has made people develop 
high expectations on companies and many people expect companies to engage in CSR. 
Consequently, CSR is about meeting societal expectations. However, these expectations are 
not exclusively seen as an external force, it derives from an internal force too as all store-
managers we interviewed believed CSR was important.  
 
Our respondents recognized that Systembolaget is surrounded by a variety of stakeholders 
whose support Systembolaget needs in order to survive. According to the store-managers, 
CSR is beneficial to Systembolaget because it gives the company legitimacy from its 
stakeholders. Thus, CSR strengthens its support. CSR does also benefit Systembolaget in a 
more direct way, namely to the store-managers themselves. Systembolaget’s CSR work 
makes them proud and it helps increase their job satisfaction.  

 
Our major contribution with this study was the creation of a linkage between CSR and job 
satisfaction. On the basis of the institutional context together with Maslow’s hierarchy of 
needs we showed that CSR helps satisfy the last three needs. As people have become more 
aware about environmental and social issues, the value of CSR has increased. When external 
stakeholders are addressed, store-managers feel they are indirectly addressed as well. This is 
mainly the reason CSR helps increase their job satisfaction. The study also contributes to the 
general literature of CSR and it highlights that CSR can be seen from its institutional context.    
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1. Introduction 
 
1.1 Background 
Over the last few years Corporate Social Responsibility (CSR) has received more and more 
attention (Porter and Kramer, 2006, p. 78-80). The European Commission (2011) defines 
CSR as: “a concept whereby companies integrate social and environmental concern in their 
business operations and in their interaction with their stakeholders on a voluntary basis”. 
According to Grafström et al. (2008, p. 45), as companies have become more dependent on 
the same global economy, the debate about companies’ responsibility to suppliers, the 
environment and human rights has intensified as well. In a related vein, Midttun et al. (2006, 
p. 369-370) argue that today many companies find it necessary to adopt CSR strategies to 
cope with the increased media coverage and interest groups that are not reluctant to hold 
companies accountable for their actions. As an example, Nike comes in handy. A newspaper 
revealed that employees at Nike’s suppliers in Indonesia were working under unbearable 
conditions. When this news reached the public, Nike had to deal with a heavy boycott 
campaign (Porter and Kramer, 2006, p. 80). Consequently, if a company wants to have a good 
image in society, there is reason to believe CSR is a key to achieving that. 
  
The debate about CSR began to intensify in the 1950s. During this time, companies’ role in 
society was subject to much debate both in the media and academia. Between 1998 and 2005 
1500 academic articles were published about CSR. These articles discussed CSR from 
different perspectives such as law, economics and business administration. Thus, CSR is a 
very wide subject. (Grafström et al. 2008, p. 29-33). 
 
Many pieces of research have revealed the positive effects and importance of CSR. For 
instance, according to Grafström et al. (2008, p. 156-158), as people develop a higher concern 
for social issues, companies working with CSR have the potential to attract customers, 
employees and investors. In other words, it helps enhance the company-image. Grafström et 
al. (2008, p. 156) also mention that consumption can be seen as a political action where some 
products might be boycotted if they are perceived as unethical. In similar way, CSR may not 
necessarily enhance the image but it can prove necessary to avoid criticism (Grafström et al. 
2008, p. 157-158). Valentine and Fleischman (2008, p. 160-161) demonstrate that CSR has 
internal benefits as well. According to these authors, CSR constitutes an extension of 
organizational ethics, and ethics in question has the ability to enhance job satisfaction that in 
turn increases employees’ commitment to the company. We will elaborate more on this topic 
in chapter four. 
 
However, the idea that companies have a social responsibility has not been and still is not 
welcomed by everyone (Freedman et al. 2010, p. 237). Some argue that CSR contradicts the 
fundamental idea behind a corporation: to generate as much profit as possible to the 
shareholders. A famous advocate to this idea was the economist Milton Friedman. On the 
basis of economic theories he argued in an article in New York Times Magazine (1970) that: 
“there is one and only one social responsibility of business – to use its resources and engage 
in activities designed to increase its profits so long as it stays within the rules of the game, 
which is to say, engages in open and free competition without deception or fraud”. Despite the 
possible drawbacks about CSR, it is still generally considered and argued that it is beneficial 
(Gjølberg, 2009, p. 10-11). The fact that many companies on a voluntary initiative participate 
in The UN Global Compact supports this argument (Sahlin-Andersson, 2006, p. 598). The 
UN Global Compact is described as: “The United Nations Global Compact is a strategic 



2	  
	  

policy initiative for business that are committed to aligning their operations and strategies 
with ten universally accepted principles in the areas of human rights, labor, environment and 
anti-corruption” (The UN a, 2011).   
 
It may be questioned whether there is a correlation between CSR and financial performance. 
There are published articles that show a negative correlation between CSR and financial 
performance (Wright and Ferris, 1997). At the same time there are articles that show the 
opposite results (Waddock and Graves, 1997). Grafström et al. (2008, p. 152) explain that the 
reason to these contradicting findings lies in the studies’ measurement, which in turn affects 
the results. In studies that show a positive correlation, researchers cannot clearly point out 
what causes what. For example, if the conclusion is that a higher degree of CSR leads to a 
higher return, it would at the same time be possible to conclude that when a company 
performs well, more money is invested in CSR. When the same company performs badly, less 
money is invested in CSR. Consequently, the results can be interpreted the other way around 
(Grafström et al. 2008, p. 152).  
 
In the light of the above, it can be assumed that companies can regard CSR as a threat, as 
Friedman (1970) argued, or as an ability that benefits the business as Grafström et al. (2008) 
argue. Whether one of these arguments is truer than the other one remains unsaid, instead, in 
this thesis we view CSR as companies’ consideration to human rights, environment and 
working conditions. 
 
 
1.2 Research problem 
To a large extent, the debate about CSR has been discussing that the individual company on 
the whole benefits from a CSR initiative. These companies are often multinational 
corporations (MNCs) and the benefits generated by CSR initiatives tend to be described as 
happier external stakeholders. Consequently, there is a focus on global CSR with similar ideas 
and references (Porter and Kramer, 2006, p. 83-85). Admittedly, as the world is becoming 
more globalized, people from different countries may develop a common set of beliefs. 
However, to our mind, it is questionable whether CSR is global in nature. In common with 
Midttun et al. (2006, p. 370-373) and Gjølberg (2009, p. 11) we argue that there is reason to 
believe that the political, economic and cultural features (from now on, the institutional 
context) play an important role in shaping CSR. Moreover and to our knowledge, how CSR in 
actual practice is beneficial has not received much attention nor how internal stakeholders 
perceive the benefit of CSR. In our opinion, this represents a gap in the field of CSR.  
 
A company that takes CSR seriously is the Swedish state-owned monopoly Systembolaget. It 
is a chain of stores that holds a monopoly on strong beer, wine and spirits. The company’s 
most important role is to reduce alcohol consumption. This is decided by the Swedish 
Parliament. On the basis of this, Systembolaget’s activities all have a socially defined 
structure. According to Systembolaget, it works actively to increase the awareness about 
alcohol in society. A means to achieve this is, among other things, through campaigns such as 
the IQ-project and various commercials at TV. (Responsibility report, 2010). However, the 
work about CSR does not stop there, it goes further. On the basis of the responsibility report 
of 2010, it is evident that CSR is practiced widely throughout the organization. As part of the 
CSR work, it works actively to help suppliers to become more socially responsible and in 
collaboration with similar Scandinavian monopolies, this ability to help is, according to 
Systembolaget, significantly improved. The company explains that this is an important 
initiative since one of its goals is to have a say on the whole production process: issues 
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regarding employees’ working conditions, cultivation processes, distribution, selling and 
pricing are matters that are taken into consideration (Responsibility report, 2010). Again, this 
is the kind of CSR where we will have our focus, namely companies’ consideration to human 
rights, environment and working conditions. 
 
Since Systembolaget is a monopoly that operates exclusively in Sweden and the fact that CSR 
is practiced widely throughout the organization, makes it a suitable company regarding how 
the institutional context may influence internal stakeholders’ perception of CSR and how 
according to them CSR may be beneficial. In this thesis the internal stakeholders will be 
represented by store-managers. The reason we have chosen to focus on store-managers’ point 
of view is because, first, we want to shed some light on how internal stakeholders regard 
CSR. Despite not working directly with CSR, we believe they have opinions about it that may 
differ from CSR-managers. Second, they interact with many stakeholders; customers, 
subordinates and society at large. Third, we want to investigate how employees who do not 
actively work with CSR are affected by it. Lastly, we believe they have solid experience about 
Systembolaget as an organization and thus they are able to give us a detailed picture about 
CSR. To study CSR from this angle differs from other studies on CSR, this makes it 
interesting, which is why we want to look into more detail on this subject. In the light of the 
above, we have formulated our research question as follows: 
 
How may CSR benefit Systembolaget from the store-managers’ point of view within the 
institutional context in Sweden? 
 
 
1.3 Purpose 
The purpose of this study is to increase the understanding of how the institutional context 
shapes store-managers’ perception of CSR, and thereby to understand how this group regards 
CSR and how according to them it may be beneficial to Systembolaget.  
 
To answer our research question adequately we will utilize what is called stakeholder theory. 
Systembolaget argues that its stakeholders, both internal and external ones, are an important 
reason to engage in CSR (Responsibility report 2010). We will also use theories that have 
connections to CSR; institutional theory that can explain how culture, politics etc. influence 
store-managers’ view of CSR. In our opinion, this part is of importance since Systembolaget 
operates exclusively in Sweden. As part of potential benefits we will also look into how and 
why CSR may enhance the store-managers’ job satisfaction. Our research question addresses 
the following two sub purposes:  
 

• To investigate how the institutional context influences store-managers perception of 
CSR. 
 

• To investigate how store-managers believe CSR may benefit their job satisfaction and 
to Systembolaget as a whole. 

 
To our knowledge, CSR has not been approached from this angle and we hope to contribute 
with new theoretical and practical knowledge that explains how and why CSR may benefit 
Systembolaget where our emphasis comes from store-managers’ perception. Thus, our 
findings will come from a real case scenario, that hopefully will offer good answers about the 
potential and practical benefits generated by CSR.  
 



4	  
	  

1.4 Delimitation 
The delimitation of this study represents Systembolaget that is confined to the Swedish 
borders and store-managers as the only employees. This means that our findings will, most 
likely, not be applicable to another company both inside and outside Sweden. Similarly, other 
employees at Systembolaget may not view CSR in the same way store-managers do.  
 
It might be questioned whether Systembolaget’s role as a monopoly makes CSR more 
important than, for example to a private international company. Be that as it may. 
Additionally, it would fall beyond the scope of this thesis to investigate. As can be seen from 
our purpose, we aim to investigate how store-managers believe CSR may be beneficial, not 
what differences there are in CSR practices between state-owned monopolies and private 
firms. 
 
We would like to stress that this study is not written on commission. It was our own interest 
that made us focus on CSR and Systembolaget. Systembolaget has no responsibility in this 
thesis.   
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2. Methodology 
 
2.1 Methodological assumptions 
 
2.1.1 Preconceptions  
We are two students at Umeå University and our main field of study is Business 
Administration. Over time, we have become interested in the management track and in 
particular CSR. We have noticed that more and more companies engage in CSR. Similarly we 
have experienced a very environmentally- and socially friendly trend in the Swedish society. 
To us, this makes it an interesting field of study. Because CSR is social in nature and 
practiced by many Swedish companies we decided to investigate how CSR may benefit 
Systembolaget from the store-managers’ point of view within the institutional context in 
Sweden.  
 
Generally speaking, we have a positive view on CSR because in our opinion, it helps make 
the world a better place. We both have positive experiences from Systembolaget. Every time 
we have been there, we have been welcomed by service minded employees. Furthermore, we 
are also positive to Systembolaget’s status as the only place where one can buy hard liquor. 
However, before we initiated the study, our knowledge of CSR was very superficial. For 
example, we did not know whether or not it affected companies’ stakeholders and companies 
themselves. In the same way we did not know much about Systembolaget either, both in terms 
of its CSR work and the organization. Moreover, from our own work experience none of us 
has had a job where CSR has been central. In other words, CSR has not been discussed at our 
workplace, meaning we do not have any practical knowledge of CSR.  
 
However, it is worth mentioning that according to Bryman and Bell (2011, p.30) researchers’ 
preconceptions can influence the way they study is conducted. In view of this, we recognize 
that our positive view could have affected the study. This is may be reflected in how we 
interpreted theories, the way we conducted the interviews and how we processed the 
respondents’ answers (Bryman and Bell, 2011, p. 30). An example of this is the formulation 
of our research question; we want to see if CSR is beneficial. As a consequence, some of our 
questions to the respondents have been constructed to see if CSR is beneficial or not. Viewed 
in this way, our preconception did affect the study. That said, we find it hard to believe our 
preconceptions significantly affected the way the interviews were conducted and thereby the 
quality of the data because, again, our pre-knowledge of CSR was superficial. In addition and 
as we will discuss later on, we did our best to be neutral during the interviews. 
 
2.1.2 Ontological and epistemological considerations 
We believe the social world is constantly changing by the way we humans behave. Viewed in 
this way, the social world does not have any objective or observable feature like a law that 
forces us to behave in a certain way. In our view, people choose independently how to act in 
different situations. By implication, human behavior is unpredictable and on the assumption 
that the world is constantly changing we cannot isolate behavior from its context and then 
study it. This view correlates to an ontological doctrine called constructionism. On the basis 
of what Padgett (2008, p. 4-5) writes, ontology can be seen as the study of the nature of social 
existence. Questions like “is existence a property?” and “what is existence?” are addressed at 
this level and the principle of constructionism is that social phenomena are socially 
constructed by humans, thereby society is in constant change by people going about their 
lives. We reject the opposing doctrine objectivism that seeks to find pattern in society that 
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makes people predictable (Saunders et al. 2003, p. 84). Consequently, people who have an 
objectivistic stance argue like physicists that society has a force like gravity. 
 
Because we believe human behavior is unpredictable we need to interact with people we 
study and try to understand how they construct their social world. Thus, in our opinion to 
understand behavior is to understand how people see their individual situation. This view 
correlates to an epistemological doctrine called interpretevism. Bryman and Bell (2011, p. 15) 
describe epistemology with reference to the very nature of knowledge. It addresses questions 
like “how do we know what we know” and “what is knowledge and how is it acquired”. The 
authors explain that interpretevism is a belief that the social world is utterly different from the 
natural world and therefore it should be studied differently. In other words, we cannot use 
mathematical tools that explain human behavior. Conversely, by interacting with people one 
studies, interpretivists believe it becomes possible to understand human behavior (Bryman 
and Bell 2011, p. 16). Thus, the key is to interpret how other people see their own situation. 
Researchers who subscribe to the opposing doctrine positivism, argue that one should not be 
personally involved with the people one studies. On the contrary, by being distant and using 
mathematical tools like statistics, positivists hope to detect patterns in society that explain 
what is being observed (Saunders et al. 2003, p. 84).    
 
2.1.3 Research method 
In order for us to understand how people construct their social world and how they describe it 
from their point of view, we need to employ methods that are able to capture people’s 
interpretations. Research can be described as quantitative or qualitative. According to Padgett 
(2008, p. 2) quantitative research emphasizes numerical data that can be generated through, 
for example, self-completion questionnaires. As a general rule, the researcher is not engaged 
in the data collection. On the basis of the generated numerical data, statistical models can then 
be created that help explain what is being observed. Bryman and Bell (2011, p. 386-389) 
reason that qualitative research generally subscribes to constructionism and interpretivism and 
the researcher is personally involved in the data collection. As a result, qualitative methods 
like interviews allow the researcher to capture peoples’ point of view. In view of our 
ontological and epistemological stance, qualitative research is very suitable to us which is 
why this approach has been chosen.   
 
Padgett (2008, p. 16) argues that qualitative research is appropriate when the goal is to “get 
inside the black box” (2008, p.16). In a related vein, Tsoukas and Chia (2002, p. 577) claim 
that when studying organizations from the inside, knowledge about how and why they act as 
they do is acquired. If an external person (like us) is to understand how the reality is 
understood from within (store-managers at Systembolaget), that person has to feel sympathy. 
Tsoukas and Chia (2002, p. 575) explain that in the same way we sympathize with a character 
in a novel by reflecting upon our own experiences and trying to place ourselves in the same 
situation as the character, we begin to experience the world in the same way as the character 
does. Tsoukas and Chia (2002, p. 575) argue that the same approach should be used when 
studying organizations. Again, since our purpose is to investigate the how institutional context 
shapes the store-managers’ perception of CSR, to increase the awareness how this group 
regards CSR and how, according to them it may be beneficial, it is clear that qualitative 
research can go a long way towards giving us this information.  	  
 
However, Bryman and Bell (2011, p. 405-406) explain that if the researcher is to gain as 
much as possible from qualitative research, then, having a constructed data method would be 
inappropriate since it would require the researcher to decide what he/she expects to be found, 
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in other words, there is a danger that a frame of reference is imposed on people. The authors 
write: “Keeping structure to a minimum is supposed to enhance the opportunity of genuinely 
revealing the perspectives of the people you are studying” (Bryman and Bell, 2011, p. 406). 
Similarly, Padgett (2008, p. 18) writes that successful qualitative research is dependent on 
flexibility, being controllable limits the amount of data.  
 
It should be pointed out that qualitative research has not avoided criticism. Since it is pretty 
much up to the researcher to decide what to investigate, it is commonly argued that what the 
findings and conclusions show are based on the researcher’s own personal reflections. In turn, 
this makes qualitative research hard to generalize. (Bryman and Bell, 2011, p. 408). However, 
because we have a focus on interpretevism and constructionism, we argue that facts may be 
established, but facts will always be context bound. Consequently, what applies to one 
organization may not apply to another one. According to Bryman and Bell (2011, p. 408) the 
objection may also be made that the researchers’ presence with interviewees might affect their 
answers. On the other hand it must be conceded that a quantitative method like self-
completion questionnaires would not be a better alternative either; Bryman and Bell (2011, p. 
167-168) argue that not only is the knowledge of the interviewees unequal, the questions are 
not equally important to them. As a consequence, the connection between everyday life and 
research becomes limited. In turn, a statistical model would not be able to capture all variables 
that are necessary to understand people’s point of view (Bryman and Bell. 2011, p. 167-168). 
 
2.1.4 Deductive and inductive research 
Sanders et al. (2003, p. 86-87) describe the relationship between theory and research as 
deductive or inductive. To put it simply, a deductive process begins with a theory that is used 
to explain a social phenomenon by either rejecting or confirming a hypothesis, which 
ultimately leads to a conclusion. Thus, deduction can also be seen as the testing of theory. It is 
particularly useful when research has a very structured approach and when the goal is to find 
a relationship between variables (Sanders et al. 2003, p. 89). The inductive process is 
reversed. It begins with observations that end with a theory. Pedgett (2008, p. 2) writes that, 
generally, qualitative research is inductivist. Similarly, Sanders et al. (2003, p. 87) reason that 
an inductive approach is appropriate when researchers try to understand a small sample of 
interview data. This ultimately leads to the building of a theory. However, in this thesis we 
did not completely subscribe to it, it had a modification of both deductivism and inductivism. 
We used theories to understand and explain our empirical data which is a deductive approach. 
This means we support our findings and arguments with theories. However, to some extent, 
the existing theories did not entirely provide a solid coverage, especially the linkage between 
CSR and job satisfaction, and this is where our inductive approach started. The empirical data 
allowed us to elaborate more on existing theories that ultimately led to more reflective 
explanations.  	  
 
 
2.2 Research design and strategy 
Since the purpose with this thesis is to investigate the how institutional context shapes the 
store-managers’ perception of CSR and how according to them it is beneficial, to achieve this 
purpose we constructed the research question: “How may CSR benefit Systembolaget from 
store-managers’ point of view within the institutional context in Sweden?”. In our opinion, an 
in-depth examination of Systembolaget can help us answer this question, which leads us to a 
case study. According to Sanders et al. (2003, p. 93) a case study has high ability to answer 
how and why questions because it is bounded to a certain situation; a case. Since we focus on 
Systembolaget and the fact that our research question contains a how aspect, it can be 
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suggested that this research design and strategy is beneficial to us. Furthermore, Padgett 
(2008, p.33) argues that when qualitative methods are used like interviews, the case study 
generates many perspectives from multiple sources of evidence, and in turn it is able to offer 
contextual detail. In addition, Padgett (2008, p. 144) writes that what distinguishes case 
studies is “that they maintain the holistic integrity of the case”. However, there are drawbacks 
with this kind of research design, especially the degree of generalizability (Bryman and Bell, 
2011, p. 61). “How can a single case possibly be representative so that it might yield findings 
that can be applied more generally to other cases?” (Bryman and Bellman, 2011, p. 61). This 
is a criterion a qualitative case study cannot satisfactorily meet because it is confined to a 
certain location. Likewise, many critics of case-study methods argue that the small sample of 
data does not offer reliability. Another criticism is that the heavy exposure on the case may 
bias the findings (Saunders et al. 2003, p. 93). On the other hand there are advantages that are 
worth mentioning. For instance, Saunders et al. (2003, p. 93) explain that it is possible to 
challenge existing theories because the case study goes deep which allows the researcher to 
understand a complex phenomenon. Thus, by focusing and interacting with store-managers 
this strategy is also in line with our ontological and epistemological considerations. On the 
strength of these facts, we decided that a case study was the best option that would allow us to 
answer the research question adequately.  
 
 
2.3 Literature review and criticism of secondary sources 
The theoretical framework was based on secondary sources. In addition to two academic 
books (the ones by Freeman et al. 2010 and Grafström et al. 2008) we used articles published 
in refereed academic journals. Saunders et al. (2003, p. 52) describe that these articles have 
been examined by academic peers who have evaluated their quality and appropriateness 
before they have been published. This ensured us that our thesis was given a scientific value.  
 
In searching for relevant articles the databases Business Source Premier and Google Scholar 
were used. These are part of Umeå University’s formal literature base. We used key words 
such as “CSR”, “CSR national dynamics” and “CSR and job satisfaction”. When reading 
articles that were found through the two databases we also looked at their reference lists to 
find other articles. This was very helpful to us because the theories, to some extent, have 
connections to each other. During the literature search, it quickly occurred to us that CSR and 
its connection to job satisfaction has not been subject to much research. However, to us, the 
literature review was not intended to define or confine the study, on the contrary, the purpose 
was to generate an understanding and to get an initial impression about CSR. It also helped us 
to develop interview questions that will be explained later on. This kind of review is described 
by Bryman and Bell (2011, p. 101) as narrative review and is recommended during qualitative 
research.  
 
Our theoretical framework is largely built on theories from five articles. The first article is 
written by Matten and Moon (2008) and is called ”Implicit” and ”Explicit” CSR: A 
conceptual framework for a comparative understanding of corporate social responsibility. 
This article is to some extent based on another one called The Iron Cage Revisited: 
Institutional Isomorphism and Collective Rationality in Organizational Fields that was 
developed by DiMaggio and Powell (1983). The article by Matten and Moon (2008) has so 
far been cited by approximately 383 researchers according Google Scholar (Google Scholar a, 
2012). The other article by DiMaggio and Powell (1983) has been cited by 18 307 researchers 
(Google Scholar b, 2012). In our opinion, the fact that so many people have cited these two 
articles is a strong indication that they are reliable. The articles discuss what underlying 
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characteristics (such as culture) cause people and organizations to change. This also affects 
the meaning and scope of CSR. These articles were, in our opinion, in line with our purpose 
since we aimed to investigate how store-managers are affected by the institutional context, 
which then can help explain how they believe CSR may be beneficial. The main criticism 
towards these two articles is the assumption that companies are shaped by the institutional 
context and passively adapt to it. However, as can be understood from our methodological 
stance, we do not see organizations as objective features, on the contrary, as people change 
behavior organizations change too since they are made up of these people. Therefore, we 
argue that there is reason to believe that the articles are relevant and a key to understanding 
CSR.  
 
Another article we used was developed by Mitchell et al. (1997). The article is called Toward 
a Theory of Stakeholder Identification and Salience: Defining the Principle of Who and What 
Really Counts. To us, this article was helpful since it explains why certain stakeholders 
receive more attention than others by managers. This article does also fit our purpose: If we 
are to understand how store-managers believe CSR may benefit Systembolaget, stakeholders 
will inevitably be mentioned (e.g. customers). In addition, Systembolaget mentions that its 
stakeholders are an important reason why it engages in CSR (Responsibility report, 2010). At 
present, the article has been cited by 3 465 researchers which indicates it is reliable (Google 
Scholar c, 2012). The main problem with the article is that Mitchell et al. (1997) have worked 
on the supposition that stakeholders can have up to three distinct attributes that determine 
their degree of salience. The reason why there are only three attributes has not been explained. 
In a real case scenario, it is questionable whether these attributes are as distinct as explained, 
there might be more attributes or they may just as well overlap each other. Even so, we 
believe that this piece of work is particularly useful when analyzing CSR because 
Systembolaget is surrounded by stakeholders who determine its success. This is not only 
noted by Mitchell et al. (1997) but also by Matten and Moon (2008). If these stakeholders 
expect a company (e.g. Systembolaget) to engage in CSR, knowing which ones to address can 
be very valuable, which is what Mitchell et al. (1997) writes about.  
 
The Pyramid of Corporate Social Responsibility by Carroll (1991) has so far been cited by 
1 559 researchers (Google Scholar d, 2012). The article was useful because it explains the 
meaning behind CSR. We believe this article can be connected to our purpose too. As we 
mentioned in section 1.3, we aim to investigate the potential benefits of CSR, these benefits 
imply that CSR has a meaning, which Carroll (1991) describes in terms of four interrelated 
components. Consequently, the pyramid of CSR can be used to explain the empirical 
observations. It could be argued that the article is a bit narrow because according to Carroll 
(1991) CSR has only four components: economic, legal, ethical and philanthropic 
responsibilities. Whether or not this is always the case can be questioned. However, each one 
of these four responsibilities is very wide. 
 
Maslow’s hierarchy of needs has been used to explain how CSR may lead to job satisfaction, 
which was an integral part of our purpose. We are aware that this theory has been heavily 
criticized by, among others, Frame (1996) and Trigg (2004). Trigg (2004) argues that the 
completion of one stage need may not lead to progression to another need. According to Trigg 
(2004) the institutional context is not recognized by the theory and this creates a big problem 
because it plays a vital role in determining what motivates people. Trigg (2004, p. 393) writes 
“The main problem with Maslow’s approach is that individual needs are innate, so that 
questions of social interaction and culture are seriously downgraded”. Similarly, Frame 
(1996) does also argue that the completion of one stage does not necessarily lead to the next 
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stage. According to Frame (1996) self-actualization (people at this need strive to better 
themselves, people nearby and the world as a whole) has the potential to appear at various 
stages of the hierarchy, depending on people’s knowledge. Consequently, Frame (1996) also 
points out that the hierarchy of needs has its weak points. Nevertheless, in our opinion the 
hierarchy of needs is relevant and useful because it still has support by many academic peers 
for example by Sadri and Bowen (2011) and Tuzzolino and Armandi (1981). These authors 
argue that the theory can be connected to CSR because the values that constitute CSR are also 
recognized within the hierarchy of needs, especially the fifth need where people strive to 
improve themselves and the world as a whole.    
 
In the method part three books have been used. They are Research Methods for Business 
Students by Saunders, Lewis and Thornhill, published in 2003. The second book was written 
by Bryman and Bell and is called Business Research Methods, published in 2011. The name 
of the last book is Qualitative Methods is Social Work Research, written by Padgett and was 
published in 2008. All three books complemented each other as they provided different 
perspectives on methodological issues. This benefited us since it gave us good knowledge and 
insight, for example, tips for conducting telephone interviews. We noticed that there was 
general agreement on methodological issues (e.g. benefits with interviews), despite the 
approach came from different perspectives (e.g. sociology and marketing). To us, this was a 
sign that the books’ credibility was high.  
 
 
2.4 Data  
	  

2.4.1 Choice of company  
In the beginning of the semester we discussed different companies from a CSR perspective. 
Our aim was still to understand how the institutional context influences CSR. At first, we 
believed a comparative study between different companies operating in different countries 
was a suitable idea. For example, how and why Swedish CSR may differ from American 
CSR. However, having done some initial research on this idea, we realized that this was very 
hard to do in terms of data collection. We therefore decided to narrow the study, to only focus 
on Sweden. Many of the Swedish companies we looked at provided information on their CSR 
work on their homepages. One of them was Systembolaget. Unlike many other Swedish 
companies, this company operates only in Sweden, which was the reason this company was 
chosen as it ensured us to focus exclusively on CSR from a Swedish perspective. After all, the 
fact that Systembolaget is a Swedish state-owned monopoly implies that the Swedish 
perspectives are very influential. If we had chosen IKEA for example, there might have been 
a risk that CSR had been influenced from a global perspective as IKEA is found all over the 
world, nor is it owned by the Swedish state.  
 
On the basis of our purpose, we mentioned in section 1.2 that the reason we have decided to 
focus on store-managers is because we want to shed some light on how internal stakeholders 
regard CSR. Despite not working directly with CSR, we believe they have opinions about it 
that may differ from CSR managers. They interact with many stakeholders; customers, 
subordinates and society at large. We believe they have solid experience about Systembolaget 
as an organization and thus they are able to give us a detailed picture about CSR. In addition, 
we want to investigate how employees who do not actively work with CSR are affected by it. 
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2.4.2 Interview guide 
In light of our methodological stance, we created an interview guide with ten questions that 
could not be answered with a simple yes or no answer. In order to interpret our respondents’ 
point of view we asked open questions (see the appendix) to encourage the store-managers to 
speak freely and motivate their answers.  
 
Naturally, we wanted to cover the theories we had used. The questions were thus constructed 
after the completion of the theoretical framework. True, the theoretical framework has been 
created on the basis of our research question, “How may CSR benefit Systembolaget from 
store-managers’ point of view within the institutional context in Sweden?”, the interview-
questions can just as well be linked to this question. Our line of thought about the questions is 
described below. However, the questions should not be seen in isolation as many of them are 
interrelated. For example, in terms question 2 and 10, how store-managers believe CSR 
creates value (q.2) is arguably a reflection the institutional context (q.10). 
 
During the literature review, we realized the benefits of CSR may also lead to job satisfaction 
among employees. This is noted in work by, among others, Valentine and Fleischman (2008). 
In light of this, our purpose with questions 2, 3 and 9 was to see how CSR, according to the 
respondents, may lead to job satisfaction. These questions have been connected to section 4.5 
(CSR and job satisfaction). Both Tamm et al. (2011) and Valentine and Fleischman (2008) 
argue that CSR can affect employees’ commitment to their job positively because it represents 
expectations, expectations that employees regard as important. Consequently, with the 
questions 2,3 and 9 we aimed to understand the actual benefits of CSR in real life. For 
example, question 9: If Systembolaget’s CSR work were to be cancelled, do you think the 
general view on Systembolaget would change? This question shows in a direct way what 
possible benefits CSR may have according to the store-managers. For instance, if the general 
support declines and the store-managers’ commitment to their job declines as well, it means 
CSR benefits Systembolaget, meaning Valentine and Fleishman (2008) are correct in their 
reasoning. Similarly, if the store-managers believe it has no effect at all it means CSR does 
not benefit Systembolaget.  
 
Questions 1, 5, 6, 8, 9 and 10 have particularly a connection to section 4.2 and 4.4. Having 
read some articles by, among others, Matten and Moon (2008) and Carroll (1991), we were 
interested to see if CSR had any meaning to the store-managers and to Systembolaget. In 
other words, our intention with these questions was to see how the institutional context may 
shape people’s perception of CSR and thereby the practice of it.  
 
Questions 4 and 7 were created to see how store-managers regard Systembolaget’s 
stakeholders (section 4.3). With these two questions we aimed to go deeper about the meaning 
behind CSR. If CSR is meaningful, it implies stakeholders are included.  
 
Before we carried out the interviews, we read about different techniques and interview 
approaches. To us, a semi-structured interview guide was the best alternative. In short, 
Saunders et al. (2003, p. 246-250) describe that this type follows a non-standardized interview 
guide where the researcher has a list of questions that may differ from interviewee to 
interviewee. Questions are not required to follow the same order. The researcher is 
encouraged to ask follow-up questions so that interviewees can elaborate more on their 
answers and thereby increase the clarity. Thus, the flexibility allows the researcher to capture 
many important variables. In addition, the researcher may also receive unexpected answers 
that can be valuable to his/her understanding. As we pointed out in the first chapter, we want 
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to know how store-managers look at CSR and to answer this question, we argued in section 
2.1 that we need to receive a genuine understanding about how the people we study, through 
our interpretation, construct their social world. Thus, in light of the characteristics of semi-
structured interviews they allowed us to follow our constructionistic and interpretivistic 
stance, which was the reason this kind of interview method was chosen.    
 
2.4.3 Collection of data 
In the beginning of this study we believed a mail-questionnaire to store-managers was going 
to be the best option to collect data. We thought this would allow them to answer the 
questions with plenty of time with no stress. However, it occurred to us that Systembolaget’s 
homepage does not provide e-mail addresses to the stores. On Systembolaget’s homepage 
only the stores’ telephone numbers are available. However, the e-mail address to customer 
service was available and having e-mailed and asked for e-mail addresses to approximately 
ten stores we received information that e-mail communication is only used internally and their 
recommendation to us was to call them. Consequently, we called thirteen stores out of which 
eight had time to schedule an interview with us. The reason we conducted eight interviews 
and not more was because the first four calls we did, the store-managers had no possibility to 
arrange an interview with us, they said they had no time and that December is a very hectic 
month for Systembolaget. This also gave us the impression that it could be difficult to collect 
data. However, the remaining 9 calls we did, 8 store-managers had the possibility to schedule 
an interview. Having done the eight interviews we felt that the answers we received were very 
similar and we felt confident that we could make accurate conclusions.    
 
The interviews took place between two to four days after the scheduling. Since we were very 
flexible and wanted to be perceived by the store-managers as serious as possible about our 
study (to receive reliable data), we recognized that a good idea was to let the store-managers 
decide date and time for the interviews. In our view, this was an important decision because 
we did not experience any stress from the store-managers’ part. All respondents were 
enthusiastic about the study and thought our questions were relevant and current. If we had 
showed up unexpectedly and asked for an interview we believe that the reliability of the data 
could have been damaged since there might have been a risk the respondents were stressed. 
The below table is an overview over our interviews.  
 
Store-managers Interview form Length of interview  Date 
Respondent 1 Face-to face 20 minutes 2011-12-06 
Respondent 2 Face-to-face 20 minutes 2011-12-06 
Respondent 3 Telephone 17 minutes 2011-12-05 
Respondent 4 Telephone 19 minutes 2011-12-05 
Respondent 5 Telephone 19 minutes 2011-12-05 
Respondent 6 Telephone 20 minutes 2011-12-08 
Respondent 7 Telephone 20 minutes 2011-12-08 
Respondent 8 Telephone 17 minutes 2011-12-08 
 
We conducted eight interviews. Each interview took around 17-20 minutes and was 
conducted in Swedish. Two of them were face-to-face interviews and the remaining six, due 
to the geographical distance, were telephone interviews. The face-to-face interviews were 
recorded, we were both present and it was Christoffer Rydström who asked the questions. The 
telephone interviews, however, were carried out individually, three each. These interviews 
were not recorded, we took notes.  
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Face-to-face interviews are according to Padgett (2008, p. 112) the best alternative for 
qualitative interviews because they have the potential to capture respondents’ openness and 
authenticity. The face-to-face interviews gave us the ability to interpret the respondents’ 
answers in a way we could not do during the telephone interviews. When respondent 1 and 2 
talked about CSR their faces and body language, by smiling and using their hands, helped 
reinforce their answers. To us, our ability to interpret their point of view became easier 
because the non-verbal langue gave their verbal answers more openness and authenticity. 
However, a common criticism that is often raised during face-to-face interviews is that the 
respondents may answer in a way that is thought to be desirable by the interviewer (Saunders 
et al. 2003, p. 252). We do not think our presence affected the respondents’ answers 
significantly. We were well prepared, showed up on time and had, in our opinion, a friendly 
appearance to give the respondents a feeling of seriousness. Another criticism that applies to 
the face-to-face interviews is the tape-recorder. According to Bryman and Bell (2011, p. 482) 
a tape-recorded can make the respondents feel uncomfortable, knowing their words will be 
preserved. This can affect the respondents’ answers, making them incomplete. However, 
before we started off with the interview we asked if they had any objections to being 
recorded. Both respondent 1 and 2 had no objections to it and during the interviews we felt 
they were focusing on us and not on the tape recorder. Consequently, we do not think the tape 
recorder and our presence made the quality of the data weaker.        
 
According to Saunders et al. (2003, p. 269) the ability to capture respondents’ openness and 
authenticity is an essential condition that telephone interviews may have hard to achieve since 
a smile, a frowned face etc. are not seen during this kind of interview. Furthermore, to 
establish trust is crucial during qualitative research since this gives respondents a sense of 
control and the confidence to allow the researcher to explore the respondent’s responses. This 
is also a criterion telephone interviews cannot satisfactorily meet due to the researchers’ 
absence (Saunders et al. 2003, p. 269). Despite we introduced ourselves during the telephone 
interviews and explained the purpose of the study we recognize that the absence of personal 
contact may have caused lack of trust, which could have affected the respondents’ willingness 
to provide answers that truly reflected what they believed about CSR. However, despite these 
drawbacks, telephone interviews have an advantage that is worth mentioning. Bryman and 
Bell (2011, p. 206-207) explain that the remoteness of the researcher can just as well be an 
advantage because there is always a chance that the respondents’ answers are affected by the 
interviewer’s presence. In other words, the respondents answer in a way that is thought to be 
desirable.  
 
In the beginning of every interview we introduced ourselves and explained the purpose of the 
study. We then started off with the questions in a calm and accommodating way to give the 
respondents a feeling of trust. The questions were open ones. Bryman and Bell (2011, p. 248) 
describe that these kind of questions allow the respondents to answer however they wish. 
Each question was followed by one or up to three follow-up questions to make sure the 
respondent could specify and develop his/her answers and for us to better understand and 
interpret their point of view. We did not deviate from the ten questions, all respondents 
received the same original questions in the same order. However, the follow-up questions did 
vary. Since the respondents did not answer each question identically or used the same words, 
the follow-up questions varied. We recognize that the follow-up questions could have led the 
discussion to other areas which then affected the respondents’ answers. Nevertheless, we 
believe this was particularly important since this made the scope of the data rich. We received 
the impression that all respondents gave honest and reflective answers on our questions. As 
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previously mentioned, the fact that these interviews had been scheduled in advance was 
probably a contributing factor.  
 
Ideally, we would have liked to only have done face-to-face interviews but since we had no 
possibility to leave Umeå, telephone interviews were the best option. However, the face-to-
face and the telephone interviews were to us equally good. In terms of the quality of the data 
we saw no difference because the answers were similar and we asked follow up questions to 
make sure we confidently understood the respondents’ point of view. The length of the eight 
interviews lasted between 17 to 20 minutes which was enough to ask the ten questions and to 
receive good answers. The face-to-face interviews were conducted in a quiet office. When we 
did the telephone interviews we heard no substantial background noises and the respondents 
gave us the impression of being focused on our questions.   
 
2.4.4 Analysis and processing of the data 
Interviews run the risk of being affected by mood, behavior and knowledge. This may be even 
more apparent during open questions because they require an effort by the respondents. 
(Saunders et al. 2003, p. 254). Nevertheless, during the interviews we did not experience any 
stress or frustration from the store-managers’ part, the fact that they had been scheduled in 
advance can help explain this. Moreover, all store-managers expressed interest over our study 
and said our questions were current and relevant. Another common criticism that is raised 
during open questions is that they have to be coded by the researcher, meaning that our 
understanding of what the respondents actually meant may have deviated. This is a source of 
bias. Nonetheless, as can be seen from the above, we asked follow-up questions and gave 
examples based on their answers to make sure we had understood them accurately.  
 
On the one hand, it might be argued that closed questions would have been a better alternative 
since the telephone interviews were carried out individually. Closed questions give 
respondents a set of alternative answers that are constructed by the researcher (Bryman and 
Bell, 2011, p. 712). On the other hand it must be conceded that closed questions may not offer 
a fixed answer that the respondent actually stands for, which means that many important 
pieces of information are not revealed (Bryman and Bell, 2011, p. 248-249). This had 
significantly reduced the quality of this study, meaning that we had not been able to honestly 
describe the store-managers’ point of view Therefore, open questions were according to us the 
best alternative and, as we have shown elsewhere, these kinds of questions were also in line 
with our methodological assumptions. 
 
When the interviews were done we decided to sit down together and discuss what we had 
observed. Because the telephone interviews were carried out individually we made sure to 
explain our observations so that Marika could understand Christoffer’s observations and vice 
versa. We also showed each other the notes that we took during these interviews. Our notes 
were similar and it was not hard for any of us to picture how the other person had conducted 
the telephone interviews and what he/she had heard. When we compared the notes we talked 
about different quotations that we thought were relevant and that could offer the reader a hint 
of how the respondents answered the questions.   
 
The face-to-face interviews were not transcribed because we found this process to be very 
time consuming and not rewarding to this study. Instead, we listened to the interviews and 
took notes. We then selected quotations that we thought fitted the context and that showed 
points we wanted to highlight, for example what would happen if Systembolaget were to 
cancel its CSR work. In addition, the quotations do not only give the thesis transparency but 
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we argue they also offer a feeling of authenticity that gives the study a higher degree of 
reliability. Many of the answers we received overlapped each other. In other words, an answer 
to question 1 could be a similar answer to question 3. In the same way, we did not experience 
any major discrepancies among our respondents, all respondents’ answers had correlations to 
each other. This made the fifth chapter, empirical observations, rather short, four pages. This 
chapter was constructed shortly after the eight interviews when we had our interpretations in 
mind. If we were unsure or had any doubts about our observations we always made sure to go 
back to our notes and the tape-recorder. 
 
It is important to note that the interview data in this thesis has been translated from Swedish 
into English. According to Bryman and Bell (2011, p. 488) the process of collecting data in 
one language and then translating it to another may cause linguistic problems. An aspect of 
this can be that our respondents may have expressed themselves in a way that is not possible 
in English. Nevertheless, in our opinion, our questions to our respondents and their answers 
were told in language of simplicity. As a consequence, we did not experience any difficulty in 
translating the interviews. Yet we acknowledge that this may have reduced the authenticity of 
our data.    
 
Because the interviews were constructed after the theoretical framework we also saw patterns 
in the answers that we could link to theories and articles that we had read. The sixth chapter, 
analysis and discussion, combines our empirical observations with the theoretical framework.  
 
2.4.5 Ethical considerations 
Padgett (2008, p. 63-67) explains that due to the nature of qualitative research, ethical issues 
will inevitably be raised. Since the researcher is personally involved in the collection of data, 
the researcher needs to bear in mind four main ethical principles: deception, privacy, 
deformed consent and harm to participants (Padgett, 2008, p. 63-67). In recognition of these 
four principles, before the interviews started we were particularly careful to stress that the 
respondents and the stores they worked for were going to be offered anonymity. In addition, 
based on a model by Bryman and Bell (2011, p. 135) an interview consent form was 
constructed that the store-manages signed (see the appendix). True, this consent form was not 
presented during the telephone interviews, however, these respondents were given the same 
information and the option to withdraw from the study. On the strength of these precautionary 
measures, we have the courage to say that our study had an ethical concern.    
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3. Fundamentals of Systembolaget 
 
Systembolaget Aktiebolag is completely state-owned monopoly. It is a chain of liquor stores 
that operates on a mission by the Swedish state to limit the damage that alcohol causes. 
Systembolaget was created in 1955 when single companies merged. It is the Government 
through the Ministry of Health and Social Affairs that administers the ownership. The Board 
of Directors, the President and the owner share the responsibility of the company’s 
management and control. It is the owner’s requirements that dictate Systembolaget’s mandate. 
(Responsibility report 2010). 
  
Systembolaget’s organization emphasizes process-orientation and the principle process is 
divided between Sales Operations Area and Purchasing and Supply Chain management. The 
latter deals with the development of the product range and supply related matters. The former 
is responsible for the sales and operations in the 414 stores that are divided into 27 areas 
which in turn have between 10 to 17 stores. Each area has a regional manager who has daily 
contact with the Headquarters and the store-managers. The other departments work with 
various issues such as recruitment, IT, legal issues and as support to the principle process. 
(Responsibility report 2010). 
 
On its homepage the reader learns that “Systembolaget exists for one reason: To minimize 
alcohol-related problem by selling alcohol in a responsible way, without profit motive” 
(Responsibility report 2010). This is the mandate that has been given by the Swedish 
parliament. At present, Swedish society at large seems to favor Systembolaget, in 2010 the 
Opinion Index showed an approval level of 66%. (Responsibility report 2010). 
 
Upon first glance, Systembolaget may appear to be a regular retail company. However, on 
further examination it is apparent that because of its mandate it implies that the company is 
based on socially responsibly grounds and it becomes more evident when one considers the 
vision and the business concept. The vision is described as: “a society in which everyone can 
enjoy alcoholic drinks with due regard to health considerations and without harming either 
themselves or other people” and the business concept is: “to sell alcoholic beverages 
responsibly while offering a first-class standard of service and sharing our knowledge of 
alcohol and health” (Responsibility report 2010). Some of the ways Systembolaget works to 
reduce alcohol in society is to reduce the availability; not too many stores and not too 
generous opening hours. It also engages in partnerships and different activities to better 
achieve this goal. For example, the subsidiary IQ-initiativet AB works with campaigns, it 
carries out surveys and is part of the alcohol debate in Sweden. Its aim is to make people 
consider more about their alcohol consumption. Systembolaget also contributes with money 
to research on alcohol and collaborates with the police to prevent bootlegging. (Responsibility 
report 2010).  
 
Systembolaget claims it is neutral towards all suppliers. It also claims it makes every effort to 
prevent giving some suppliers an advantage over others. As a means to achieve this goal, store 
personnel have very limited or no contact at all with suppliers. This is to prevent suppliers to 
influence them from favoring products. It is the Purchasing Business Area that deals with the 
contact with the suppliers. (Responsibility report 2010). 
 
According to the President of Systembolaget, the company’s stakeholders expect it to do more 
than limiting alcohol problems and selling responsibly, therefore CSR functions as an 
important frame of reference. In collaboration with similar Nordic monopolies in Norway, 
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Iceland, Finland and the Faeroes they have established a common Code of Conduct that 
clarifies how their operations should be conducted socially, environmentally and ethically. 
This represents an important part of their CSR work. Systembolaget claims that by 
collaborating they can influence the producers to become more socially responsible.  
(Responsibility report 2010). Their CSR initiatives are based on their own values (mandate, 
vision) and The UN Global Compact which was defined as: “The United Nations Global 
Compact is a strategic policy initiative for business that are committed to aligning their 
operations and strategies with ten universally accepted principles in the areas of human rights, 
labor, environment and anti-corruption” (The UN a).   
 
One of the biggest challenges Systembolaget faces is to ensure that products are 
environmentally, ethically and socially produced and consequently it is on the producer- and 
supplier side the company has its main focus. It pays attention to working conditions, 
environment, corruption etc. In terms of working conditions, one issue is how to increase the 
security for seasonal employees. Furthermore, Systembolaget has together with the Nordic 
colleagues started to inform their suppliers about the CSR work and also launched a CSR 
course to increase the awareness and knowledge of CSR. In 2010, 66 people from 45 
suppliers participated in such a course. In addition and as part of the CSR work, in 2010 staff 
at the purchasing department and CSR managers travelled to Spain, Italy and France to 
increase the information and have discussions on all aspects of their CSR work with trade 
unions, authorities and suppliers. According to Systembolaget, the response was positive. By 
the end of 2013 Systembolaget together with the Nordic monopolies hope to have established 
a production chain that functions very sustainably. (Responsibility report 2010). 
 
In 2007 the Swedish Government decided that all Swedish state-owned companies are 
required to provide reports on how they work with CSR (Systembolaget, 2011). These reports 
are based on the Global Report Initiative (GRI), which is an international reporting standard 
similar to the one in accounting, but here the focus is on environmental, social and 
governance performance (GRI, 2011). 
 

	  
Figure 1. Systembolaget’s social responsibilities, (Responsibility report 2010).	  
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4. Theoretical framework 
 
4.1 CSR 
There are many definitions of CSR, in addition to the one mentioned in the introduction of 
this thesis: “a concept whereby companies integrate social and environmental concern in their 
business operations and in their interaction with their stakeholders on a voluntary basis” 
(European Commission, 2011) there exists a number of other definitions as well. For 
example, the UN defines it as: “At its broadest, CSR can be defined as the overall 
contribution of business to sustainable development” (The UN b, 2011). Carroll (1979, p. 
500) defined CSR as: “The social responsibility of business encompasses the economic, legal, 
ethical and discretionary expectations that society has of organizations at a given point in 
time”. However, Sahlin-Andersson (2006, p. 596) claims that what CSR actually stands for is 
not clear and as a consequence there does not exist any universally accepted definition. The 
reason to this, according to Dahlsrud (2008, p. 2), is that since CSR is socially constructed, it 
has different meanings in different contexts. Thus, in Dahlsrud’s view, the political, economic 
and cultural settings have an important role in defining CSR. A further aspect of CSR is the 
description by Valentine and Fleischman (2008, p.159) who write: “regardless of motivation, 
CSR efforts focus on establishing legitimacy and fit between society’s expectations of the 
business community and the ethics of business to ultimately enhance the organization”. 
Consequently, there is reason to believe CSR sends out a morally strong picture to the public 
that tells them that companies are not completely profit-driven, they are just as well value-
driven which in turn appeals to the stakeholders.  
 
On the assumption that CSR is a social movement Sahlin-Andersson (2006, p. 596) argues 
that CSR can be seen as a trend driven by criticism; if not scrutinized by non-governmental 
organizations (NGOs) and the media, companies exploit the world. The Nike example 
mentioned in the introduction would support this view, where the media revealed that Nike’s 
suppliers in Indonesia were working under unbearable conditions. When this news reached 
the public, Nike had to deal with a heavy boycott campaign (Porter and Kramer, 2006).  
 
Sahlin-Andersson (2006, p. 8) writes: “states and intergovernmental organizations act as 
channels to place demands on corporations, demands which have also been expressed by civil 
society” and the UN Global Compact qualifies to this group. Even though the Global 
Compact is completely voluntary with no sanctions to companies that do not manage to 
comply, companies have every reason to make sure to meet these requirements. Sahlin-
Andersson (2006, p. 598) mentions that the media and NGOs are encouraged to scrutinize 
members of the Global Compact and thus the discipline is in the hands of these observers. 
According to Sahlin-Andersson (2006, p. 598) this gives the initiative legitimacy. Closely 
associated with the Global Compact is the Global Report Initiative (GRI). On its webpage the 
reader learns that: “GRI’s core goals include the mainstreaming of disclosure on 
environmental, social and governance performance”. Another goal behind GRI is to establish 
an international reporting standard similar to the one in accounting (GRI, 2011). Sahlin-
Anderssson (2006, p. 599) argues that these powerful initiatives have created a framework 
around CSR that originate from societal expectations. Furthermore, the larger these networks 
become, companies will find it more important to join and show their stakeholders that they 
are acting equally sustainable as their competitors (Sahlin-Andersseon, 2006, p. 599). 
 
According to Davis (1973, p. 313-316) companies have moral obligations that force them to 
go beyond the law. To only comply with the law, in Davis’s opinion, does not mean to be 
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socially responsible. Davis (1973, p. 314) is clear to reject Friedman’s view that companies 
have only one responsibility – to generate as much money as possible and at the same time 
following the rules. Davis (1973, p. 314-315) believes this is a dangerous strategy because it 
is society that has given legitimacy and power to companies and if these companies do not 
operate in a good manner, companies will in the long run lose these two vital attributes. The 
long run may represent decades but Davis (1973, p. 314) writes: “history seems to confirm 
that society ultimately acts to reduce the power of those who have not used it responsibly”. 
This principle is known as the “Iron Law of Responsibility”. Consequently, if companies 
assume that society is responsible for their actions, their business power will eventually 
diminish. 
 
 
4.2 The institutional context 
As we argued in the first chapter, there is reason to believe that national differences play an 
important role in determining the type of CSR that is undertaken by organizations. This is 
supported by Gjølberg (2009, p. 11) who writes: “the importance of local culture, context and 
traditions in shaping the perceptions and practices of global ideas has long been acknowledge 
in management studies, organizational theory and political economy”. Thus, because CSR is 
social in nature, we believe insights on how underlying assumptions shape and change CSR 
can help explain why for example expected responsibilities in one country may be codified 
into law by another. 
 
In a highly cited article by Matten and Moon (2008, p. 406-407), the authors base their 
arguments on institutional theory as an approach to understanding national differences in 
CSR. They claim that key stakeholders influence the motives behind CSR, and to understand 
how and why they shape CSR the way they do, one has to look at the institutional context, in 
other words the cultural, economic and legal characteristics. In the light of these assumptions, 
Matten and Moon (2008, p. 407) argue that differences in the practice of CSR can be 
explained by “countries’ historically grown institutional frameworks” that are based on four 
features: “the political system”, “the financial system”, “the educational and labor system” 
and “the cultural system”. In brief, the political system involves the degree of government 
intervention. Financial system deals with the acquisition of capital. Matten and Moon (2008, 
p. 408) explain that European firms generally acquire capital through few investors (in 
contrast to American firms) where banks are the biggest sources of capital. This creates a 
network of few owners and to preserve their interest, their requirements need to be taken into 
consideration. As a result, European firms have more influential stakeholders than American 
ones. The educational and labor systems; in some countries labor unions possess more power 
than in other countries and in the same way education might be free which influence the 
meaning of CSR. Cultural systems can be interpreted as the frame to the other three systems. 
Cultural systems strongly affect assumptions about business, government and society. These 
four features influence what the Matten and Moon (2008. p. 408-409) call the “nature of the 
firm”, “organization of market processes” and “coordination and control systems”. 
Characteristics in the nature of the firm can be how firms respond to stakeholders’ demands. 
A feature in the coordination and control systems is managers’ responsibility towards 
employees. How governments influence companies represent a characteristic in organization 
of market processes (Matten and Moon, 2008, 408-409). 
 
Moving forward, on the basis of isomorphism DiMaggio and Powell (1983, p. 150) explain 
why organizations in one country are similar to each other. Isomorphism is described as “a 
constraining process that forces one unit in a population to resemble other units that face the 
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same set of environmental conditions” (DiMaggio and Powell, 1983, p. 149). To receive 
legitimacy by stakeholders, organizations, according to DiMaggio and Powell (1983, p. 150-
152), comply with three mechanisms of isomorphism: “coercive isomorphism”, “mimetic 
processes” and “normative pressures”. Coercive isomorphism results from external pressures, 
for example to follow the cultural influences such as norms (DiMaggio and Powell, 1983, p. 
150-151). Similarly, Grafström et al. (2008, p. 112) argue that culture involves norms. To not 
follow these norms can be very dangerous since norms involve values and requirements that 
shape people’s interpretation of reality. Mimetic processes derive from uncertainty: 
Companies not knowing which issues to address often look at similar companies that have 
managed to succeed with their CSR policy (DiMaggio and Powell, 1983, p. 151-152). 
Normative pressures stem from educational bodies like universities. For example, people who 
have been educated in Sweden tend to have a common set of attributes and as a result they 
interpret decisions and approach issues in a similar fashion (DiMaggio and Powell, 1983, p. 
152-153). In addition to their own work, it is on the strength of this piece of research by 
DiMaggio and Powell (1983), Matten and Moon (2008) have constructed a model (figure 2) 
that shows that a company does not operate in a vacuum. It illustrates that the institutional 
context influences organizations. On the basis of this, it may be claimed, in our opinion, with 
good reason that people are affected too. After all, organizations are made up of people. 
Consequently, in the introduction where we argued that there is reason to believe that the 
institutional context leads to different forms of CSR and different perceptions among people 
on how they regard CSR, is supported by figure 2.        
 

 
Figure 2. CSR and Institutional Context of the Corporation. (Matten and Moon, 2008, p. 413) 
 
On the basis of these findings, companies are influenced to take on either an explicit or 
implicit form of CSR. Explicit CSR addresses issues based on mutual values of society and 
business. According to Matten and Moon (2008, p. 409) it is perceived expectations that 
motivate explicit CSR to be voluntarily implemented. Some examples of explicit CSR are 
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American companies that provided disaster relief to people who were victims of the Hurricane 
Katarina. Implicit CSR is based on the company’s role in society and the institutional 
framework. This leads to values and norms that are imposed by stakeholders. Thus, in contrast 
to explicit CSR, implicit CSR is seen as a requirement, not a voluntary option. Matten and 
Moon (2008, p. 412-413) argue that implicit CSR is more common in countries with a strong 
social environment; encouragement of collectivism, solidarity and policies that provide 
obligations. Explicit CSR is commonly found in countries where individualism and liberalism 
are encouraged. Thus, countries that are permeated by a weak social environment give 
companies stronger incentives to take on explicit CSR. (Matten and Moon, 2008, p. 409-413). 
 
Research by Gjølberg (2009, p. 11) indicates that national differences create a unique context 
that affects CSR strategies. Gjølberg (2009, p. 11-12) argues that there are two main reasons 
to high CSR. The first one; globalized countries with a large number of transnational 
corporations (TNCs): “One possible mechanism linking TNCs to increased CSR efforts is the 
fact that these companies are more exposed to the spotlight of watchdogs from NGOs and the 
media” (Gjølberg, 2009, p. 19). The second reason applies particularly to the Nordic 
countries. Gjølberg (2009, p. 20) argues that the political-economy features play an important 
role why CSR is high in these countries. In common with Matten and Moon (2008), Gjølberg 
(2009, p. 20-21) argues that in these countries the social and environmental policies are more 
extensive than for example those in the US. Moreover, the Nordics are also characterized by 
socialistic values; people from all walks of life should have the same possibilities and the state 
has been influential. These values have permeated these countries for decades. Gjølberg 
(2009, p. 20) writes: “The result is a carefully crafted system of roles and responsibilities, 
duties and rights, in which all parties have vested interests”. By implication, companies are 
expected by society to take CSR seriously which is why the degree is high in these countries.  
 
The above pieces of research carry some limitations. It is argued that companies are shaped 
by the institutional context and passively adapt to it. It is true that some companies are 
powerful enough to take a political role and can thereby play a key role in shaping its context. 
It may be argued that Systembolaget has a political role when one considers the mandate. 
However, as we pointed out in the previous chapter, it is not the personnel at Systembolaget 
who decide what the company ought to do to. This is decided by the Swedish Parliament that 
represents the Swedish population. In addition, as we argued in section 2.3 we do not see 
organizations as objective features, on the contrary, as people change behavior organizations 
change too since they are made up of these people. Therefore, we argue that there is every 
reason to believe that the above findings are relevant and a key to understanding CSR.              
 
 
4.3 Stakeholder theory and CSR 
Freeman et al. (2010, p. 4) explain that stakeholder theory emerged in the beginning of the 
1980s to counter the conventional business mindset at that time. Back then, the economics 
view about equilibrium; supply equal demand, was generally considered to be the ideal 
situation for business. The stakeholder theory also questioned the view that firms were only 
liable to the owners. Proponents of the stakeholder mindset argued that organizations had 
responsibilities to other groups as well (Freeman et al. 2010, p. 4-5).  
According to Freeman et al (2010, p. 24) “Business can be understood as a set of relationships 
among groups which have a stake in the activities that make up the business”. And a 
stakeholder is defined as: “any group or individual that can affect or be affected by the 
realization of an organization’s purpose” (Freeman et al. 2010, p. 26). Freeman et al (2010, p. 
26-27) argue that a stakeholder in isolation cannot create value, only when stakeholders 
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interact with each other is value created. After all, a customer cannot get a service without the 
assistance of employees. Thus, having a successful company implies having satisfied 
stakeholders. Correspondingly, to understand how the relationships between stakeholders 
function is to understand business. This can be seen as the core of stakeholder theory 
(Freeman et al. 2010, p 27-28). 
 
In close association, according to Gjerdrum Pederen (2011, p. 178-179) a stakeholder 
approach to CSR has three meanings. First, a company is surrounded by stakeholders who all 
have a relationship with that company. Second, a company’s responsibilities that are societal 
include the stakeholders. The third meaning involves a company’s interaction with its 
stakeholders. However, it does not mean the company “passively adapts to the various 
stakeholder expectations and claims” (Gjerdrum Pederen, 2011, p. 179). The essence with a 
stakeholder approach to CSR is to have a healthy relationship with the stakeholders and take 
their opinions into account in the decision-making process. Gjerdrum Pederen (2011, p. 188) 
argues that a stakeholder approach to CSR can prove to be very beneficial because over time 
the business environment has become more challenging; companies find themselves in an 
environment with more stakeholders to whom they are responsible. Since the approach seeks 
to take into consideration the stakeholders through inclusion, a broader understanding of how 
CSR is specific to each organization can be obtained (Gjerdrum Pedersen, 2011, p. 179).    
 
In a related vein, work by Mitchell et al. (1997) fits this context. On the basis of Freeman’s 
definition they have elaborated and taken the concept to a new level. As can be seen from 
figure 3, a model has been developed that seeks to identify different stakeholders’ influence 
on a firm. The model is therefore useful to help companies identify their key stakeholders, or 
put in another way, the model helps explain why certain stakeholders receive more attention 
than others.  
 
On the assumption that stakeholders have three attributes: power, legitimacy and urgency, 
Mitchell et al. (1997, p. 872) argue that different stakeholder types emerge. Stakeholders that 
qualify to the area 1, 2 and 3 are called “latent” and they have one attribute and therefore they 
are not able to impose their will on a firm. According to Mitchell et al. (1997, p. 874-876) 
these stakeholders will not receive much attention by the firm’s managers and on the same 
reasoning, latent stakeholders will treat the firm in the same way. Stakeholders in area 4, 5 
and 6 are called “expectant” stakeholder and they possess two attributes. Mitchell et al. (1997, 
876-878) explain that in this case, these stakeholders can have a say on many important 
matters and accordingly, the engagement between managers and the stakeholders is therefore 
high. For instance, Mitchell et al. (1997, p. 876) mention that a dominant stakeholder can be 
community leaders. The last type of stakeholder, in area 7, is called “definite”. Since these 
stakeholders possess all three attributes, Mitchell et al (1997, p. 878) argue that stakeholder 
influence will be very high. A definite stakeholder is usually part of a firm’s alliance 
(Mitchell et al. 1997, p. 878).  
 
It is worth mentioning that a latent stakeholder can acquire more attributes and eventually 
become a definite stakeholder. An example of this is The African National Congress (ANC). 
In the beginning, the party was a demanding stakeholder; it did not have legitimacy but it had 
an urgent claim. However, as the ANC moved its claim internationally it received legitimacy 
and became a dependent stakeholder. At this point, the ANC was under protection by 
powerful stakeholders and with their assistance and influence the ANC eventually became a 
definite stakeholder. (Mitchell et al. 1997, p. 879).  
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In view of a stakeholder approach to CSR as explained by Gjerdrum Pedersen (2011) it is 
evident that advocates of CSR qualify to different stakeholders. The model by Mitchell et al. 
(1997) also demonstrates that depending on how urgency, legitimacy and power interact, 
different stakeholders emerge which in turn affect their salience on managers. It is clear that 
stakeholders can be very firm specific and therefore, the model helps make CSR operable. 
Carroll (1991, p. 39) argues that due to the word “social” in CSR, makes the concept unclear 
as to whom the organization is responsible to, but in conjunction with a stakeholder view, we 
argue CSR becomes easier to grasp since “the stakeholder nomenclature puts names and faces 
on the societal members who are most urgent to business, and to whom it must be responsive” 
(Carroll, 1991, p. 43). Consequently, we believe the model by Mitchell et al. (1997) helps sort 
out or explain which stakeholders are more important than other ones.  
 

 
Figure 3. Stakeholder Typology: One, Two or Three Attributes Present. (Mitchell et al. 1997, 
p. 874) 
 
It cannot be denied that the work by Mitchell et al. (1997) is subject to some criticism. As can 
be seen in chapter two, Mitchell et al. (1997) have worked on the supposition that 
stakeholders can have three distinct attributes that determine their degree of salience. The 
reason why there are only three attributes has not been explained. In a real case scenario, it is 
questionable whether these attributes are as distinct as explained, there might be more 
attributes or they may just as well overlap each other. Even so, we believe that this piece of 
work is particularly useful when analyzing CSR because it is now clear that a company is 
surrounded by stakeholders who all determine its success. This is not only noted by Mitchell 
et al. (1997) but also by, among others Matten and Moon (2008). If these stakeholders expect 
a company to engage in CSR, knowing which stakeholders to address can be very valuable.  
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4.4 Carroll’s pyramid of CSR 
A well-known researcher on CSR is Archie Carroll. His much cited article from 1991 
underpins many articles on CSR (for example the one by Matten and Moon, 2008). As can be 
seen from the below figure, the pyramid consists of four responsibilities that tell the reason or 
meaning behind CSR work. Economic responsibilities refer to the profit part. Every company 
needs to operate economically efficiently. As such, all other three parts are dependent on this 
responsibility (Carroll, 1991, p. 42). The second layer teaches us that firms’ operations must 
follow the host countries’ laws. It also implies that companies need to operate in a manner 
that is consistent with the norms. The third layer is described by Carroll (1991, p. 41) as: 
“although economic and legal responsibilities embody ethical norms about fairness and 
justice, ethical responsibilities embrace those activities and practices that are expected or 
prohibited by social members even though they are not codified into law”. As an example of 
an ethical component, Carroll (1991, p. 41) mentions norms that companies need to 
acknowledge. The philanthropic dimension concerns moral obligations that stakeholders 
regard as fair and important, for example to provide assistance (Carroll, 1991, p. 42). It has 
very much in common with ethical responsibilities. To engage in activities that are consistent 
with society’s norms; to contribute to education, giving scholarships etc. can be seen as 
philanthropic responsibilities. What separates this responsibility from the ethical one is that 
the former is not expected. Evidently, the two last responsibilities are often experienced as ill-
defined and understandably many companies find it hard to deal with them (Carroll, 1991, p. 
42).  
 
All four dimensions are highly interdependent. For example, ethics movements such as an 
increased environmental concern that we have seen during the last few years have made the 
legal dimension to expand. As a result, ethical expectations on companies increase too since 
companies are expected to operate above the law. Thus, one has to take the whole pyramid 
into consideration and understand how one dimension affects the rest of the pyramid. What 
previously qualified as an ethical responsibility can become an integral part of the legal 
responsibilities. (Carroll, 1991, p. 42).  
 
In a previous section where the institutional context was discussed, it may be tempting to 
assume that national differences imply different ethical values. However, according to 
Gjølberg (2009, p. 21) this would be wrong since it does not mean that people in certain 
countries have higher moral standards than people elsewhere. Similarly, as figure 2 by Matten 
and Moon (2008) shows, CSR is determined by more than ethics. However, to our mind, 
Carroll’s pyramid can be interpreted as different CSR responsibilities that are influenced by 
the institutional framework as discussed by Matten and Moon (2008) and Gjølberg (2009). 
We therefore argue that the pyramid-model is useful when analyzing explicit and implicit 
CSR too. For example, following the arguments by Gjølberg (2009) and Matten and Moon 
(2008) the philanthropic dimension would not be expected in a Nordic country due to the 
implicit form of CSR. It would qualify as an integral part of the ethical responsibility because 
of higher expectations. The economic, legal and ethical responsibilities outline the 
responsibilities that are not entirely seen as voluntary in Nordic countries. Rather it is the 
result of the institutional framework. This is very much in line with the description of implicit 
CSR and therefore it can be assumed that these three responsibilities make up implicit CSR. 
To us, the model helps visualize the form of CSR.  
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Figure 4. The Pyramid of Corporate Social Responsibility. (Carroll, 1991, p. 42). 

 
The objection could be made that this pyramid is irrelevant since these responsibilities differ 
between countries, change over time and it is hard to empirically measure the value of CSR. 
However, with reference to Matten and Moon (2008) and Gjølberg (2009) it is clear the CSR 
is highly dynamic. It is also relevant because it demonstrates that there are different features 
that have a strong influence on a company’s CSR initiative. As can be seen from the above, as 
one of them change, such as the ethical responsibility, companies have to refine and develop 
new strategies that are consistent with the environment.  
 
 
4.5 CSR and job satisfaction 
According to Tamm et al. (2011, p. 5) employees are becoming increasingly aware about the 
value of being socially responsible and thus CSR can bring beneficial outcomes to internal 
stakeholders as well. In light of this, Tamm et al. (2011) argue that CSR activities directed to 
external stakeholders can affect internal stakeholders too.  
During their research, Tamm et al. (2011) investigated if there was a correlation between CSR 
and job satisfaction. The empirical results confirmed that employees who work for a company 
that engages in CSR, to a large extent, enjoy a higher degree of job satisfaction than 
employees working for a company with no engagement in CSR. Their research shows that a 
commitment to socially responsibly initiatives makes employees feel better off and they 
suggest that CSR can be a means to increase job satisfaction. The results show that companies 
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that direct their CSR activities to external stakeholders are at the same time seen as high 
contributors to their internal stakeholders, employees. According to the researcher this is an 
indication that internal CSR is higher when companies are more engaged in external CSR. 
Tamm et al. (2011, 42-43) suggest that a possible explanation to this result can be that 
external CSR is more observable and in turn, this means that external CSR helps satisfy moral 
obligations towards employees.     
 
In a similar vein, research by Valentine and Fleischman (2008, p. 166-167) demonstrates that 
employee commitment increases if companies have ethical values because employees 
generally appreciate them. Ethics deals with moral beliefs that employees have and as 
companies recognize them, they receive legitimacy from their employees (Valentine and 
Fleischman, 2008, p. 160). In view of this, Valentine and Fleischman (2008, p. 161) argue 
that CSR can enhance job satisfaction because, in their opinion, CSR is an extension of 
organizational ethics.  
 
It is worth pointing out that the two pieces of work by Tamm et al. (2011) and Valentine and 
Fleischman (2008) do have some limitations. They were based on MNCs and the collections 
of data were primarily based on mailed questionnaires with a modest response rate. Thus, 
there is a chance that bias could have reduced the validity. Moreover, since Systembolaget is 
not a MNC, it may be questioned that the findings are not applicable to this study. However, 
even though ethics may be generated by different factors depending on the institutional 
context, we believe that ethics still generate the same outcomes, where increased job 
satisfaction is an example.  
 
Job satisfaction by Valentine and Fleischman (2008, p. 160) is described as motivation 
towards work and to be proud of the company one works for. Admittedly, motivation is not 
the same thing as job satisfaction but Valentine and Fleischman (2008, p. 166-167) argue that 
motivation can contribute to a higher degree of job satisfaction. Consequently, because of the 
clear linkage to motivation we believe Maslow’s hierarchy of needs can shed some light on 
why CSR may lead to job satisfaction on a deeper level than the explanations put forward by 
Tamm et al. (2011) and Valentine and Fleischman (2008). The hierarchy of needs was 
developed by Abraham Maslow, a psychology professor, in the 1940s that outline five needs, 
physiological, safety, affiliation, esteem and self-actualization. As one of the needs is 
satisfied, the person moves on to the next level to satisfy those needs. Each need is a 
motivator factor, and as the person moves on to the next level his/her motivation increases 
(Sadri and Bowen, 2011, p. 45-47). The five needs are briefly presented: 
 
1. Physiological: this is the first need and the most basic one. It is a need for cloth, shelter, 
food, water etc. Money is the fundamental motivational item that allows a person to obtain 
these commodities and services. (Sadri and Bowen, 2011, p. 45). 
 
2. Safety: this category includes a need to be safe for physical and psychological harm. Also 
here money helps provide this need. Insurance and pensions are also regarded as important 
safety needs since they give a sense of long-term security. (Sadri and Bowen, 2011, p. 46). 
 
3. Affiliation: this need involves a need for belonging, a feeling that you are appreciated by 
other people. Going to work helps satisfy this need given the social interaction between 
colleagues. (Tuzzolino and Armandi, 1981, p. 22).  
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4. Esteem: this need is about a desire to receive recognition, respect and responsibility from 
other people. In turn, people’s motivation and self-confidence increase. (Tuzzolino and 
Armandi, 1981, p. 22). 
 
5. Self-actualization: the motive for the final need is to realize one’s potential. People at this 
need strive to better themselves, people nearby and the world as a whole (Sadri and Bowen, 
2011, p. 47). The fifth need is possible to link to CSR given the willingness to help people in 
the periphery. Sadri and Bowen (2011, p. 48) write: “companies can help employees satisfy 
this need by partnering with established nonprofit organizations like Habitat for Humanity”. 
 
The hierarchy of needs has over time received a lot of attention. Both Tuzzolino and Armandi 
(1981) and Sadri and Bowen (2011) support it and argue it should be used as a framework by 
companies to create beneficial work environments that can allow employees to satisfy their 
needs. In turn, as employees’ motivation increases they will work harder and are less likely to 
leave the company (Sadri and Bowen, 2011, p. 48). Admittedly, it has also been subject to 
heavy criticism.  Frame (1996, p. 13) argues that the completion of one stage does not 
necessarily lead to the next stage. According to Frame (1996, p. 20-22) self-actualization has 
the potential to appear at various stages of the hierarchy depending on people’s knowledge. In 
a similar vein, Trigg (2004, p. 397) argues that the completion of one need may not lead to 
progression to another need. According to Trigg (2004, p. 397-404) the institutional context 
plays a vital role in determining what motivates people. Trigg (2004, p. 393) writes “The 
main problem with Maslow’s approach is that individual needs are innate, so that questions of 
social interaction and culture are seriously downgraded”. Consequently, in view of the 
arguments by Trigg (2004) and Frame (1996) we reason that the hierarchy of needs should be 
seen within the institutional context. Thus, if cultural values in a country constitute a concern 
for environmental and social issues, there is reason to believe people have decent knowledge 
about these issues and thereby, a willingness, among other things, to help other people is not 
exclusively seen on the fifth need. 
 
As can be seen from section 2.3, job satisfaction and its connection to CSR is not a widely 
researched area. Reasons to job satisfaction, not connected to CSR, are widely researched but 
articles on this subject are often confined to the company climate where external stakeholders 
are not addressed. Articles that do offer a link between CSR and job satisfaction do not offer, 
in our opinion, a comprehensive explanation. For example, Tamm et al. (2011) only states 
that employees’ moral believes are fulfilled which help increase their job satisfaction. That is 
all. Maslow’s hierarchy of needs allows us to go deeper because it focuses on fundamental 
motivational factors that people aim to satisfy. As people move higher up in the hierarchy 
their motivation increases and at the same time this leads to a higher degree of job 
satisfaction. This is why the theory has been used.   
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5. Empirical observations 
 
5.1 Introduction 
The purpose of this chapter is to show the primary data we collected during our interviews. 
On the whole, there was agreement on our questions but a few discrepancies were observed. 
During the questions some answers overlapped each other, why we have compiled the ten 
questions to six areas. To show transparency, we have added quotations. The quotations that 
are shown in the text highlight aspects we aimed to investigate. As we mentioned in the 
second chapter, the questions we asked were open ones in order to capture the respondents’ 
perspectives on CSR.  
 
 
5.2 Store-managers’ knowledge about CSR, how they work with it 
and how it is communicated 
We observed that all store-managers who were interviewed had solid knowledge about CSR, 
both as a subject and Systembolaget’s own CSR work. Respondent 1 said: “each year 
meetings and courses are held about Systembolaget’s CSR initiative”. We were told by all 
respondents that all employees have access to a platform (Systembolaget’s intranet) where 
CSR-related issues are presented. Two of the store-managers, respondent 2 and 4, had a few 
years ago participated in a study where Systembolaget’s framework on CSR was set. During 
this study, questions such as what issues to work with and what CSR would mean to 
Systembolaget were addressed. Since then, the scope of CSR has increased by the 
Headquarters. However, every time new CSR initiatives are implemented this is 
communicated to the stores through e-mail or the intranet. Information about what the 
company has done and what it plans to do on the CSR agenda is also communicated through 
the intranet and e-mails (Respondent 1). Thus, the access to CSR information is easily 
accessible.  
 
During the interviews all respondents mentioned that Swedes are generally interested in issues 
that are part of CSR. They mentioned that there has been an increased interest in ecological 
products, recycling and the environment etc. Respondent 6 said: “Over the last few years I 
have felt that we Swedes have begun to take social and environmental issues more seriously 
than we did five years ago”. Respondent 3 said: “We in Sweden are very far ahead when it 
comes to CSR”. As an example of this, some of the respondents mentioned a requirement 
decided by the Swedish Government, to provide reports on how they work with CSR. This 
was implemented in 2007 and this decision applies to all Swedish state-owned companies. 
Respondent 4: “If the Swedish Government, that represents us, makes such a decision I 
believe it shows quite clearly how we Swedes regard social and environmental issues”. 
 
The majority of the respondents believed that sooner or later the media will report on CSR 
and as a consequence, customers will ask how Systembolaget’s CSR policy looks like. “At 
present CSR has not received much space in the media but it will come” (Respondent 5). In 
view of this, they believe it is important that employees have a good understanding about 
Systembolaget’s CSR work. One store-manager said that the Headquarters on a regular basis 
investigates where there might exist shortages regarding the CSR knowledge. If this is 
discovered, the Headquarters sends out material to the stores. The store-managers then 
arrange a meeting where the material is used as a frame of reference (Respondent 7 and 8). 
This is an aspect of how store-managers work with CSR.  
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A further aspect is to inform customers about Systembolaget’s CSR work, but this is only 
possible on condition the customers ask about CSR, otherwise the neutrality might be 
reduced. Yet another aspect of CSR is to focus on the environment; to choose a supplier of 
electricity that operates sustainably and to recycle. Some of the store-managers had met 
customers who were very CSR aware and requested a fair-trade wine.  
 
When we asked the store-managers if a reason why Systembolaget’s CSR work has not 
received much attention by the media, might be that Swedes take the work for granted, the 
store-managers agreed but at the same time they pointed out that this is a reason we have 
media. Respondent 1 said: “After all, the media gives us information about things that we 
think we know a lot about but, as a matter of fact, we know very little about because we take it 
for granted. Just take the Egyptian President Mubarak for example. Prior to the revolution, 
many of us believed things were fine in Egypt, but when the media started to report on 
Mubarak’s leadership, we realized that the picture was completely different”. However, the 
store-managers said that media’s responsibility and what it should do is very ambiguous. 
Nevertheless, if media were to report more on social injustice around the world and on CSR, 
the majority of the respondents believed people would start to appreciate CSR more than they 
do today.  
 
 
5.3 How CSR benefits Systembolaget and to the store-managers 
When it comes to how CSR benefits Systembolaget all respondents agreed that it is very 
beneficial because the initiative satisfies stakeholders. Respondent 1 said: “If Systembolaget 
is to continue to operate, our stakeholders must be satisfied and like what we do and our CSR 
initiative is part of that work”. Some of the store-managers divided CSR into a national and 
an international viewpoint. “The role of Systembolaget implies a wide social responsibility, 
for example to reduce the harmful effects alcohol has on people. For me, this is this is CSR 
from a national perspective and the benefit is easy to see. For example, when we help prevent 
bootlegging or refuse to sell to people who are drunk” (Respondent 2). From an international 
perspective some store-managers said that at present it can be quite hard to see any beneficial 
result CSR has given. To them, to see the value generated by CSR one has to see it from a 
long-term perspective. “Systembolaget is committed to helping producers to operate more 
ethically, socially and environmentally, but this transformation does not happen overnight, 
which makes the generated value hard to see today” (Respondent 6). To add more, some 
store-managers argued that Systembolaget could make their request on the producers firmer. 
Respondent 3 said “because Systembolaget is a monopoly it means it has significant buying 
power and thereby it can exert pressure on producers. If Systembolaget were to increase its 
request on the producers they would probably start improving the working conditions faster 
than what they do at present. As a result, the benefits of CSR would come faster and easier to 
observe”. However, respondent 3 stressed that this job is not up to the store-managers. 
 
Other store-managers expressed convincingly that CSR is incredibly important, not only to 
Systembolaget but to all companies. They argued that here in Sweden, CSR has been going on 
for a long time, but since Systembolaget is working with stakeholders who operate in 
countries where CSR has not received much attention or is not taken seriously, Systembolaget 
is part of moving CSR internationally which according to these store-managers is great. “The 
fact that CSR can help improve the working conditions to employees is very valuable to 
Systembolaget as an organization. To sell wine that has been produced under conditions that 
violate the basic human rights would reduce my commitment” (Respondent 7). 
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In close association, all store-managers said that it becomes easier to represent, to be part of 
Systembolaget and it makes them proud too, knowing that their employer makes an effort to 
make the world a better place. One store-manager said: “it would be much harder to job for a 
company where the media would give you information that your employer does not work 
effectively with CSR” (Respondent 8). All store-managers agreed that when Systembolaget 
works with external stakeholders (helping producers to integrate CSR into their business etc.), 
they indirectly address the internal stakeholders’ moral beliefs as well, which in turn help 
increase the store-managers’ job satisfaction. However, one store-manager said that not all 
employees at Systembolaget regard CSR equally important but the ones who are very 
enthusiastic, transmit this feeling to those employees to help them see the value of CSR. “If 
the current trend continuous about being environmentally and socially friendly, CSR will 
eventually become more important” (Respondent 4).   
 
 
5.4 The most important stakeholders from a CSR perspective 
From CSR perspective, the most important stakeholders are the ones where decent working 
conditions are not taken seriously, in other words external stakeholders. “As employees at 
Systembolaget it is important to be proud of the company, but CSR if far from being equally 
important here in Sweden as in developing countries” (Respondent 1). One store-manager 
expressed the value of equal distribution; “it is not okay if some people have 10 per cent of 
the world’s area and at the same time control 97 per cent of the world’s resources” 
(Respondent 8). A bottle of wine that costs around 60 SEK does not generate much money 
back to the employees at plantations in developing countries. “If CSR can serve as a tool that 
recognizes these individuals the world will become a better place and therefore CSR is more 
important to these stakeholders than internal ones in Sweden” (Respondent 8). However, 
many store-managers expressed that at present, not many people know what CSR really is. 
Even though Systembolaget works actively with CSR, it is a tip of an iceberg. If 
Systembolaget’s CSR work is to become better, major political leaders have to be part of that 
process too. If these leaders help spread the knowledge about CSR, producers will recognize 
that to produce ethically, socially and environmentally can be vital to their success 
(Respondent 1, 2, 3 and 6). In view of this, the store-managers believed that CSR will in the 
long-run yield more benefits and become more important on condition that other major 
players take part in the process.  
 
 
5.5 The drawbacks 
CSR as such does not have any drawbacks, the drawback reflects the fact that the company 
must remain neutral at all times. We were told by all respondents that they are not allowed to 
take action against a supplier that does not fulfill the goals relating to CSR. This creates a 
moot point. Respondent 5 said: “if Systembolaget had been a private company, producers 
that behaved immorally had been boycotted. At present, this possibility does not exist. In 
addition, the produces do not have any mandate that regulates how they are required to work. 
This makes it harder for Systembolaget to influence them”. All respondents mentioned that 
EU has a say on what Systembolaget can and cannot do and if one of the producers were to 
feel discriminated by Systembolaget, it may sue the company and have the law on its side. 
The store-managers mentioned that not many people know about this, and if this information 
were to be spread by the media, things would perhaps change to the better, giving 
Systembolaget a better opportunity to influence the suppliers. Similarly, many store-managers 
stressed that since they have to be neutral, they cannot recommend certain beverages they 
know have been “ethically” produced because this would reduce their neutrality. “If a 
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customer wants to have a recommendation for a good bottle of wine, how it has been 
produced is not going to be part of the recommendation, rather its appropriateness to the dish 
and the customer’s own references” (Respondent 5). In addition, and as was pointed out in 
the above, Systembolaget’s request on producers could become firmer and other actors must 
promote CSR more heavily than at present. 
 
	  

5.6 If CSR were to be cancelled 
All but one of the store-managers said that many customers would become angry. Unlike 
most companies, Systembolaget does not have a profit motive, its goal is to continue to exist 
in the long-run and to achieve this goal, customers need to believe Systembolaget is a good 
company that has a good cause. Respondents 1, 2 and 4 explained to us that every month 1000 
Swedes are randomly selected and asked what they think about Systembolaget: “should 
Systembolaget continue to exist or cease to exist?”. This is called the opinion index. This 
index, according to the majority of the respondents, would significantly reduce, and 
consequently, Systembolaget would be at risk. The majority of the respondents also 
mentioned that the media exposure could damage the company. Many of them referred to a 
corruption scandal that occurred a few years ago, when the media started to report on this, 
Systembolaget’s support declined. In contrast to this view, one store-manager thought that the 
average person would not care and thus it would not have any noticeable effect on 
Systembolaget (Respondent 2). Two reasons to this view were given. “First, CSR is not a 
widely known concept and second, Systembolaget has not focused on communicating its CSR 
initiative externally. At present, Systembolaget’s external marketing emphasizes issues 
regarding public health, not its CSR work”. When we asked if the media and NGOs posed a 
threat, that could influence the customers to see the benefits of CSR which in turn would 
make them think badly of Systembolaget, the store-manager only agreed to some extent and 
stressed that media’s coverage is short-lived, it eventually tends to decline which means 
customers also stop paying attention to it. As an example, the manager mentioned the swine 
flu that was hotly debated two years ago but today nobody talks about it (Respondent 2). 
 
 
5.7 The meaning of CSR for a Swedish monopoly 
The majority of the respondents referred to former Swedish monopolies such as Apoteket and 
said that many of these monopolies have disappeared because Swedish citizens have not liked 
what they have done. In view of this, respondent 1 said: “therefore, as a monopoly it is 
important to show that it can be equally important and upright as a private company, if not 
even better”. All respondents stressed that CSR represents an opportunity and responsibility 
to influence people in a positive direction and to only comply with the law would not be 
enough. For example, respondent 4 said: “Systembolaget works to have positive customers, 
not as many as possible and CSR can help Systembolaget achieve that goal”. The respondents 
explained that since they deal with commodities that traditionally have made people suffer, 
CSR offers the means to improvements on these issues. Respondent 3 said: “it is far from 
being a diamond industry but there are employees at plantations who do not work under 
decent conditions, and I believe Systembolaget has a responsibility to help them because it 
has the skills”.  
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6. Analysis and discussion 
 
6.1 The institutional context and Carroll’s pyramid 
The majority of the respondents mentioned that here in Sweden, people’s interest in 
environmental and social issues has increased during the last few years. We argue that this is 
an aspect of culture which according to DiMaggio and Powell (1983, p. 150-151) influences 
the firm. What is more, culture involves norms. To not follow these norms can be very 
dangerous. The background to this is that norms involve values and requirements that shape 
people’s interpretation of reality. Thus, as norms change, the definition of how companies 
should behave changes too. Put differently, norms shape people’s perception (DiMaggio and 
Powell, 1983, p. 150-151). This was something we experienced during the interviews; 
respondent 6 said: “Over the last few years I have felt that we Swedes have begun to take 
social and environmental issues more seriously than we did five years ago”. Even though 
some people in Sweden may not heard of CSR, these people may have values that correlate to 
the fundamental ideas behind CSR. Consequently, people’s concern for these issues is 
reflected in their values and expectations towards other people and organizations. By 
following the norms, legitimacy is obtained since it represents people’s perception of good 
behavior (Matten and Moon, 2008, p. 409-411; DiMaggio and Powell, 1983, p. 150.151). 
This is also something we experienced from the respondents since they argued that CSR was 
very important, for instance respondent 1 said: “If Systembolaget is to continue to operate, 
our stakeholders must be satisfied and like what we do and our CSR initiative is part of that 
work”. 
 
Systembolaget is not an ordinary company. The Board of Directors and the President of 
Systembolaget ultimately do not have the final say on what the company should do. As a 
state-owned monopoly that is based on a sociopolitical role, the owner, administered by the 
Ministry of Health and Social Affairs holds that role. However, the owner in question 
represents society (including employees at Systembolaget, customers etc.) which means that 
as norms change so does the owner. We believe our empirical observations can support this 
argument, for example respondent 3 said: “We in Sweden are very far ahead when it comes to 
CSR”. Furthermore, in 2007 the Swedish Government decided that all Swedish state-owned 
companies are required to provide reports on how they work with CSR (Responsibility report 
2010). Interestingly, in 2008 Systembolaget’s annual report was re-named to responsibility 
report (Systembolaget b, 2011). We argue that this new demand imposed by the Government 
reflects a change in norms that Swedish society had developed, namely a higher concern for 
environmental and social issues. This argument is supported by respondent 4 who said: “If the 
Swedish Government, that represents us, makes such a decision I believe it shows quite 
clearly how we Swedes regard social and environmental issues”. 
 
We argue that the store-managers’ reasoning and the demand imposed by the Swedish 
Government (to provide reports on how they work with CSR) carry similarities to what 
DiMaggio and Powell (1983, p. 150) call coercive isomorphism, to follow the cultural 
influences. Prior to 2006 CSR was not mentioned in the annual reports (Systembolaget, 
2011). Consequently, there is reason to believe that cultural expectations have influenced 
Systembolaget to make CSR an integral part of its business. In view of this argument, it might 
be argued that Systembolaget is a company that is target of the trend as explained by Sahlin-
Andersson (2006). However, this would be wrong since it implies that Systembolaget is an 
objective feature that does not really understand its context. On further examination it, a more 
plausible view is to see Systembolaget as one of the forces behind CSR. After all, as society 
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changes, new expectations on companies are established. However, society is made up of 
people, thus they are the ones who drive this force, including people working for 
Systembolaget. This view is confirmed by our empirical observations as all respondents 
expressed that CSR is very important. 
 
As people and organizations learn what is acceptable behavior it becomes reinforced. This is 
reflected in the educational and political systems. This is what normative pressure is about, 
another aspect of isomorphism (DiMaggio and Powell, 1983, p. 151-152; Matten and Moon, 
2008, p. 411-412). Thus, as Systembolaget continues to work with CSR and let the store-
managers arrange meetings about CSR, CSR becomes more and more important. To support 
this argument, one can look at some of the quotations we showed in the fifth chapter, for 
example respondent 3 who said: “it is far from being a diamond industry but there are 
employees at plantations who do not work under decent conditions, and I believe 
Systembolaget has a responsibility to help them because it has the skills”. This indicates that 
the institutional context has influenced the store-managers.  
 
Consequently, because of the institutional context, Systembolaget has many reasons to engage 
in CSR. The Iron Law of Responsibility as described by Davis (1973, p. 314-315) fits this 
context. As a state-owned company it is very clear that the power and legitimacy have been 
granted by society, after all, its existence is entirely dependent on what the majority of the 
Swedish population thinks. As can be seen from the fifth chapter, the respondents stressed 
that CSR represents an opportunity and responsibility to influence people in a positive 
direction and to only comply with the law would not be enough. Similarly, the majority of the 
store-managers believed the cancellation of CSR could put the company at risk. These 
findings indicate that The Iron Law of Responsibility is supported. This shows that CSR is 
beneficial since it does not jeopardize Systembolaget’s existence. By implication, 
Systembolaget has reason to operate in a manner that meets the present expectations by 
society. This suggests that CSR is about meeting societal expectations that derive from both 
external (society) and internal (store-managers) forces.  
 
In chapter four, arguments by Gjølberg (2009, p. 19) were presented, namely that countries 
with socialistic values and where the state has played a key role have together made Swedish 
CSR edging towards an implicit form. In conjunction with Matten and Moon (2008) the 
above suggests that the institutional framework influences companies to adopt implicit CSR, 
which Matten and Moon (2008, p. 410) describe as: “a reaction to, or a reflection of, a 
corporation’s institutional environment”. These findings can explain why Systembolaget has 
not focused on communicating its CSR work to the general public.  
 
On closer inspection, one could make a parallel to the pyramid of CSR by Carroll (1991). The 
two most relevant responsibilities are the legal and ethical components. The economic 
dimension is not central in this context given the nature of Systembolaget; its aim is not to 
maximize profits. However, that said, it still needs to operate economically efficiently. The 
legal and ethical responsibilities are the two most influential features. As a Swedish state-
owned company it has to follow the Swedish laws. All store-managers explicitly said that here 
in Sweden issues that would qualify as CSR are clearly taken more seriously than in other 
countries where many of the producers operate. To add more, we argue that the increased 
concern for environmental and social issues has clearly widened the ethical responsibility here 
in Sweden. Many of our empirical observations support this argument. For instance, many 
respondents believed the abolishment of CSR would damage the company and thereby 
Systembolaget’s goal to continue to operate in the long-run would be harder. The ethical 
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responsibility is further manifested when one considers the store-managers’ willingness to 
help producers. This was also described as one of the drawbacks since they mentioned that 
Systembolaget could not influence the producers as much as they wanted.  
 
 
6.2 Stakeholders from the store-managers’ perspective 
All respondents said CSR was very important and that in the long-run it will grow to become 
even more important. Many of them expressed that the abolishment of CSR could put the 
company at risk. The above arguments about the institutional context go a long way towards 
explaining why. However, from a CSR perspective, the store-managers said that external 
stakeholders in developing countries were the most important ones (see section 5.4). Our 
interpretation of that answer is that from the store-managers’ perspective, CSR serves as a 
helpful tool, or an ethical activity as Carroll (1991, p. 41) would put it. However and on 
second thoughts, customers matter too from a CSR perspective. This argument is based on the 
fact that when we asked what would happen if CSR were to be cancelled, the majority 
believed the opinion index would decline since many customers would become upset (section 
5.6). This suggests that store-managers regard stakeholders quite differently. To understand 
why, we think one should begin by looking at the stakeholder typology by Mitchell et al. 
(1997, p. 874).  
 
Considering that all store-managers mentioned that Systembolaget worked hard to have 
satisfied customers, we therefore propose that the customer is regarded as a definite 
stakeholder by the store-managers. Again, a definite stakeholder has all three characteristics; 
power, urgency and legitimacy. Given Systembolaget’s nature whose existence is dependent 
on satisfied customers and represented by the owner, all the indications are that customers can 
influence Systembolaget to do something it would not have done. This is an aspect of power. 
(Mitchell et al. 1997, p. 873). However, power does not work in isolation, through interaction 
with the other two characteristics, legitimacy and urgency, customers’ claim is implemented 
swiftly (urgency) and is regarded as socially acceptable (legitimacy) (Mitchell et al. 1997, 
p.873). External stakeholders, working with the production process are not regarded as a 
definite stakeholder group. We argue that from store-managers’ perspective they are 
discretionary stakeholders. In view of their positions, they have neither power nor urgency to 
influence Systembolaget. Nevertheless, our interpretation is that it is the institutional context 
here in Sweden that has influenced the company (and thereby the store-managers) to engage 
in CSR that recognizes this group. In addition, the fact that the store-managers thought 
Systembolaget’s request could be firmer in order to benefit these stakeholders indicates, as 
store-managers see them, have a high degree of legitimacy.  
 
All but one of the respondents expressed concern what would happen if CSR were to be 
abolished. Even though CSR has not been communicated externally, they believed the media 
would report on it, which in turn would cause anger among the customers given their high 
expectations on the company. Thus, seeing that the media has the ability to influence a key 
stakeholder, the media clearly has stakeholder salience. At first sight, the media might be seen 
as a definite stakeholder too, but on closer examination it is the customers who impose their 
will on Systembolaget, that forces the company to change the course of action. Despite the 
lack of power, the media clearly possesses urgency and legitimacy. Thus, the media is a 
dependent stakeholder, in order to carry out the will it depends upon the customers. However, 
there was one store-manager who saw these stakeholders differently. Because CSR has not 
been communicated externally, the media was not regarded as influential nor would 
customers care if CSR were to be cancelled. A possible explanation to that kind of reasoning 
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might be that some people have a narrow stakeholder view, where the media is not regarded 
as particularly influential. However, when we asked what CSR matters to a Swedish 
monopoly we obtained information from all respondents that it represents both a 
responsibility and a possibility to influence stakeholders positively.  
 
The fact that “responsibility” and “possibility” were mentioned is, again, a strong indication 
that the institutional context plays a key role. In addition, reference was made to the diamond 
industry, which means that it is of importance to minimize the impact the production process 
may have from inputs into outputs. In our view, it also sheds light on the discretionary 
stakeholders, confirming that they do have a high degree of legitimacy. This strongly suggests 
that many store-managers have a stakeholder approach to CSR and not a narrow, classical one 
where the goal is to satisfy the owner (Freeman et al. 2010, p. 4-5). What is more, it might be 
argued that store-managers only see CSR as a PR strategy since frustration about the media’s 
lack of attention was mentioned. However, given their stakeholder approach to CSR, we 
believe they seek mutual values that can foster social and economic development, changing 
society to the better.   
 
Also in this context, Carroll’s pyramid can be used. On the evidence of our empirical 
findings, we learn that the store-managers in particular recognize the legal and ethical 
responsibilities. The legal component is demonstrated when one considers the importance of 
providing goods that meet the legal requirements and the wish to be perceived as a good 
citizen. However, as the store-managers argued, to only comply with the law is not enough to 
be perceived as a good citizen, it involves more than that. This leads to the most prominent 
component, the ethical responsibility which is evident given the will to meet the moral 
expectations, for example to be ethical towards the discretionary stakeholders, not prioritizing 
some stakeholders over others. 
 
We recognize that since Systembolaget is a state-owned monopoly, it does not have 
shareholders who want to make as much profit as possible. Thus, in view of the company’s 
nature (the purpose, mandate etc.) the pay-off is very different. The contributions and rewards 
do not necessarily have to be generated by the interaction between the customers and 
employees. On the basis of Systembolaget’s orientation, to help reduce alcoholism in society 
and to help producers see the value of CSR is arguably equally important. In addition, during 
the interviews, “long-term interest” was a returning statement by the store-managers. In their 
opinion, to achieve a win-win situation, where external stakeholders are equally satisfied as 
internal ones, is crucial to Systembolaget’s long-term success. Thus, when one considers 
stakeholders who are often perceived as external ones, such producers, we argue that despite 
not being directly linked to Systembolaget, they still have a direct role because they are 
recognized by the store-managers who are directly linked to Systembolaget. This argument 
does also suggest that the store-managers have a stakeholder approach. (Freeman et al. 2010; 
Gjerdrum Pedersen, 2011). 
 
Because the CSR work is extensively communicated internally, store-managers know a great 
deal about it and the positive effects it has. In addition, since they represent a stakeholder 
group who believes CSR is very important this benefits Systembolaget as it remains the store-
managers’ support and commitment. This is, again, in line with the stakeholder view that says 
CSR activities that a company’s stakeholders regard as important can be very rewarding 
otherwise there might be a risk that they withdraw their support (Freeman et al. 2010; 
Gjeredrum Pedersen, 2011). This was reflected by our respondents: “To sell wine that has 
been produced under conditions that violate the basic human rights would reduce my 



36	  
	  

commitment” (Respondent 7). Similarly, respondent 8 said: “it would be much harder to job 
for a company where the media would give you information that your employer does not work 
effectively with CSR”.  
 
In addition to enhancing store-managers’ job satisfaction towards Systembolaget, the above 
findings are also how CSR, from the store managers’ perspective, is beneficial. After all, as 
CSR benefits stakeholders, it benefits Systembolaget because it is dependent on them. This is 
in line with the arguments by Freeman et al. (2010, p. 27-28) that a successful company needs 
to have satisfied stakeholders. It also suggests that store-managers have a stakeholder mindset 
as presented by Freeman et al. (2010, p. 4-5); organizations have responsibilities to other 
groups than just the owner. From a practical point of view Systembolaget’s CSR work helps 
make the world a better place, not only is it beneficial now, but in the long-run many store-
managers believed CSR will grow to become more important, meaning the generated value 
will most likely increase. What is more, the store-managers argued that if Systembolaget is to 
continue to operate in the long-run, then CSR is necessary. Again, this is an indication that 
CSR is about meeting societal expectations.  
 
 
6.3 Connecting CSR to job satisfaction 
As can be seen from the empirical observations, Systembolaget’s CSR work makes the store-
managers proud and it increases their commitment towards the company. Interestingly, as 
external stakeholders were addressed, internal ones (the store-managers) were indirectly 
addressed too. This helped increase their job satisfaction.  
 
With this in mind, one can draw a parallel to the work by Tamm et al. (2011) and Valentine 
and Fleischman (2008). As explained by Tamm et al. (2011, p. 42-43), companies that direct 
their CSR activities to external stakeholders are at the same time seen as high contributors to 
their internal stakeholders. An explanation to this argument was that external CSR fulfills 
moral obligations towards employees. Our empirical observations showed that CSR activities 
directed to external stakeholders affect the store-managers positively. Thus, in our case, the 
explanation put forward by Tamm et al. (2011) is reliable.  

 
As can be seen from our empirical observation, to spread the knowledge about social and 
environmental issues is according to the store-managers very important. In view of this, it is 
reasonable to draw a parallel to ethics. According to Valentine and Fleishman (2008, p. 166-
167) ethics deals with moral beliefs that employees have (in our case store-managers) and as 
they are recognized by their employer (Systembolaget), employees give their employer 
legitimacy. As Valentine and Fleischman (2008, p. 160) argued, CSR can enhance job 
satisfaction because, in their opinion, CSR is an extension of organizational ethics. These 
explanations can explain why CSR contributes to a higher degree of job satisfaction. 
However, neither Tamm et al. (2011) nor Valentine and Fleischman (2008) go deeper and 
explain why and how recognized moral beliefs can generate job satisfaction. On 
consideration, we argue that from a deeper perspective, Maslow’s hierarchy of needs can offer 
a sufficient explanation.  
 
As can be seen from section 4.5 the hierarchy of needs explains motivation. We argue that the 
physiological need is satisfied as store-managers receive salaries. The money gives them the 
ability to acquire food, a place to live and cloth. The safety need involves safety from both 
psychological and physical harm. As Systembolaget provides their employees with retirement 
plans and insurance there is reason to believe that their safety need is met (Responsibility 
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report 2010). Going to work and be part of a team go a long way towards satisfying the 
affiliation need. By collaborating and socializing with colleagues they received acceptance. If 
not, the chance that they had advanced to store-managers would probably not have happened. 
When these three needs largely have been satisfied, the store-manager can move up to the 
fourth level, the esteem need. Tuzzolino and Armandi (1981, p. 24) explain that this need 
involves a desire for respect, responsibility and recognition by other people. As store-
managers are responsible for recruiting new employees, informing their subordinates and are 
the head of the stores etc. there is reason to believe this need is satisfied. After all, on the basis 
that they have been appointed to store-managers is a sign of respect and recognition that they 
have done a good job. The final, self-actualization need is about reaching your best 
capabilities. Sadri and Bowen (2011, p. 47) write: “employees who have satisfied the four 
lower needs now are looking to better themselves, those around them and the world as a 
whole”. As was pointed out in section 4.5 Sadri and Bowen (2011, p. 48) argue that 
companies can help employees fulfill this need as they partner with organizations. In 
Systembolaget’s case this would be the Global Compact. As we showed in section 4.5, the 
third, fourth and fifth needs involve not just the individual, they are social as they involve 
other people. As the store-managers’ values to help other people become recognized by 
Systembolaget through the CSR work, their needs are to a certain degree met, which makes 
them proud and strengthens their motivation towards Systembolaget. Understandably, as more 
and more of the store-managers’ needs become satisfied, their job satisfaction intensifies. 
 
On the one hand it might be argued that store-managers only benefit from CSR when the self-
actualization need is achieved, which means that the institutional context has nothing to do 
with CSR. Furthermore, as newly employed one starts all over again, from the first level and 
to ultimately reach the fourth and fifth levels take time. On the other hand, the essence behind 
the hierarchy of needs is that all people strive to reach a higher level and by working for 
Systembolaget we believe the store-managers have managed to considerably satisfy many of 
their needs when you consider that they receive a salary, socialize with colleagues and receive 
recognition etc. Therefore, the hierarchy of needs does function as a good framework because 
it illuminates that as basic needs are satisfied a concern for humanitarian issues emerge (the 
third, fourth and fifth needs). As might have been anticipated, also in this context we argue 
that the institutional context does have a role. As was pointed out by Gjølberg (2009), Nordic 
countries are characterized by socialistic values; people from all walks of life should have the 
same possibilities and the state has been the stronger part. These values have permeated these 
countries for decades. In view of this argument, it seems safe to say that these people have 
been affected and thereby the organizations they make up. Consequently, Swedish 
organizations today offer and are expected to offer the possibility to satisfy many of the needs 
that correlate to the hierarchy of needs. Therefore, one does not have to be in a leading 
position, for example a boss, to have a desire to help others and to think environmentally 
friendly. The institutional context allows you to satisfy many of the needs sufficiently. This 
can explain why many respondents said CSR is common in Sweden, for instance respondent 3 
who said: “We in Sweden are very far ahead when it comes to CSR”. 
 
As Frame (1996, p. 20-22) argued, on the basis of people’s knowledge, self-actualization may 
appear at other stages. Consequently and given the institutional context we have here in 
Sweden, where the debate on social and environmental issues has not been hard to miss, we 
believe it is reasonable to assume that people’s knowledge on these matters has increased and 
to support to this argument one can look at respondent 6 who said: “Over the last few years I 
have felt that we Swedes have begun to take social and environmental issues more seriously 
than we did five years ago”. By implication, Systembolaget’s CSR work is part of satisfying 
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the store-managers’ third and fourth needs too. This argument is also in line with Trigg (2004, 
p. 397-404) who stressed that the institutional context should be recognized when applying 
Maslow’s hierarchy of needs. 
 
With the above arguments in mind, one should not make the conclusion that the store-
managers’ highest needs have been completely fulfilled. Bear in mind from the empirical 
observations that the respondents believed Systembolaget could firm their request on 
producers and that other leading figures must participate in the CSR movement. In addition, 
these respondents believed that if the media were to report more heavily on CSR, customers’ 
knowledge would increase and at the same time their support to the company would probably 
increase, considering that Systembolaget’s CSR work represents their values too. This is a 
sign that the some of the highest needs have not been adequately satisfied. We believe these 
findings shed light on the respondents’ reasoning about the meaning of CSR for a Swedish 
monopoly and what would happen if CSR were to be cancelled. For example, they believed 
CSR was a responsibility and possibility, a means to satisfy stakeholders, a desire to increase 
the request on producers in order to help employees at plantations and lastly, the majority of 
the respondents’ feared that the abolishment of CSR could jeopardize the company. In a 
similar way it can be argued that if Systembolaget were to increase their request on producers 
this would affect the store-managers positively as their job satisfaction would increase further. 
However, as can be seen from chapter three, Systembolaget together with other Scandinavian 
monopolies aim to establish a sustainable production chain by the end of 2013. In view of 
this, there is reason to believe that store-managers’ job satisfaction will continue to increase as 
new advances in CSR are made.  
 
To sum up, as people start achieving needs as described by Maslow, this is reflected in an 
increased motivation which also helps increase store-managers’ job satisfaction. However, 
Maslow’s hierarchy needs to be seen in its context and given the institutional framework here 
in Sweden, there is reason to believe that CSR helps satisfy even the third and fourth needs, 
not exclusively the fifth need. In turn, this sheds light on the explanations by Tamm et al. 
(2011) and Valentine and Fleischman (2008) who say that CSR fulfills employees’ moral 
believes that increase their job satisfaction.  
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7. Conclusion  
 
7.1 Conclusion 
The purpose of the study was to investigate how the institutional context shapes the store-
managers’ perception of CSR, to increase the awareness how this group regards CSR and, 
how according to them, CSR may be beneficial. In our opinion this was relevant because we 
found the existing body of literature to have a global perspective, where internal stakeholders 
were not addressed. To achieve our purpose we formulated a research question: “How may 
CSR benefit Systembolaget from store-managers’ point of view within the institutional 
context in Sweden?”. Throughout the course of the study we emphasized constructionism and 
interpretivism. This meant we argued that the world does not have any observable feature or a 
law that forces people to behave in a predictable way. Rather, to us the world is constantly 
changing by people going about their lives. In view this, we argued that we need to get in 
contact with people we aimed to study and try to understand how they, through our 
interpretation, see their situation. For that reason we employed a qualitative method; 
interviews. Only then, we believed, could we answer our research question and thus achieve 
our purpose. The relationship between theory and research had a modification of deductivism 
and inducitivism. We used theories to understand our observations but we also elaborated on 
theories since some of them did not provide a complete coverage of our observations. Having 
come this far a number of things have been obtained and recorded that are now going to be 
presented. 
 
During the study we investigated if the institutional context played a role in shaping store-
managers’ perception of CSR. On the basis of our empirical observations together with a 
theoretical framework largely developed by Matten and Moon (2008) and DiMaggio and 
Powell (1983) we learned that it does, where culture, politics and economic practices were 
very influential, and these features have made CSR edging towards an implicit form here in 
Sweden. This implies that Swedes (including store-managers) expect companies to operate 
socially responsibly. In addition, as cultural values change, isomorphism helps reinforce them. 
In our case this was evident given the increased concern for environmental and social issues. 
However, the influence of the institutional context does not stop there. On the basis of the 
increased environmental and social concern we have seen during the last few years, the 
responsibilities as explained by Carroll (1991) have widened in scope. In particular, the 
ethical responsibility has increased significantly and this finding is supported by our 
respondents who all stressed the value of being socially responsible, the fear that the 
cancellation of CSR could harm the company, their wish to see Systembolaget increasing its 
request on producers and the belief that Systembolaget needs to operate above the law. Thus, 
The Iron Law of Responsibility as explained by Davis (1973) is clearly supported. What is 
more, given the increased ethical responsibility, it is also reflected in the store-managers’ 
recognition of three stakeholder groups. Following the stakeholder typology developed by 
Mitchell et al. (1997) we learned that the customer is perceived as a definite stakeholder since 
Systembolaget’s existence is dependent on what this group thinks about the company. The 
media is perceived to represent a dependent stakeholder given its ability to influence the 
customer. Lastly, employees at producers qualify to a discretionary stakeholder group since 
they are recognized by the store-managers as the most important stakeholder from a CSR 
perspective. Even though the media and employees working for producers are not directly 
linked to Systembolaget like the customer, they are from the store-managers’ point of view 
recognized and thus they too have stakeholder salience. This implies that indirectly they are 
linked to Systembolaget.  
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Due to the ethical responsibility, store-managers’ reasoning about CSR representing a 
responsibility and possibility, indicates that CSR is about societal expectations, deriving from 
themselves, the media and the customers. This is an indication that the store-managers have a 
stakeholder view as explained by Freeman et al (2010) and Gjedrum-Pedersen (2011) that a 
company is surrounded by a variety of stakeholders who all have a claim on the company. 
This means that a successful company has satisfied stakeholders. In view of this, it becomes 
possible to comprehend the store-managers’ explanations on how CSR is beneficial. Since 
Systembolaget’s goal is to exist in the long-run, the store-managers believed CSR is a means 
to achieve that goal.  
 
The study also showed that store-managers benefit from CSR. By applying Maslow’s 
hierarchy of needs in conjunction with the institutional framework, we argued that as people’s 
knowledge about social and environmental issues has increased, the value of CSR has 
increased at the same time. On the basis of this, we then showed that Systembolaget’s CSR 
work helps, to some extent, satisfy the last three needs given their social nature. This 
argument is borne out by theories (Tamm et al. 2011; Valentine and Fleischman, 2008) and by 
our respondents’ explanations that as external stakeholders are addressed, the store-managers 
are indirectly addressed as well. It becomes further apparent when one considers quotations 
such as “To sell wine that has been produced under conditions that violate the basic human 
rights would reduce my commitment” and “it would be much harder to job for a company 
where the media would give you information that your employer does not work effectively 
with CSR”. This indicates that CSR is part of fulfilling employees’ moral expectations and in 
turn this increases their job satisfaction towards Systembolaget. In our opinion, this finding 
represents our major contribution to theories of CSR. As we mentioned in chapter two, the 
connection between CSR and job satisfaction has not received much attention in the academic 
world.  
 
To conclude and answer our research question; “How may CSR benefit Systembolaget from 
store-managers’ point of view within the institutional context in Sweden?” our answer is that 
according to the store-managers, CSR benefits Systembolaget by satisfying the customers, the 
media and themselves. As a direct consequence, Systembolaget’s goal to continue to exist in 
the long-run becomes easier to achieve since these stakeholders give the company support 
(since many of their expectations are acknowledged) which it needs to survive.   
 
 
7.2 Managerial implications for Systembolaget 
Our practical contribution with this study shows that store-managers benefit from CSR (job 
satisfaction) and Systembolaget’s goal to exist in the long-run becomes easier to achieve. On 
the strength of these findings, Systembolaget should continue to develop its CSR work. 
According to the responsibility report of 2010, efforts to improve the CSR work will take 
place. As was pointed out in chapter three, Systembolaget, in collaboration with similar 
Scandinavian monopolies, hope to establish a sustainable production process by the end of 
2013. If this happens, it seems reasonable to assume that store-managers’ job satisfaction will 
increase. This will most likely benefit Systembolaget since motivated employees who are 
proud of their company give it support.  
 
According to the store-managers, customers and the media have expectations on 
Systembolaget and CSR helps satisfy those expectations. If the trend on CSR continues to 
develop, that particularly has made the ethical responsibility as explained by Carroll (1991) to 
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increase in scope, there is reason to believe CSR will become more beneficial than it is at 
present. This will lead to higher expectations on companies, including Systembolaget. 
Therefore we believe the company, despite the implicit form of CSR, should communicate its 
CSR work externally to the public. The respondents all expressed concern over how little 
CSR had been communicated to the public. If this group knew more about Systembolaget’s 
CSR work, customers’ support would arguably increase. Similarly, this would increase the 
store-managers’ job satisfaction even further. What is more, prospective employees may 
regard Systembolaget as an attractive employer because it takes CSR seriously. We believe 
this would be beneficial to Systembolaget since this means many people support it. 
 
 
7.3 Further research 
It should be clear to the reader that this study carries some limitations. We recognize that our 
respondents do not have a strategic role in the development of Systembolaget’s CSR work 
and we may have received a broader picture of it if we also had interviewed people with such 
a role. Only eight store-managers were interviewed and whether or not they represent all 
store-managers can be questioned. In addition, the chosen research method does have its 
drawbacks. Due to the nature of case studies we have not been able to capture the global 
perspectives of CSR. Admittedly, this was not the goal but for further advances in CSR and to 
better understand how culture and politics influence people’s perception and practice of CSR, 
we suggest comparative studies between different companies operating in different countries. 
We believe this can shed some new light on CSR because this research method may have the 
potential to conceptualize many different perspectives on CSR. In turn, we believe this kind 
of research can make CSR easier to generalize because potential findings may be applicable 
to different contexts. This means CSR might receive a universal definition. We also found the 
link between CSR and job satisfaction to be far from fully explored and it would be 
interesting to see further research on these two phenomena. Finally, we welcome a follow-up 
study on Systembolaget to see if the CSR initiative has created more benefits to the 
organization, for example increased job satisfaction among the store-managers and stronger 
support by other stakeholders. 
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8. Truth criteria 
 
According to Bryman and Bell (2011, p. 41) the two most common criteria for evaluating 
qualitative research in business are validity and reliability and we have based our evaluation 
on these topics. Reliability is concerned with the possibility that the results may have been 
influenced by the circumstances surrounding it, for example the researchers’ presence during 
interviews and if the researchers agree on what they observe, often referred to as internal 
reliability (Bryman and Bell, 2011, p. 395). When it comes to validity, the point at issue here 
refers to the extent research has measured what it was intended to measure in first place, this 
is often called internal validity (Bryman and Bell, 2011, p. 41). Other criteria that are 
sometimes used to evaluate qualitative research are fairness and confirmability. 
 
Internal validity: “internal validity raises the question: how confident can we be that the 
independent variable really is at least in part responsible for the variation that has been 
identified in the dependent variable?” (Bryman and Bell, 2011, p. 43). We believe CSR, the 
independent variable, has to some extent increased the degree of job satisfaction among the 
store-managers. We have used two articles (Tamm et al. 2011; Valentine and Fleischman, 
2008) that show CSR can be a means to increase job satisfaction and our empirical 
observation showed that CSR makes the store-managers proud and it helps increase their job 
satisfaction. Our empirical observations also showed that CSR is a good tool to help 
Systembolaget to exist in the long-run because the abolishment of CSR could damage the 
company. In view of this, we believe it seems safe to say that the degree of internal validity is 
reasonably high because CSR did affect the store-managers we interviewed. However, we 
admit that eight store-managers do not represent every single one at Systembolaget. There 
might be more store-managers who argue like respondent 2 that the abolishment of CSR 
would not damage the company. Similarly, there might be store-managers whose job 
satisfaction does not increase by CSR.  
 
Fairness: a question that is raised here is “does the research fairly represent different 
viewpoints among members of the social setting?” (Bryman and Bell, 2011, p. 398). Because 
we have only focused on Systembolaget’s store-managers who do not actively work with CSR 
we might have received a broader picture of Systembolaget’s CSR work if we had 
interviewed people with a more strategic role, such as employees at the Headquarters. That 
said, we think our ethical concern (see section 2.4.5) allowed the respondents to confidently 
speak their mind and therefore the quotations show a fair picture about the social setting, 
meaning we have fairly managed to represent the store-managers who participated in this 
study.  
 
Internal reliability: the point at issue in this thesis has been internal reliability that Bryman 
and Bell (2011, p. 395) describe as “when there is more than one observer, members of the 
research team agree about what they see and hear”. We all read the same articles and books 
and then discussed them to see if one of us had understood them differently. This never 
occurred. Similarly, we had no discrepancies on the face-to face interviews. The fact that 
these interviews were recorded and we were both present can help explain this. However, 
because the telephone interviews were carried out individually we had no possibility to 
confirm what the other person heard. There is a chance the reliability was reduced because of 
this. Nevertheless, we took notes and showed them to each other and did our best to explain 
our observations. For instance we asked questions about the other person’s interviews; was 
the respondent stressed? Did the respondent give elaborate answers? What did he/she say? 
Yet we acknowledge that this may have weakened the reliability.  
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Confirmability: “confirmability is concerned with ensuring that, while recognizing that 
complete objectivity is impossible in business research, the researcher can be shown to have 
acted in good faith” (Bryman and Bell, 2011, p. 398). On the basis of our open questions we 
think we allowed the respondents to express themselves freely without being significantly 
affected by us. When we compiled the data and selected quotations we sat down together and 
discussed our observations. We argue that this kind of process ensured that the empirical 
observations were handled in a reliable way, meaning we acted in good faith.    
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Appendix 
 
Frågor: 
 

1 Vad vet du om Systembolagets arbete med CSR? 
2 Hur anser du som butikschef att CSR skapar värde? 
3 Hur påverkar Systembolagets arbete med CSR ditt engagemang i ditt arbete? 
4 Vilka är enligt dig, från ett CSR perspektiv, de viktigaste intressenterna? 
5 Hur kommuniceras arbetet med CSR internt?  
6 Hur implementerar du Systembolagets CSR initiativ i ditt vardagliga arbete? 
7 Finns det enligt dig nackdelar med hur Systembolaget arbetar med CSR? 
8 Finns det någon aspekt av CSR som du skulle vilja se mer av? 
9 Om Systembolagets CSR skulle läggas ned, hur tror du då synen på Systembolaget 

skulle förändras?  
10 Vad tror du CSR har för betydelse för ett svenskt statligt ägt monopol? 

 
Medgivande formulär (översatt och anpassad version från Bryman and Bell, 2011, p. 135).  
 

• Jag, som skrivit under, har förstått anledningen till undersökningen och vad den ska 
användas till. 
 

• Jag har även fått tillfälle att ställa frågor angående undersökningen. 
 

• Jag förstår att medverkan i denna undersökning innebär att bli intervjuad med 
eventuell ljudinspelning. 
 

• Jag har fått tillfälle att fundera på mitt beslut om att vara med i undersökningen. 
 

• Jag har fått information om att mina ord kan bli citerade inom arbetet men att mitt 
namn och butiken blir anonymiserade.  
 

• Jag går med på att Marika Gran och Christoffer Rydström får copyright på materialet. 
 

• Jag förstår att jag när som helst kan dra mig ur studien utan att behöva uppge varför 
jag inte längre vill delta. 

 

Deltagarens signatur:     Datum: 

 

Undersökarens signatur:     Datum: 
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Questions: 
 

1. What do you know about Systembolaget’s CSR work? 
2. How do you think as store-manager CSR creates value? 
3. How does Systembolaget’s CSR work affect your engagement in your job? 
4. From a CSR perspective, which are according to you, the most important 

stakeholders? 
5. How is CSR communicated internally? 
6. How do you implement Systembolaget’s CSR initiative in your daily work? 
7. According to you, are there any drawbacks with Systembolaget’s CSR work? 
8. Is there any aspect of CSR you would like to see more of? 
9. If Systembolaget’s CSR work were to be cancelled, do you think the general view on 

Systembolaget would change?  
10. What meaning do you think CSR has for a Swedish state-owned monopoly?  

 

Consent form (modified version from Bryman and Bell, 2011, p.135). 

• I, the undersigned, have understood the purpose for the study and what it is going to 

be used for. 

• I have been given the opportunity to ask questions about the study. 

• I understand that taking part in the study will include being interviewed with tape 

recorder. 

• I have been given time to consider my decision to take part in the study. 

• I understand that my words may be quoted in the report but my name and the store 

will be offered anonymity. 

• I agree to assign copyright in the material I hold to Marika Gran and Christoffer 

Rydström. 

• I understand that I can withdraw from the study at any time without being asked any 

question about why I no longer wish to take part. 

 

Participant’s signature     Date: 

 

Researcher’s signature     Date: 
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