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ABSTRACT 

Corporate social responsibility (CSR) has lately grown to be a well-researched area and 

most companies engage in social responsibilities to some extent. It has been shown that 

companies’ CSR and CSR communication affects consumer responses. Some of these 

responses have also been seen to be affected by the customers’ level of support for 

CSR, and specific issues in particular, as well as their perceived fit between a company 

and a cause. The purpose of this thesis is to examine the impact CSR initiatives and 

CSR communication has on customers’ responses and satisfaction. Whether the 

customers are supportive of CSR and specific CSR issues will, along with the Perceived 

fit of the company and the cause, also be examined. The responses we will be 

examining are awareness, attitudes, attributions and perceptions. To make a practical 

contribution this will be executed in relation to the Government monopoly 

Systembolaget. This specific company does not work according to a profit maximizing 

motive but is depended on continued support from the Swedish population to be able to 

keep their mandate. Thus, they are also in need of satisfied customers and therefore the 

focus of this study will be on satisfaction related to the company’s CSR work. 

 

A research gap was detected, thus there are no previous research examining the factors 

employed in this research as a collective or of the specific company-context, i.e. a 

Government monopoly without an aim to profit-maximize. Hence, we could see that 

more research is needed on the area of consumers’ perspectives regarding CSR and 

CSR communication, and especially in the monopoly context.  

 

In order for us to fulfill the purpose of this study, we conducted a quantitative study 

involving Systembolaget's customers. The results showed that perceived fit between the 

company and the supported causes had a significant positive effect on respondents’ 

attitudes. These attitudes were in turn the factor showing the most significant, positive 

effect on customer satisfaction. Furthermore, the findings showed that both perceptions 

and awareness had a significant, positive effect on customer satisfaction, even though 

the effect was not as big. From our findings we could also conclude that Systembolaget 

have not reached their optimal level of either CSR or CSR communication. We 

therefore provided Systembolaget with some practical recommendations for how to 

proceed with their CSR work and proposed suggestions for improvement.  
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1.Introduction 
In this introductory part of the thesis we will be describing the purpose of the study by 

first explaining how we came to choose our topic. Next we will present the company we 

chose as our practical example to examine. Furthermore, the theories that explain our 

studied phenomenon will briefly be introduced and current research gaps depicted. 

Finally the introduction will end with formulating of the research question and how we 

attempt to fill those knowledge gaps. 

 

1.1 Choice of subject 

We, the authors of this thesis, are two marketing students at Umeå School of Business 

and Economics and we are enrolled on the Service Management Business program since 

2011. We both have a genuine interest in sustainability and corporate social 

responsibility (from now on referred to as CSR) and of the possibility of learning more 

and researching that field in relation to an interesting company. Thus, we were 

interested in doing a type of study that would allow us to research a real company with 

the benefit of gaining additional information to apply to our research. After discussing 

among ourselves, the company we chose to study was Systembolaget. It is a state-

owned monopoly company in Sweden, working without a profit maximizing motive, 

which is working with CSR on a daily basis. When considering what company we 

would like to study we found that we both saw that it would be a great learning 

experience to study a company that was not a regular business, i.e. with profit 

maximizing as its main motive, since CSR is an initiative purposed to benefit society. 

We also thought that it would be interesting to choose a company that was known for its 

social responsibility, both since we deemed it more interesting if there were CSR-

strategies in place, that to some degree were already worked through, and also because 

we were interested in learning about how this part of business is carried out practically 

in companies. These are the reasons why we chose Systembolaget and those are the 

ambitions we as researchers have and ultimately what has guided us throughout this 

study. 

 

The theories applied in this research were chosen because they were relevant 

contributions to the research field of CSR. While scrutinizing previous research on 

different areas of CSR we grew interested in the concept of CSR-strategy and proceeded 

by looking further into that theoretical field as well.  Due to our own specific interest in 

consumer behavior, that angle was chosen to be included as well. In terms of CSR 

strategy we chose to include both corporate CSR-strategies as well as companies’ 

communication of CSR as a direct part of their strategy. In terms of the consumer 

behavioral aspects of CSR, we found that consumer responses would be interesting to 

apply. Because, they sum up different internal outcomes that are significant for external 

outcomes, which later will be the results companies learn. Out of the different consumer 

responses, awareness was included since it is an important aspect that is needed in order 

to have the other responses and outcomes. We also included attitudes, perceptions and 

attributions to get a view on the components of consumer responses and thus being able 

to cover the phenomenon in a general sense. We chose to include CSR support to 

provide insight both to the type of consumers’ we would reach and also to what level 

they had an interest for CSR. As a complement, issue support was added to provide 
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additional knowledge to the latter as well as contributing to the knowledge of how a 

company's initiatives were received by customers. Additionally, we added perceived fit 

since it would provide important information regarding the cohesiveness of the 

company’s CSR and ultimately the communication and strategies in place. Moreover, 

customer satisfaction was something we deemed interesting to measure customer’s 

responses to. Both since it is important for a company to take into account what 

influence their way of conduct has on their customers well-being, but also since it is 

highly suitable due to the nature of the company we chose to examine. The CSR-

strategy and communication was included in our research as a foundation since they 

would allow us to evaluate the results we would find. To conclude, the CSR and CSR 

communication strategy theories will provide an input perspective while the consumer 

responses, i.e. awareness, perceptions, attributions and attitudes, along with customer 

satisfaction theories will provide us with the outcome perspective. 

 

We have not been writing on commission but to be able to enhance the practical 

contribution of this study to companies we decided to choose an actual company as an 

example to depict. We will be applying theories and performing real time studies which 

will provide a basis for discussion. In addition to our studies, one of the authors is 

currently also working extra at Systembolaget Strömpilen, in Umeå. Thus, while 

searching for an interesting company or organization to use as an example in our 

research we realized that Systembolaget would in fact be an interesting choice based on 

the previously mentioned criterion. By choosing this company we employ a different 

focus than that of previous researchers, which has been on e.g. purchase intention (e.g. 

Mohr et al, 2001). Instead, we examine what effect a company’s CSR strategy and CSR 

communication has on customers’ satisfaction with the company’s CSR work. We 

proceeded by contacting the sustainability manager of Systembolaget whom agreed to 

provide us with some additional information. The purpose of doing so was to gain 

sufficient knowledge and insight to what CSR efforts the company was currently 

employing and, most importantly, we wanted to learn what their strategy was in their 

communication with their customers. 

 

1.2 Problem background 

The practical basis for this degree project is the CSR work of Systembolaget. By 

applying current theories on the topic of CSR we are able to depict real business 

occurrences through an academic point of view.  

 

Systembolaget is a company with sole rights, i.e. monopoly, in Sweden to sell strong 

alcoholic beverages including liquor, wine and beer with an alcohol percentage over 3.5 

(Systembolaget P). Under the premise of monopoly, which is a business extremity, 

competition is practically non-existent and customers have little, or no, alternatives and 

therefore the corporate reputation and customers’ loyalty will most likely not have an 

impact on the company’s sales or threaten its survival (Campbell, 2007, p. 953). 

Moreover, Systembolaget are a state-owned enterprise (SOE) that operates without a 

profit motive (Systembolaget Q). It is not uncommon that businesses’ that are selling 

goods of which there is a top limit of how much supply of those goods would be “too 

much”, e.g. the liquor business, are under state ownership for control purposes (Heath & 

Norman, 2004, p. 256). This notion corresponds well with the stated mission of 

Systembolaget that they “exist because problems which are related to alcohol become 
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fewer if alcohol is sold without a profit motive” (Systembolaget C). Moreover, there is 

at least one store in every municipality in Sweden, in total there are 427 and more than 

500 agents, and the age limit to shop at Systembolaget is 20 for beverages containing 

alcohol (Systembolaget A). Systembolaget’s business concept is: “to sell alcoholic 

beverages responsibly while offering a first class standard of service and sharing our 

knowledge of alcohol and health” (Systembolaget C). 

 

Due to the monopoly there are no direct competitors of Systembolaget, but they need 

both the parliament’s and the population's support in order to keep their mandate 

(Systembolaget C). In light of this, we argue that it is still relevant for Systembolaget to 

adopt and develop their business according to customer preferences and needs, without 

compromising their mission. To keep up with customers attitudes towards the company, 

Systembolaget are currently measuring general customer satisfaction once each quarter 

of a year (Systembolaget D). Afterwards they summarize the results and present them to 

every one of their stores and evaluate how the results can be improved (Systembolaget 

D). 

 

There are many benefits that can be earned for companies that are engaged in CSR. 

Such benefits include for example consumer loyalty and positive word-of-mouth 

(Bhattacharya & Sen, 2004, p.20; Du et al,. 2010, p.9). In order for a company to obtain 

these benefits, they need to know how to reach their stakeholders with information 

about their CSR efforts (Du et al., 2010, p.9; Moreno & Capriotti, 2009, p.159). Studies 

show that companies are working hard to fulfill their commitments to CSR, but that 

their communication however is not revealing their persistent efforts (Lewis, 2003, p. 

361). Thus, since it seems to be an issue for companies to communicate their CSR work 

effectively, we consider the responses the customers have towards Systembolaget’s 

CSR strategy as an indicator of how well the company has actually succeeded. Hence, 

we consider investigating what the responses are to be important.  

 

Petkus and Woodruff (1992, cited by Mohr et al., 2001, p.47), defines CSR as “a 

company’s commitment to minimizing or eliminating any harmful effects and 

maximizing its long-run beneficial impact on society”. This description of CSR 

corresponds well with Systembolaget’s stated purpose, since they emphasize that they 

are working towards minimizing the harmful effects of alcohol for the betterment of 

society (Systembolaget C). The company is also ranked as the ninth most sustainable 

company in Sweden (Systembolaget, M), and the company communicates its CSR 

efforts in different communication channels (L. Rogeman, personal communication, 

March 2, 2015). Thus, this further strengthens the notion that Systembolaget is well 

engaged in CSR. Hence, we see that by investigating the customers’ responses towards 

their CSR work and communication we might contribute with what might serve as 

valuable information for the company, would they be able to transform such 

information into actions. Thus, if the responses do not reflect the work that 

Systembolaget is doing, it might be beneficial for the company to change their strategy. 

Since Systembolaget is also depended on continued support from the Swedish citizens, 

investigating if these responses in turn affect their satisfaction will serve as an indicator 

of which responses Systembolaget should try to change. Moreover, if customers are 

satisfied with their CSR work and communication they might also be satisfied with 

Systembolaget to a certain extent. Moreover, money spent on marketing 

Systembolaget’s CSR initiatives might be more motivated if the results of such 

marketing efforts were somehow measured and evaluated. It might also provide further 
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motive since the company then could use that information to spend their marketing 

resources more wisely. Because, it is important that marketers have knowledge of how 

the company’s CSR is received by their customers, and what reactions they have to it, 

since they need to consider such facts in regard to the company’s marketing efforts 

(Öberseder et al., 2013, p.1846). Thus, learning what marketing of CSR has yielded in 

terms of creating e.g. awareness among customers, could benefit the company and 

might also save money if they would put such information into good use. The practical 

benefits mentioned for Systembolaget would in general also benefit similar companies. 

Because, learning the customers’ responses to the company's CSR efforts and CSR 

communication would be valuable for any company currently working with CSR, and 

thus spending resources on it, since that in turn would provide useful information to 

their evaluation of current market communications and strategies.  

 

1.3 Theoretical background and knowledge gaps 

CSR is becoming a bigger and more common part of today’s organizations and 

businesses as well as academic literature (Fatma & Rahman, 2015, p.195). CSR stands 

for Corporate Social Responsibility and it is by the Commission of the European 

Communities defined as “A concept whereby companies integrate social and 

environmental concerns in their business operations and in their interaction with their 

stakeholders on a voluntary basis” (Dahlsrud, 2008, p.7). The concept of CSR has a 

long history (Carroll, 1991, p. 39), and these responsibilities can be categorized into 

four different areas, namely: economic, legal, ethical and discretionary responsibilities 

(Carroll, 1979, p. 500). 

 

In relation to CSR, there is also a vast amount of research conducted on CSR 

communication (e.g. Bhattacharya & Sen, 2004; Dawkins, 2005; Du et al., 2010; 

Morsing et al, 2008). Researchers agree on the difficulty of communicating a 

company’s CSR efforts (e.g. Dawkins 2005; Du et al, 2010; Morsing et al., 2008). Even 

though companies are working actively with CSR, they are having problems with 

communicating this (Lewis, 2003, p. 361). One problem for companies is that the 

customers and other stakeholders hold a lot of skepticism towards companies CSR 

engagement and communication (Bhattacharya & Sen, 2004; Dawkins, 2005; Du et al., 

2010; Morsing et al, 2008;). Since management must decide on how, where and what 

should be communicated in regard to CSR (Du et al,. 2010, pp.12-13), it is also 

important that the company obtain feedback from stakeholders in order to know how 

well they have succeeded with their communication (Podnar, 2008, p. 80). 

 

Research about CSR may have reached a mature stage, but not research about 

consumer’s responses toward CSR (Marquina Feldman & Vasquez-Parraga, 2013, 

p.100). Research on consumer responses towards CSR communication are also limited 

(Podnar, 2008, p.78). In fact, marketers still know very little of consumer responses to 

CSR due to the area still lacking research on many of the different aspects of CSR 

activities (Fatma & Rahman, 2015, p. 207). Furthermore, there is also a lack of research 

examining awareness in relation to a real company and not in an experimental setting 

(Sen et al., 2007, p.238). Because, many studies on CSR have, as a matter of fact, 

assumed awareness or conducted research on a fictive company (Fatma & Rahman, 

2015, p.205; Mohr et al., 2001, p.48). Maignan (2001, p. 71) also request that more 
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research should be done with the intention of learning more on customers’ awareness 

towards CSR issues.  

 

According to research, public awareness of companies CSR efforts are low, even though 

companies are becoming more and more involved in CSR  (Dawkins, 2005, p.115). 

However, creating awareness of their CSR efforts, which refers to the consumers 

“noticing, processing and accepting CSR communication”, among stakeholders is one 

of the biggest challenges for companies (Schmeltz, 2012, p.36). Only 7% of the 

respondents in a study of the Australian banking sector, were aware of CSR initiatives 

that their bank was engaged in (Pomering & Dolnicar, 2007, p.282) and in another, 

more recent, study findings show that even though CSR is becoming more prominent in 

different arenas, e.g. business, political and research, most respondents had not even 

heard of the term CSR (Hartmann et al., 2013, p.135). Moreover, research states that 

awareness is fundamental if CSR initiatives are to affect purchase intentions (Pomering 

and Dolnicar, 2007, p.282), and it is shown that increased awareness does affect 

purchase intentions in a positive way (Wigley, 2008, p. 308) making it an important part 

of business. 

 

Another response that consumers may have towards a company’s CSR work and 

communication is attitudes. In fact, research has proven that a company’s CSR 

commitment can create more positive attitudes among their customers (Lichtenstein et 

al., 2004, p.16). It has also been shown that consumers’ evaluation of companies is 

based not only on regular product performance, but also on the company’s ethical 

standard, thus the attitudes consumers form are multi-dimensional (Folkes & Kamins, 

1999, p.244). It is also important that the CSR-information the company communicates 

is consistent because otherwise it will, through perceived hypocrisy, have a negative 

impact on the customers’ attitudes towards the firm (Wagner et al., 2009, p.83). 

A consumer response may also be the attributions customers’ make for why companies 

engage in CSR, and this is something that previous research has examined (e.g. Ellen et 

al., 2006; Groza et al., 2011). Attributions are described as “consumers perceived 

organizational motives” (Groza et al., 2011, p. 639). There are particularly three 

different dimensions of attributions that consumers make: stakeholder-driven, value-

driven and strategic-driven (Groza et al., 2011, p.640). Furthermore, many of the 

attributions that consumers make are negative, and these attributions are also seen to 

have an effect on intentions for recommendation of a company (Vlachos et al., 2009, 

p.177). 

 

Consumers’ perceptions are another kind of response, and it has been shown that 

customers’ perceptions of a company are enhanced if the company is engaged in CSR 

(e.g. Bhattacharya & Sen, 2001; Brown & Dacin, 1997; Drumwright, 1996). Research 

also shows that that the extent to which customers’ perception of the firm’s character 

corresponds with their own character is an important aspect to take into account in 

regards to their responses to CSR (Sen & Bhattacharya, 2001, p.226). Moreover, the 

company’s commitment to the ethical statements that it has made, was shown to have a 

positive effect on how consumers perceived the CSR of the company making these 

statements (Stanaland et al., 2011, p.52), and having a record of being socially 

responsible has also shown to improve customers perception of that company in general 

(Liechtenstein et al., 2004, p.20). According to a study by Loureiro et al., (2012) it was 
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also shown that the perceptions of a company’s CSR in fact had an effect on customer 

satisfaction. 

Research on customer satisfaction points out the different benefits that serves as a result 

of satisfied customers, and two of those benefits are positive word-of-mouth (Gronholdt 

et al, 2000, p.512) and customer loyalty (Anderson, 1998, p.15). Hence, we also see 

such benefits as incentives for companies to try to increase this important business 

component. However, since the area is still lacking research current researchers of CSR 

stress the importance of including customer satisfaction in future CSR research 

approaches (Luo & Bhattacharya, 2006, p.15), and McDonald & Rundle-Thiele (2008) 

do also make more specific suggestions by proposing that future research examine how 

CSR initiative’s affect customer satisfaction. 

 

That consumer responses to CSR, such as attributions, are affected by different factors 

is also shown by the findings of (Bhattacarya & Sen, 2004, p.14), stating that the 

attributions one makes for why companies engage in CSR is affected by the perceived 

fit. Perceived fit, which is defined as “the degree of similarity or compatibility that 

consumers perceive exists between the cause and the brand”, may be seen as an 

evaluation of whether a partnership between a brand and a cause is successful or not 

(Lafferty 2007, pp.447-448). Research shows that consumers in general have a positive 

attitude towards companies that are engaged in CSR (Bhattacharya & Sen, 2004, p.15). 

However, if the consumers also perceive the fit between a company and a cause as high, 

it affects these positive attitudes towards that company even more (Bhattacharya & Sen, 

2004, p.15). Research on this specific topic has elicited different findings and studies by 

both Nan & Heo, (2007, p.71) and Lafferty (2007, p.451) showed that a high level of fit 

did not have any significant effect on attitudes toward the company. 

 

Consumers’ support of CSR and ethical, sustainable businesses has been investigated by 

many (e.g. Creyer (1997); Maignan (2001);  Ramasamy & Yeung (2009), and results 

show that consumers’ who are viewing CSR favorably have more positive attitudes and 

a higher level of awareness (Bhattacarya & Sen, 2004, pp.16-18). In fact, consumers are 

willing to punish companies that are seen as unethical and conversely premiere those 

who are perceived as ethical (Creyer, 1997). Such punishment could be to avoid buying 

from a company that is seen as unethical while premiering could be willingness by 

customers to pay a higher price for a product sold by an ethical company (Maignan, 

2001, pp. 62-63). Accordingly, communication campaigns informing consumers about 

the good the company is doing for society should not be expected to be met by massive 

positive responses, because consumers expect companies to behave ethically (Page & 

Fearn, 2005, p.312). The extent to which consumers’ support the same specific issues 

that companies’ support has been seen to impact the effectiveness of the companies 

CSR communication (Du et al, 2010, p.16). The more consumers supported the 

different issues that a company was working with, the more it was seen to affect their 

awareness-levels and attitudes (Bhattacharyya & Sen, 2004, p.15).  

 

The company context in this thesis, i.e. a retail Government monopoly, has not been 

researched in relation to CSR before. Moreover, the choice to not focus on the limited 

number of extant research mentioning monopoly companies in the context of CSR was 

due to the fact that those theories were not applicable for the study. For example; risks 

involving monopolies in terms of CSR were mentioned by Campbell (2007, p. 953) but 

the author specifically stated, when referring to general views by researchers, that those 

views were barring SOEs’. Others also assumed a level of opportunism by monopolies, 
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i.e. that the company would act on presented opportunities to gain advantages (e.g. 

Besley & Ghatak, 2007; Glaeser & Shleifer, 2007). Thus, due to a lack of research on 

CSR by Government monopolies in general, and relevant research on the topic in 

particular, we have chosen to focus on theories for regular companies. We will, as 

mentioned earlier, also be examining the respondents’ satisfaction with Systembolaget’s 

CSR initiatives and CSR communication. This particular aspect of customer satisfaction 

has not been examined before either we will apply regular customer satisfaction theories 

there as well. When reviewing previous research in this area, it also became evident that 

some of the different responses had not been examined in the exact same manner as we 

have done in this study. Thus, we have selected those theories that we consider 

applicable for our context. Furthermore, customers are in this study defined as people 

who purchase Systembolaget’s products. No further limitations are made based on e.g. 

number of purchases during a certain period of time or amount of money spent on 

purchases. This is mainly due to the reason that this is not of interest in this thesis, but 

also that such details would be difficult to ask respondents from an ethical point of view 

since alcohol consumption could be regarded as a sensitive subject due to societal 

norms and such. Thus, the only criterion to be regarded as a customer in this study 

would be that the person shops from Systembolaget, including their representatives. 

  

1.4 Research question 

What kind of effects do CSR initiatives and CSR communication have on customers’ 

responses and satisfaction? 

 

1.5 Thesis Purpose 

The purpose of this thesis is to examine the impact of CSR initiatives and CSR 

communication on customers’ responses and satisfaction. By studying these variables 

for this specific company context, we choose not to focus on what makes customers 

want to buy more. Thus, with this approach we aim to advance the current academic 

research on CSR and customer responses. Because, we believe that doing so will allow 

us to better be able to investigate what impact CSR efforts and communication 

strategies actually have on customers awareness, their perceptions, attitudes and 

attributions. Further we will examine how these responses affect their satisfaction with 

the CSR initiatives and CSR communication employed by the company. Whether the 

customers are supportive of CSR and specific CSR issues, along with the perceived fit 

of the company and the cause, will also be examined to see what effect those have on 

the different responses.  

 

To be able to fulfil our purpose we will perform a quantitative study, and developing a 

questionnaire for Systembolaget’s customers to answer, testing the different variables 

examined in this study. We will also outline how Systembolaget is currently working 

with CSR and communicate their CSR efforts, in order to effectively analyze the 

findings against the company’s chosen strategies. Hence, we hope that we, through this 

study, will be able to provide managers of similar companies with general information 

about how CSR efforts and communication is being received by customers, and 

ultimately what effect it has on their satisfaction with the company’s CSR initiatives 

and CSR communication. 
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2. Scientific Methodology 
This chapter will contain information about which research philosophies we have. That 

entails how we view the world, social entities and social phenomenon in it. It also 

includes how we look at the nature of knowledge. Further, we will describe which 

research approach we have chosen for this study. Our pre-understandings will also be 

explained, and then the chapter ends with a section regarding our literature search. 

 

2.1 Ontology 

The word ontology is initially derived from the Greek word ‘on’ which means ‘being’ 

and ‘logos’ which translates to ‘theory’, thus ontology may be referred to as “the theory 

of being as being” (Delanty & Strydom, 2003, p.6). Hence, ontology is concerned with 

how the world operates and the nature of reality (Bryman, 2008, p.35; Saunders et al., 

2009, p.110). It regards the question of whether social entities can be seen as objective, 

i.e. having an existence outside and independent from social actors, or if they are 

instead constructed by the perceptions and actions of these social actors (Bryman & 

Bell, 2011. p. 20). The two philosophies of ontology are called constructionism and 

objectivism (Bryman, 2011, p.35). 

According to constructionism, social phenomenon are created by the perceptions and 

actions of social actors, reality is hence constructed by the social actors in it (Bryman, 

2011, p.37). Social actors might interpret situations and things differently leading to 

various actions, and behavior might be observed by others and contribute to how they 

interpret the situation/environment (Saunders et al., 2009, p.111). Different social 

phenomenons are then, according to this view, constantly changing due to different 

interpretations and actions made by social actors (Bryman & Bell, 2011, p.22), i.e. they 

are under constant modification (Bryman, 2011, p.37). 

According to the other ontological position, objectivism, social phenomenon exists 

independent from social actors (Bryman & Bell, 2011, p.21; Saunders et al., 2009, 

p.110). For example, an organization has its guidelines that are to be followed by the 

people in it, and the employees are supposed to carry out predetermined and 

standardized assignments (Bryman, 2008, p.36). We, as researchers of  this study, will 

be conducting our study based on our own views, which are of an objective nature. 

Thus, our way of viewing the world will allow us to examine a phenomenon without 

considering the, in our case, individual customers’ thoughts and interpretations. 

Moreover, we will not be examining how the customers’ themselves contribute to the 

different variables measured in this study.  

What we believe, and consider as true, is that people will always form responses to 

stimuli that they are exposed to. In other words, we see that the responses will always 

be there, it is just a matter of finding out what they are and create links, in our case 

hypotheses, between different responses to explain our researched phenomenon. 

Because, we consider factors such as e.g. awareness, attitudes and satisfaction, to 

constantly be present. To which extent they exist may differ but they will be present, 

irrespective of involvement from other social actors, since they are a part of reality. In 

other words, even an indifferent attitude is according to our view an attitude factor that 

exists and thus can be measured. Furthermore, had we as researchers viewed the world 

according to constructionism, we would have been more concerned with how the 
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different social actors together created these social phenomena (Bryman, 2011, p.37). 

Moreover, since we are not interested in gaining any deeper knowledge, or to see how, 

and if, Systembolaget’s customers’ as social actors contribute to the different 

phenomena discussed, our view of objectivism is the ontological stance for this 

research. Thus, it is also the reason behind our chosen way of researching the identified 

gap, as well as our way of formulating the research question. 

 

 

2.2 Epistemology 

 
Epistemology refers to the science of knowledge and it concerns what can be seen as 

acceptable knowledge in a specific field of study (Bryman, 2008, p.29: Bryman & Bell, 

2011, p.15; Saunders et al., 2009, p.112). There are four different research philosophies 

describing how we gain knowledge, and also the nature of it, called positivism, realism, 

interpretivism and pragmatism (Saunders et al., 2009, pp.107-108). Depending on the 

philosophical stance, there are different influences during the research process that will 

affect how we make assumptions about the world and how it works (Saunders et al., 

2009, p.109). Interpretivism denotes that there are differences between people and 

objects of the natural science, and that it is important to find an understanding and 

identify the subjective meaning of social actions (Bryman & Bell, 2011, p. 16-17). 

Conducting research of humans or objects is seen as two different things (Saunders et 

al., 2009, p.116). 

 

Another philosophy that a researcher can have is realism. Two different kinds of realism 

exist, one being direct realism, i.e. what we experience by our senses is also the reality 

(Saunders et al., 2009, p.114), which is the most common type of realism in science 

(Bryman, 2011, p.31). The other type of realism is called critical realism, which 

conversely points out that the senses may in fact deceive us  (Saunders et al., 2009, 

p.115). Critical realism also states that what we can feel and experience by our senses 

are “sensations”, i.e. we see images of the real world but we do not see these things 

exactly as they are (Saunders et al., 2009, p.115).  

If a philosophy instead is pragmatic it signifies that the research question should be 

what dictates the view of the world, and if just one philosophy regarding ontology and 

epistemology cannot be adopted you may apply different philosophies for answering 

different questions (Saunders et al., 2009, p.109). Conversely, if a researcher has the 

philosophy of positivism he/she will have the standing point that knowledge is created 

through studying things that can be observed, or else it will not result in usable data 

(Bryman, 2011, p.30). Also, research should be done in what is referred to as a “value-

free way” (Saunders et al., 2009, p.114), i.e. different values that the researcher might 

have, e.g. personal, ethical, moral or cultural, should not infect the research (Delanty & 

Strydom, p.14). Therefore, it is important that the researcher does not in any way affect 

the subject of research or become affected by it (Saunders et al., 2009, p.114). It is also 

important that the researcher maintain objectivity (Bryman, 2008, p.30). Researchers 

that have this philosophy often develop hypotheses based on previous research and then 

aim to test if they are supported or not (Bryman & Bell, 2011, p.15). 

Our view of knowledge corresponds with the values of positivism. We as researchers 

believe in the importance of not affecting our research in any way, since that might lead 

to the result possibly being biased and therefore we will not let our own values 
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influence the process. Since we will be looking at the research phenomenon objectively, 

as well as having a broader perspective, we will gain general information of the 

customers’ perspectives on Systembolaget’s CSR and CSR communication. Objectivity 

is also something we deem to be important thus we believe that knowledge should be 

viewed objectively. Since we are not trying to understand something on a deep level, 

which has also not yet been researched, we believe that a benefit of us being objective 

and that we are examining from a distance, without interference from us as researchers, 

is that there is less risk of us skewing the results. Because, if we would have interfered 

we would not have considered our findings to be trustworthy. Moreover, we base our 

research on previous findings and will develop hypotheses to test our conceptual model, 

which is also in accordance with having a positivistic philosophy (Bryman & Bell, 

2011, p.15). However, we consider that researchers who have a different view than ours, 

and who would be interested to research the phenomenon, could later offer valid, 

complementary insight by their approach. 

 

2.3 Research approach 

Quantifying while gathering, and subsequently analyzing, numeric data is emphasized 

in quantitative research (Bryman, 2011, p. 40). Generally it also constitutes having an 

objective point of view and a scientific approach, usually the positivist philosophical 

stance, and it is different from the qualitative research strategy in more ways than the 

quantifying aspect (Bryman, 2011, p. 150). When discussing about creating or 

analyzing numerical data, visualized by for example statistics and graphs, ‘quantitative’ 

is usually the generic term that is used (Saunders et. al. 2009, p. 151). 

Qualitative research tends to focus more on words, rather than the quantifying of data, 

and emphasis is on seeing and understanding how different individuals perceive their 

social reality (Bryman, 2011, pp.40-41). In contrast to a qualitative approach the 

quantitative research strategy allows researchers to examine the literature and 

theoretical fields of research prior to testing of theories (Bryman, 2011, p. 40). A 

researcher should relate empirics to theory and it can be done in three different ways 

(Patel & Davidson, 2011, p.23). These three approaches are called deduction, induction 

and abduction (Patel & Davidson, 2011, p.23). Deduction is the research approach by 

which a researcher develops a theory and different hypotheses to see if a model, or 

various steps in a model, can be supported or not and depending on the outcomes of the 

hypotheses, the theory might have to be revised and modified in accordance with the 

findings (Saunders et al., 2009, pp. 124-125). Translating the deduced hypotheses into 

operational terms is one of the main challenges for researchers (Bryman, 2011, p. 26). 

With induction, which is the other research approach, focus would instead be to form 

and develop a theory based on empirical findings (Saunders et. al., 2009, p.125-126), 

and it is commonly used in qualitative studies (Bryman, 2011, p. 40). Working 

inductively is often referred to as following the path of discovery (Patel & Davidson, 

2011, p.23). Abduction instead refers to a combination of induction and deduction 

where the researcher begins with formulating hypotheses based on one case, i.e. 

developing a theoretical pattern, and then moves on to try this hypothesis on other cases 

(Patel & Davidson, 2011, p.24). 

The applied research strategy in this study is quantitative, i.e. statistical, and it was a 

choice based upon the nature of the research question. This is recommended by 
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Saunders et. al. (2009, pp. 108-109) whom argue that no matter what choices you make 

for your research, whether it be which philosophy to adopt or time horizon to choose, it 

should always correspond with the research question. They also state that no particular 

choice is better than the other, but rather that they are better for different purposes, i.e. 

answering different types of research questions (Saunders et. al., 2009, p.144). Thus, 

since we are not aiming to develop a new theory from our empirical findings, an 

inductive approach is not applicable. Furthermore, the purpose of this study is not to 

gain a deeper understanding of the researched phenomenon, but rather a general one, 

and thus we consider the quantitative research strategy the most appropriate choice. We 

will adopt the deductive research approach and, based on previous findings and 

research, develop hypotheses that we will test by collecting empirical data.   

 

 

2.4 Pre-understandings 

 
Our background and pre-understandings influence what we understand or not and 

whenever we are confronted with something new that we do not understand, e.g. a text 

or a picture, this is because it does not correspond with what we know in relation to our 

background (Gilje & Grimen, 2007, p.179). These pre-understandings that we carry are 

partially based on our previous experiences and a person can also be more or less aware 

of these pre-understandings (Gilje & Grimen, 2007, p.183). We argue that we are to 

some extent aware of the different pre-understanding we ourselves possess. Firstly, we 

have both during our time as students at Umeå University had specific courses that 

relate to the content of this study, e.g. a course in marketing ethics and sustainability. 

That course in particular sparked our interest in CSR and sustainability, and is a part of 

our pre-understanding. Because, it may have influenced the way we have interpreted 

different theories, and thus how we later have displayed them in this thesis. Since 

personal experiences are, as indicated by the name, different between people, peoples’ 

pre-understandings will also differ (Gilje & Grimen, 2007, p.183). One of us authors, 

also had insight of how our studied company, Systembolaget, works with CSR since she 

is a part-time employee at the company. This might be argued to have an effect on our 

work. However, we have from the start of our research both been clear about the 

importance of us being objective and we have continuously throughout the process had 

discussions of the objectivity matter, to ensure that it is not being compromised. 

Another pre-understanding both authors have comes from experiences of being past and 

present customers of Systembolaget. We see our different pre-understandings as 

enriching thus we as a result will have both an employee perspective and a customer 

perspective on the company.   
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2.5 Literature search 

For every research project, searching for literature is an essential part, and it is 

important to start doing this in an early stage of the project, because it will give insight 

to what has already been done in this research area as well as which gap is still left to 

fill (Hart, 2001, p.2-3). While conducting the literature search it is also pivotal to review 

those sources critically, thus finding out where the information comes from, when it was 

published and why should be one of the first things a researcher considers (Patel & 

Davidson, 2011, p.68). We have for this thesis searched for articles on databases 

provided by Umeå University Library, primarily the database Business Source Premier 

(in short, EBSCO), and the majority of the articles referred to in this thesis are 

published in journals. Journals may also be known as magazines, periodicals or serials 

and the articles in these refereed academic journals are all scrutinized by academic 

peers, before they get publicized, to ensure that the articles hold a certain standard 

(Saunders et al., 2009, p.70). In line with our source criticism , i.e. looking at the 

information in terms of how likely it is to be true (Patel & Davidson, 2011, p. 68), we 

have decided to use peer-reviewed articles as well as articles from several types of 

journals, such as Journal of Marketing Communications, Journal of Business Ethics and 

the Journal of Consumer Psychology. Thus we have made efforts, in addition to our 

own critical evaluation of the articles, to make sure the information we have used was 

credible. To further strengthen the use of our chosen articles we have looked at how 

many times they have been cited by others. We have done this by searching for the 

articles on Google Scholar, which displays the number of citations for every article. Our 

goal has been to use articles with a large number of citations, but some of the articles 

that we have used have only been cited a few times. However, we have still used them 

in our research since they have contained relevant information for our research area. 

Moreover, some of the articles are newly published, e.g. in 2015, which could explain 

some having only a few citations. We have throughout this study also made sure to 

include and discuss both articles that support as well as those that contradict our own 

views, which is in line with recommendations by Patel & Davidson (2011, p.69), in 

order to better describe reality and thus not skew evidence in favour of our own ideas. 

 

When searching for articles it is necessary to search for key-words that relate to the 

research question (Hart, 2001, p.10; Saunders et al., 2009, p.76). Key-words we have 

used in this study are CSR, CSR & communication, CSR & consumer, CSR & 

awareness, CSR & attitudes, cause-brand fit, CSR perceptions, CSR support, issue 

support, attributions and customer satisfaction. Bryman and Bell (2011, pp.108-109) 

also point out that it could be useful to experiment and respell different keywords in 

order to get more results, thus there might be other ways to describe the chosen topic. 

This is something that we have employed. Rephrasing our search words, in order to 

broaden our findings, has for us proven to be a good idea; thus, it has given us several 

more articles than by only typing in the exact same words. In terms of information there 

can be primary and secondary sources: the primary sources are either depictions by 

someone who witnessed something firsthand or primary information reports and 

secondary sources are everything else (Patel & Davidson, 2011, p.69). According to 

Bryman (2011, p.120) it might be problematic to use secondary references thus it might 

give a misleading picture of what is said according to the primary source. Therefore, we 

have in this thesis tried to avoid secondary references as much as possible. However, a 

few of our references are secondary, e.g. due to the cost of obtaining the primary source.  
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3. Theoretical framework 
In this chapter, we will present a summary of the scrutinized, extant literature relevant 

for this study. The theoretical framework will begin with an explanation of what CSR is 

and how Systembolaget is working with CSR. Following will be reviews of the different 

determinants CSR support, issue support and perceived fit as well as customer 

responses, i.e. awareness, attitudes, attributions and perceptions, and then a review of 

customer satisfaction will follow as well. The theoretical framework will end with our 

own proposed conceptual model, and the hypotheses that we would like to test. 

 

 

3.1 CSR 

 
Corporations’ only responsibility was previously seen as giving the shareholders the 

maximum amount of financial return, but soon it was realized that this had to take place 

“within the laws of the land” (Carroll, 1991, p. 39). Other stakeholders than 

shareholders were being recognized, including the environment, employees and 

consumers (Carroll, 1991, p. 39). The concept CSR has a long history and in the 

beginning it was often referred to as SR, i.e. Social Responsibility (Carroll, 1991, p. 39), 

corporate social performance (Turban & Greeting, 1997) or pro-social corporate 

endeavors (Murray & Vogel, 1997). During that time several different definitions of 

CSR have been made (Carroll, 1999, p. 291; Dahlsrud, 2008, p.1; Marrewijk, 2003, p. 

95). Bowen (1953) was however the first one to discuss this topic in modern time, 

stating that CSR refers to “the obligations of businessmen to pursue those policies, to 

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

the objectives and values of our society” (Carroll, 1999, p.270). 

 

In the field of CSR it is common to categorize and create different dimensions to 

explain how it can be understood (e.g. Carroll, 1979). Accordingly, many of the 

definitions of CSR can also be categorized into dimensions of either environmental, 

social, economic, stakeholder or voluntariness character (Dahlsrud, 2008, p.4). If 

grouped to environmental it meant that the definition referred to the natural 

environment, the social dimension referred to the relationship between society and the 

business, voluntariness meant that the definition included information about the CSR 

activities being done beyond the law, the stakeholder dimension meant including the 

stakeholders in the definition and finally the economic dimension referred to including 

financial aspects in the definition (Dahlsrud, 2008, p.4). A more recent definition, than 

the one of Bowen (1953), is the one by the Commission of the European Communities. 

Since 2011 their definition has been that CSR is “the responsibility of enterprises for 

their impacts on society” (European Commission, 2011). This is a shorter version than 

their previous definition, which defined CSR as “a concept whereby companies 

integrate social and environmental concerns in their business operations and in their 

interaction with their stakeholders on a voluntary basis” (European Commission, 

2011), which included all of the five dimensions and according to a google frequency 

count also is the most used definition (Dahlsrud, 2008, p.7). We have, even though there 

is a new definition of CSR by the EC (2014), decided to adapt their previous definition. 

Because, it consists of all the different dimensions which we ourselves regard as 

important after reviewing different theories on CSR and therefore it is the definition of 

CSR that will be employed throughout this study. 
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In order to understand how CSR affects consumers one should first try to understand the 

foundations of CSR, namely what the businesses’ responsibilities are according to such 

theories, to get a sense of why companies do what they do in terms of social 

responsibility. Visualizing this is ‘Carroll’s pyramid of Corporate Social Responsibility’ 

(Carroll, 1991, p. 42), see Figure 1. It is based on a study by Carroll (1979, p. 500) 

stating that companies responsibilities are categorized into four different areas; 

economic, legal, ethical and discretionary responsibilities. The social responsibility 

framework, which the study results in, is for example applicable when trying to 

understand reasons for businesses to perform certain actions (Carroll, 1979, p. 501). 

These are all important aspects to understand regarding the foundation of CSR and we 

will therefore elaborate on those. To create a context in which those dimensions could 

more easily be understood we will be applying them to Systembolaget in order to, as 

intended by Carroll (1979), better understand their different CSR dimensions. Because, 

currently there is neither a conceptual model for CSR in a monopoly context nor one 

where profit maximizing is not a motive.  

 

The four dimension model by Carroll (1979; 1991) might be seen as somewhat outdated 

since it was developed many years ago. However, out of the earlier models describing 

CSR, the one by Carroll (1979) has been the most accepted by other scholars, and thus 

it has made a great contribution of laying the foundation of how we analyze companies’ 

social responsibilities today and also why many of the more contemporary models are 

developed versions of Carroll’s model (Jones, 1995). Since it has been used extensively 

in previous research on CSR it is also most likely the CSR model that is most well-

known (Calabrese et al., 2013, p. 50; Mohr et al., 2001; Vissner, 2005, p. 29). 

Regarding the more recently developed models, e.g. Calabrese et al. (2013); Schwartz & 

Carroll (2003), those have been adopted to better suit other, more particular contexts of 

CSR. Therefore, we argue that a basic model such as the one by Carroll (1979; 1991), 

even though it might not be the most current model, would be suitable for our chosen 

organization. Perhaps it is more suitable even since it was a general concept, with 

emphasis on general, which might be easier to apply to such an uncommon company 

context as Systembolaget. First, a short introduction of the company will be made and 

later an elaboration of their CSR work will follow where their actions are explained 

with the help of Carroll’s (1979; 1991) four dimensions of responsibilities. We will thus 

provide an illustration of how the model can be applied but we will also mention 

limitations with applying the model on the company chosen for this study. 



15 
 

 

 

FIGURE 1. THE PYRAMID OF CORPORATE SOCIAL RESPONSIBILITY. (CARROLL, 1991, P.42) 

 

3.2 Systembolaget and their CSR work 

Systembolaget is working with CSR in many ways. Their largest, and most highlighted 

cause in their marketing and communication is their efforts to minimize the damages 

that alcohol and alcohol consumption may cause (Systembolaget C) In practice such 

work shows since they for example do not promote any of their products, do not employ 

special prizes and discounts, do not sell to minors, those who are intoxicated or those 

which they suspect will distribute to others as well as having restricted opening hours . 

They are also working continuously to increase their assortment of non-alcoholic 

beverages. Furthermore, the company is donating money to research on alcohol 

consumption to the independent organization “Alkoholforskningsrådet” (English 

translation: the Alcohol Research Council), which in turn are the ones who decide 

which researcher will be granted the donated money (Systembolaget S). Furthermore, 

the company also has a close relationship to the Swedish police, regarding the task to 

counteract adolescent drunkenness and illegal distribution of alcohol (Systembolaget 

O). Another way in which the company works to decrease and minimize the damages 

caused by alcohol is by their subsidiary company “IQ-initiativet” (English translation: 

the IQ-initiative), from here on referred to as IQ. IQ’s task is to shed a new light on 

alcohol, with the aim of getting more people thinking about attitudes and behavior 

towards and regarding alcohol, thus hoping to contribute to a minimized alcohol 

consumption which in turn will lead to a decrease in alcohol related damages (IQ, A). 

IQ is working to fulfill their vision, which translated into English is to have “a society 

where alcoholic beverages are enjoyed with concern about health so that no one takes 
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harm” (IQ A). Systembolaget also have a section on their webpage solely about alcohol 

and health were those who are curious can read about everything related to that topic, 

ranging from myths about alcohol to information about what happens in your body 

while consuming alcohol (Systembolaget T). 

 

Systembolaget are also working with improving working conditions and human rights, 

as well as trying to minimize environmental impact and reducing the risk of corruption. 

Their work with the latter is performed in various ways. They are, for example, trying to 

increase the amount of organic, ethical and Fairtrade products in their assortment. In 

their stores there are also labels for the products marking whether they are organically 

grown, if specific care has been taken with regard to the environment or if the 

packaging is recyclable.(Systembolaget N) According to the company such efforts are a 

way for them to contribute to a more sustainable society (Systembolaget N). They go on 

by saying that they, along with help from the Swedish customers’ demand, hope to be 

able to increase the number of organic farms and ethically produced products in the 

world (Systembolaget G). Another initiative by Systembolaget, towards reducing their 

environmental impact, is increasing the amount of light-weight bottles in their 

assortment and products that is not made of disposable glass (Systembolaget N). 

Systembolaget, together with the other Nordic countries with monopoly on alcohol, 

follow a common code-of-conduct which requires them taking responsibility of  e.g. 

working conditions, human rights, the environment and to combat corruption. In regards 

to the latter, Systembolaget has employed a transparent purchase-process, and they also 

have the opportunity to advice with ethical advisors if needed. (Systembolaget J)  

 

We have contacted a sustainability manager at Systembolaget who has provided us with 

additional information about how the company is working with CSR, as a complement 

to information we have gathered from their website. As mentioned earlier, reducing and 

limiting the damages caused by alcohol is the single most important goal for 

Systembolaget (Systembolaget P). This is something that the sustainability manager at 

Systembolaget confirms, and she says that Systembolaget are measuring and keeping 

track of this through measuring of their so called alcohol-index (L. Rogeman, personal 

communication, March 2, 2015). The alcohol-index is a yearly examination of attitudes 

to alcohol in Sweden, with emphasis on the drinking that is for the purpose of getting 

intoxicated (IQ, 2011 D). In a TV-commercial, which was broadcasted on Swedish 

television during the Christmas of 2014, customers were informed about why 

Systembolaget exists, i.e. the company’s mission. The focus was on reminding viewers 

that Systembolaget serves an important purpose; to limit damages caused by alcohol. 

According to the company's CSR-manager, this commercial is one example of how the 

company communicates their purpose to their customers (L. Rogeman, personal 

communication, March 2, 2015). Another is through additional campaigns on different 

topics, e.g. illegal distribution, and they also store a lot of information about their 

sustainability work on their website. The company's sustainability manager further 

mentioned that it is important for the company that their employees know how 

Systembolaget is working with having a sustainable supply-chain. They are trying to 

educate and increase their employee’s knowledge about sustainability, for example 

through a web-based education program where employees learn about Systembolaget’s 

sustainability efforts on a general level. (L. Rogeman, personal communication, March 

2, 2015). In 2014 the company also changed their layout in the stores to accommodate 

them being able to better respond to local demands (Systembolaget F). 
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Based on these facts of Systembolaget’s CSR initiatives they will now be put into 

context of Carroll’s (1979) dimensions of CSR. The fundamental and most important 

social responsibility businesses have is argued to be the ones of economic nature 

(Carroll, 1979, p.500). Thus, this category constitutes the bottom of the pyramid on 

which all other responsibilities rest (Carroll, 1991, p.42), demonstrating that business is 

the economic basis of society; hence companies are expected and assumed to work 

along the premise of producing and providing products that meet society’s demands and 

selling them at a profit (Carroll, 1979, p.500). Historically, making an acceptable profit 

was considered the incentive of businesses but it changed over time and profit 

maximizing eventually became the motive (Carroll, 1991, p. 40). Examples of 

components of the economic responsibilities are that “it is important to perform in a 

manner consistent with maximizing earnings per share” and that “it is important to 

maintain a strong competitive position” (Carroll, 1991, p.41). Relating this category to 

Systembolaget it becomes clear that the company does not work according to some of 

what is stated as important parts of this dimension, mainly since the company is not 

profit maximizing. Carroll (1991, p. 41) is saying that from the point where making 

reasonable profits changed into profit maximizing it has been the value of business ever 

since. However, Systembolaget, along with other companies like it (including non-

profits), is an example of changes in such values thus contradicting that statement. 

However, the company is providing services and products that the society wants and 

needs, as required by Carroll (1979; 1991), proving that the business is viable and 

necessary to meet society's needs and wants. Ultimately, this counters Carroll’s (1991, 

p.41), questionable statement that if the business is not profit maximizing all other 

responsibilities become unfounded. Staying profitable and having a high operational 

efficiency, which are additional economic responsibilities (Carroll, 1991, p. 40), is to 

some extent true in the case of Systembolaget. They do work to meet their set profit 

goals and we argue that the fact that the company has monopoly is a contributing factor 

to it being able to stay profitable and effective since it does not need to consider 

possible negative effects caused by competitors making it difficult for them to conduct 

their business as they would like. 

 

Following the economic responsibilities line of thought the second category, the legal, 

continues by adding the expectation and assumption that companies should perform 

their economic responsibilities within current legal requirements (Carroll, 1979, p.500). 

These are the so called “codified ethics” and statements of responsibilities are for 

example that “it is important to comply with various federal, state, and local 

regulations” and that” it is important to provide goods and services that at least meet 

minimum legal requirements” (Carroll, 1991, pp. 40-41). Succeeding the economic 

responsibilities the legal naturally come second on the pyramid, i.e. being the second 

most important, but generally it is a fundamental guiding rule coexisting with the 

economic responsibilities (Carroll, 1991, pp. 40-41). According to researchers, 

monopolies will, if left unchecked, act upon own interests and as a result behave 

socially irresponsible (Campbell, 2007, p. 953). However, Systembolaget could due to 

the nature of the company arguably have less motive, or need, to act opportunistic, i.e. 

behave socially irresponsible by e.g. disregarding current rules and regulations in hopes 

of gaining advantages such as financial or competitive benefits. In Sweden the same 

laws and regulations apply across the country, i.e. no province has its own laws that the 

company would need to adapt their business to. Had that been the case, it would have 

been affecting Systembolaget since they are represented in every municipality in 

Sweden (Systembolaget B). However Sweden is a part of the European Union which 
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has its own laws and regulations that apply to all member states (European 

Commission, 2014). Hence, the company does need to follow laws and regulations by 

the EU, as well as the Swedish. Such responsibilities by Systembolaget would for 

example be that they are working to ensure transparency throughout their organizational 

processes, complying with the European Union's rules on competition, preventing 

corruption as well as cooperating with the Swedish Police to prevent adolescent 

drunkenness (Systembolaget L) 

 

The third responsibility category concerns ethical aspects that have not yet been 

addressed by the previous two dimensions. Thus, this category is also continuously 

corresponding in a back-and-forth kind of way with the previously addressed legal 

responsibility category. Ethical responsibilities include for example statements like “it is 

important to prevent ethical norms from being compromised in order to achieve 

corporate goals” and that “it is important to recognize that corporate integrity and 

ethical behavior go beyond mere compliance with laws and regulations”. (Carroll, 1991, 

p. 41)  It is more difficult for companies to act according to what customers perceive to 

be their ethical responsibilities since it is not necessarily acquired by any laws, and 

therefore neither as defined as laws are, but still society expects such established ethical 

norms to be followed as if they in fact were (Carroll, 1979, p.500). Moreover, this 

category of responsibility is also important since it is the societal reason that precedes 

the stating of new, and changing of current, laws and regulations. Because, it is what 

society views as just, fair and within moral rights that later is transformed into what we 

know as legislations. (Carroll, 1991, pp.41-42) Systembolaget is a company working 

closely to ethical norms, both following some but also trying to change others. The core 

purpose of the monopoly is to be able to influence the relationship that the Swedish 

society has with alcohol into a better and wholesome one, by trying to inform and 

otherwise steer people in the direction of which their alcohol consumption lessens and 

becomes more responsible. Systembolaget thus challenges some of the societal norms 

which they deem unwholesome, or outright harmful, through for example IQ. As 

described earlier, IQ has broadcasted several television advertisements with examples 

about how it is common and socially recognized that people actively encourages others 

to drink alcohol (IQ C). Hence, the company would, in contrast with what Carroll 

(1991, p. 41) suggests, put corporate goals before societal norms. However, this is 

probably not the kind of corporate goals that Carroll (1991) was referring to but, 

nevertheless, this shows the ethical standpoint of Systembolaget. An example of where 

the company is instead following societal norms is in their work with increasing their 

range of organic, ethical or Fairtrade products. It is currently not legislated that a certain 

amount of the assortment should be ethically or otherwise fairly produced, but society's 

demands have changed and customers now want such products and expect companies to 

provide them (Creyer, 1997, p.427). Accordingly, the company changed their layout of 

the stores to better respond to local demand (Systembolaget F), which shows that 

customer demand in fact does have a big influence on the company’s assortment. 

 

Finally, the fourth social responsibility of businesses, and at the top of Carroll’s 

pyramid of CSR, is the discretionary, or philanthropic, one. It constitutes being a good 

corporate citizen, including sponsoring goodwill and societal welfare, and in other ways 

responding to society’s expectations of what a company should do to be considered as 

such. (Carroll, 1991, p.42)  Here the voluntary aspect is key, and even though some 

specific expectations may exist these responsibilities are not legally required, not 

generally expected from an ethical aspect nor are they mandated. Companies simply 
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assume these roles because it is what they desire, with the aim being betterment of the 

society. (Carroll, 1979, p.500) Essential statements within this category are for example 

that “it is important to provide assistance to private and public educational institutions” 

and that “it is important to assist voluntarily those projects that enhance a community's 

"quality of life."” (Carroll, 1991, p. 41). The philanthropic responsibilities are different 

from the three previously mentioned dimensions since it would not be perceived as 

unethical for a company not to do voluntary, philanthropic efforts. However, all four 

categories of responsibilities are expected by society at a given point in time and should 

therefore, to some extent, be performed simultaneously for a company to be perceived 

as socially responsible. Hence, many responsible actions performed by companies may 

involve all, or many, of the categories at the same time. (Carroll, 1979, pp.500-501) 

Systembolaget’s philanthropic activities for example constitute of their sponsorship of 

research on alcohol consumption, and also their subsidiary company IQ’s work to 

prevent damages of alcohol (Systembolaget S; IQ A). However, we believe that there 

may be several limitations and requirements associated with the company's 

philanthropic activities, i.e. since it is a SOE it may be argued that there is no real 

vested interest being set aside or neglected in favour of voluntary charity. A limitation 

we see for Systembolaget in conducting these philanthropic activities might be that 

there are certain nonprofits that they cannot support, despite that particular organization 

having true intentions, due to rules and regulations.  

 

3.3 CSR communication 

Many companies are working hard to fulfill their corporate social responsibility, but 

they are not mediating this in their communication (Lewis, 2003, p. 361). There are 

various strategic benefits that could be earned for companies who engage in CSR which 

is a cause for concern to many stakeholders but, if looking at the consumer, it may 

result in consumer loyalty as well as the consumer spreading positive word-of-mouth 

(Bhattacharya & Sen, 2004, p.20; Du et al,. 2010, p.9). Customer profits and benefits 

that can be earned from engaging in CSR have resulted in a shift in the debate on CSR 

from whether to engage in it, to how (Bhattacharya & Sen, 2004, p.10).  Thus, there is a 

need for companies to know how to effectively reach their stakeholders with this 

information (Du et al., 2010, p.9; Moreno & Capriotti, 2009, p.159). Hence, it is 

important for Systembolaget as well. Furthermore, the company is depended on 

continued support from consumers, so even though they do not seek to profit-maximize 

there is still a need for them to have satisfied customers. 

Consumers’ skepticism towards how companies, and their practices, are affecting 

societal well-being has been an incentive for companies to start communicating about 

their CSR efforts and thus it has increased dramatically over the past years (Wagner et 

al., 2009, p.77). Skepticism could be seen as “consumer distrust or disbelief of marketer 

actions” (Forehand & Grier, 2003, p.350). However, consumers and other stakeholders 

hold a lot of skepticism towards companies CSR engagement and communication, thus 

it is a big issue for companies to overcome it (Bhattacharya & Sen, 2004; Dawkins, 

2005; Du et al., 2010; Morsing et al, 2008). Stakeholders claim that they want to know 

about the good the companies are doing, but later become suspicious about possible 

underlying motives, thus it is of the utmost importance that companies try to minimize 

this feeling or otherwise their CSR activities might harm the company instead 

(Bhattacharya & Sen, 2004; Du et al,. 2010).  It is often so that companies focus more 
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on communicating their involvement in social issues, rather than enlighten the 

consumer about these issues (Du et al, 2010, p.12). Moreover, due to customers’ high 

level of skepticism it is important that companies are genuine in their communication 

about their CSR efforts (Bronn & Vrioni, 2001, p. 208). 

 

There are many different aspects to consider in a CSR communication strategy, for 

example which efforts that should be communicated, communicating how a company is 

involved in a specific cause or to provide information about the cause itself (Du et al,. 

2010, p.10). Companies can also communicate their motives behind the campaign, some 

companies include both the motives and value for the society as well as for the company 

while others focus more on only the benefits for society (Du et al, 2010, p. 12). 

However, referring to the latter, consumers are likely to believe that this is not the case 

resulting in negative feelings towards the company (Forehand & Grier, 2003, p.349). A 

company can commit to a social cause in many various aspects, e.g. donating money 

and performing volunteer-work (Du et al, 2010, p.11). We have seen how 

Systembolaget is focusing on conveying the benefits to society in their communication 

and campaigns through e.g. the Christmas commercial (L. Rogeman, personal 

communication, March 2, 2015). They do however advertise their involvement in 

minimizing the damages caused by alcohol as well.  

 

It is necessary for a company to determine where to communicate their CSR initiatives. 

It could be through traditional channels, such as TV-commercials, or it could be 

included on the product packaging as well as in annual reports (Du et al,. 2010, p.13). 

One way to communicate a company’s social responsibility is through websites (Esrock 

& Leichty, 1998, p.306) and the Internet is becoming a frequently used channel by 

companies for informing stakeholders about their CSR efforts and the benefits are that it 

is a cheap, information can be published fast and the information is easily accessed for 

those who are interested (Wanderley et al., 2008, pp, 369-370).  

Corporate websites have become a place for information sharing about the company’s 

involvement and work with CSR (Moreno & Capriotti, 2009, p.166), and it can do so in 

different ways, e.g. by displaying information tailor-made for the website about their 

responsibility, annual reports and news releases (Esrock & Leichty, 1998, p.313). 

Benefits of using a website as a communication medium are that it  reaches more active 

consumers, i.e. those who seek information by themselves in contrast to the passive 

consumers’ who could be reached through traditional mass-media, and it is also an 

opportunity for the company to collect feedback and have a more interactive dialogue 

with its customers (Esrock & Leichty, 1998, p.306). However, the big majority of 

consumers do not actively seek out information about companies’ engagement in CSR, 

even though they are interested in the topic (Dawkins, 2005, p.116).  Since information 

has become easily accessed for the general public, thanks to technological 

advancements as well as to media attention, different CSR information is almost 

unlimited (Wagner et al., 2009, p.77) but Esrock & Leichtys (1998, p.314) research 

show that organizations are unequal when it comes to highlighting their responsibilities 

at their websites. As we see it, the company web page is one of Systembolaget’s most 

important communication channels. For customers’ who are interested, there is a lot of 

information to be found regarding the company’s CSR work on the webpage. In 

addition to the webpage, Systembolaget is also using traditional mass media, in 

particular TV commercials, to advertise and inform customers about their social 

responsibilities (L. Rogeman, personal communication, March 2, 2015). 
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Another good way of communicating CSR efforts is through third party experts, e.g. 

employees or media (Morsing et al., 2008, p.107). The employees are often the ones 

who meet the different stakeholders face-to-face and are seen as more credible than for 

example a tailor-made brochure or official spokesperson of the company (Dawkins, 

2005, 116). Thus, it is essential that the company ensures employee commitment before 

communicating their CSR efforts to external stakeholders. It is important that the 

company is consistent with information both externally (e.g. in mass-media and on the 

website) as well as internally (e.g. in their information to employees), especially since 

stakeholders, when encountering employees, might ask about the company’s CSR 

initiatives and whether they take it seriously or not (Dawkins, 2005, p.118). It is also 

important that the employees are involved through the whole process, thus if the 

employees do not feel any ownership of the company’s CSR work it will have a 

negative impact on the trustworthiness of their communication (Morsing et al., 2008, 

pp.103-104).  

Informal channels, e.g. word-of-mouth, are seen as one of the most effective ways to 

reach stakeholders with information about a company’s CSR involvement (Dawkins, 

2005, p.118). By frequently asking the employees if they could consider talking to the 

media about the company’s CSR work, benefits that could be earned are for example 

more committed employees and a more trustworthy communication in relation to 

communicating in an all top-managerial way (Morsing et al., 2008, p.107). 

Systembolaget is according to their sustainability manager trying to ensure that the 

employees are aware and familiar with the CSR efforts that they are pursuing (L. 

Rogeman, personal communication, March 2, 2015), which could give an indication 

that they believe it to be important also from a communication point of view. 

Customers’ expectations of companies, in terms of CSR, has proven to differ between 

countries making attempts to develop uniform programs for such communication 

difficult (Maignan, 2001, p.70). In Europe, they prefer that companies communicate 

their CSR engagement on the product itself or through editorial coverage on television 

and press (Dawkins, 2005, p.116). Moreover, Sweden inhabits one of the highest 

numbers of CSR-activist, which is a niche group heavily engaged in CSR, and they are 

more interested in CSR communication from companies (Dawkins, 2005, p.116). 

Furthermore, for a company trying to build on a responsible image, too great levels of 

financial achievements could be perceived negatively by consumers in France and 

Germany while it in the U.S. would potentially be dangerous not to have great 

economic performance while doing so (Maignan, 2001, p.70). 

The attributions customers make towards a company’s motive for performing socially 

responsible behaviour, are found to explain part of how customers’ in turn respond to 

the company’s CSR-initiatives (Groza et al., 2011, p. 640). What the customers perceive 

as the company’s motive is influenced by message characteristics (Groza et al., 2011, p. 

640). For example, Yoon et al. (2003, p.382) found that consumers’ thoughts of the 

motives for companies to engage in CSR felt more sincere when they learned about 

their CSR work from a neutral source, and not from the company itself. Thus, it may be 

necessary for companies to work towards getting noticed for their CSR work through 

independent mediums (Du et al, 2010, p.13). 

Since consumers evidently differ in which way they want CSR efforts to be 

communicated, it seems important for all companies to know which communication 

channel is preferred by their target group. Companies both have to reach the consumers 
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as well as provide them with information that they perceive as sincere (Bronn & Vrioni, 

2001, p. 208; Moreno & Capriotti, 2009, p.159). Hence, we have in our questionnaire 

asked the respondents to indicate from which information sources they would prefer to 

hear about Systembolaget’s CSR efforts. 

Companies employ different strategies for communicating their CSR work, and 

Morsing & Schultz (2006) presents three different CSR communication strategies 

adopted by companies. The first one is called “stakeholder information strategy” where 

one-way-communication is crucial. The company tries to inform the public about the 

organization in an objective manner e.g. by information-sharing through brochures, 

facts and numbers. It is often non-profit organizations and governments that use this 

strategy. The company informs about its good intentions in order to gain positive 

stakeholder support and one of the main purposes is to control that the company’s CSR 

efforts are effectively conveyed to the different stakeholders. (Morsing & Schultz, 2006, 

p.327). However it should be mentioned that it is nowadays hard to control, since there 

are several external communicators of CSR e.g. media, consumer forums and blogs. 

Even though companies may have control over their own channels, they ought to be 

knowledgeable of the other, different uncontrollable mediums from which their CSR 

efforts may be discussed. (Du et al., 2010, p.13) Communications campaigns that focus 

on informing customers about the company’s ethical work should perhaps not expect 

massive positive responses, since customers in fact expect them to work with these 

issues (Page & Fearn, 2005, p.312).  

The second CSR communication strategy is called “stakeholder response theory”, which 

is instead based on two-way communication. Here, the company does not change in 

accordance with what stakeholders’ want, but instead tries to change the stakeholders’ 

opinions. This is not in line with what is stated by Podnar (2008, p.80) who highlights 

the importance of the company to listen to their stakeholders feedback with regard to 

their communication, so it can be changed if needed. Conversely, the stakeholder 

response theory means that the company wants to get external endorsement from their 

stakeholders, thus the company may ask questions to the stakeholders while at the same 

time there are only alternatives that will give the company the answers they want to 

hear. This is actually not so much of a two-way-communication, it only reinforces the 

company’s actions. (Morsing & Schultz, 2006, pp.327-328)  

The last CSR communication strategy Morsing & Schultz (2006) calls the “stakeholder 

involvement theory”. Emphasized in this strategy is an actual dialogue between the 

company and its stakeholders. Similar to the ‘stakeholder response theory’, attempts of 

persuasion might also occur. However, it can come from both sides; thus, both the 

company and the stakeholders may change due to an open dialogue between the two. By 

having the stakeholders involved it contributes to positive feedback and support as well 

as knowledge about their concerns so the company can adapt and develop its CSR 

efforts in accordance with the stakeholders concerns. (Morsing & Schultz, 2006, p.328) 

By inviting stakeholders to take part in the CSR work, the CSR efforts will likely be 

reconstructed in accordance with stakeholder expectations and concerns (Morsing & 

Schultz, 2006, p.335). Dawkins & Lewis (2003, p.189) also encourages companies to 

engage their stakeholders in the company’s CSR work, since their priorities will differ 

between both the different stakeholder groups but also across industries. Instead of the 

stakeholders only being communicated to, they will be co-responsible for the 

company’s CSR message. Thus, together with the company they can make sure to share 

their mutual concerns. This method of engaging the different stakeholders in the process 
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will increase the likelihood that these stakeholders, as well as others, identify with these 

CSR efforts, and will develop a positive identification with the company. (Morsing & 

Schultz, 2006, p.335) Companies must consult their stakeholders in regard to their CSR 

efforts, thus it is a way to ensure the relevance of the CSR efforts (Dawkins & Lewis, 

2003, p.189). One way of engaging stakeholders, is by inviting more critical 

stakeholders, i.e. not employees, to comment on their CSR work (Morsing & Schultz, 

2006, p.335). Morsing et al (2008, p.107) studies show that customers base their 

opinions about a company reputation on other stakeholders opinions, rather than read 

the company’s CSR information. However, in order for consumers to be able to 

influence corporate behavior in a way that is good for society, there is a need for 

continuous information of socially responsible companies and even of irresponsible 

companies (Creyer, 1997, p.429). 

By applying the different strategies that Morsing & Schultz (2006) has proposed, on 

Systembolaget, we are able to see that Systembolaget is employing what they refer to as 

the “stakeholder information theory ”. Systembolaget is working with informing the 

consumers about what they are doing in terms of CSR and in which ways they are 

taking social responsibility. Based on the information we have, Systembolaget do not 

have a visible dialogue with their customers about their CSR work. Thus, we conclude 

that the other two strategies are not currently employed by Systembolaget.  

 

 

3.4 Consumer responses 

Consumers can have different responses towards a company’s  CSR initiatives and CSR 

communication (Bhattacharya & Sen, 2004). While assessing those responses, 

Bhattacharya and Sen (2004, p.12) created a CSR framework that comprised of 

company specific ‘input’, i.e. CSR initiatives, as well as customers ‘internal’ and 

‘external’ outcomes. They found that the customers’ internal outcomes of CSR 

initiatives were significantly greater than the external ones, in other words; customers 

well-being, awareness, attitudes and attributions were more significant than for example 

purchase behaviour or word of mouth (Bhattacharya & Sen, 2004, p.12). The responses 

that will be examined in this study are: the consumers’ awareness, attitudes, perceptions 

and attributions. In the context of businesses’ performing social responsibility 

customers awareness of such work is when they are “noticing, processing and accepting 

CSR communication” (Schmeltz, 2012, p.36). Attitudes may be defined as “a 

disposition to respond favorably or unfavorably to an object, person, institution or 

event” (Ajzen, 2005, p.3). Regarding a company’s CSR, attributions are the motives a 

consumer subscribes for why a company is engaging in CSR (Groza et al., 2011, p. 

639). Furthermore, perceptions are referring to how a company’s CSR is perceived by 

its customers (Maignan, 2001). 

The different consumer responses will be elaborated on later in the theoretical 

framework. These responses may in turn be affected by the consumers the level of CSR 

and issue support, and also their perceived fit of a company and a cause. A description 

of these three factors will now follow. 
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3.5 CSR support 

CSR support is found to be a key moderating factor to consider when assessing 

customers reactions to a company’s CSR information (Sen & Bhattacharya, 2001, 

p.235). The different domains of CSR activities are both diverse and many (Gao, 2009, 

p.274), and when looking at the CSR-company evaluation relationship the customers 

CSR support is considered a moderator and CSR support is described as the customers’ 

support of the CSR-domain in which the company is operating (Sen & Bhattacharya, 

2001, p.227). A summary of the different domains is available by Socrates: The 

Corporate Social Ratings Monitor (Kinder, Lydenberg, Domini & Co. Inc. 1999), 

which is a database that summarizes companies CSR records and describes them 

accordingly. The six domains are: (1) community support (e.g. supporting health 

programs), (2) diversity (e.g. initiatives for sex-, family-, race or disability based 

diversity), (3) employee support (e.g. safety in the workplace), (4) environment (e.g. 

recycling, pollution control and sustainable products), (5) operations outside the nation, 

i.e. operations outside the U.S. (e.g. operating in countries where violations against 

human rights exists) and (6) product (e.g. antitrust issues, marketing and product safety) 

(Sen & Bhattacharya, 2001, p.226). 

 

Applying the Socrates dimensions on Systembolaget’s CSR-actions the most 

comprehensive initiative would be the BSCI (Business Social Compliance Initiative) 

code of conduct the company decided to employ. It involves demands of responsibility 

regarding human rights, working conditions, anti-corruption, environment and more 

(Systembolaget J). This code of conduct does, to some extent, include efforts on all of 

the six dimensions. To describe how each dimension is affected briefly by the 

company’s operation and CSR-actions it could be said that with reference to the first 

domain, community support, Systembolaget is for example currently supporting the 

welfare of the community by actions closely related to the company’s own operation, 

i.e. selling alcoholic beverages. For example, they are sponsoring research on alcohol 

consumption and the company also has the subsidiary company, IQ (Systembolaget L). 

The IQ-initiative is working with minimizing the damages associated with alcohol by, 

for instance, giving tips to help people tackle existing norms concerning alcohol 

consumption. For example the organization informs how parents, by the help of the so 

called ‘teenager phrase book’, can communicate with their children to prevent 

adolescent drunkenness. (IQ B) 

 

Regarding the second domain, diversity, it is said in the company’s code of conduct that 

they do not allow discrimination (Systembolaget J). However, it is a legal requirement, 

according to the 4 §, ch. 1 in the Law on Discrimination (SFS: 2008:567) that 

discrimination based on e.g. gender, age, ethnicity and religion, is not allowed, thus not 

a voluntary action for Swedish companies. Moreover, Systembolaget states that the 

company works for treating everyone alike and that they actively support everyone 

having the same rights in terms of work, employment, having a job where personal 

growth is possible. In practice, they promote this by creating environments where 

everyone should feel seen, included, and appreciated. Included in this work is the 

company’s support of people’s equal rights, no matter which gender or disability (if 

any), and what they stress the most is that diversity in terms of different ethnicities in 

the community is an asset that should be utilized. (Systembolaget L). However, no more 

details on how these ‘inclusive environments’ are constructed, and thus supposed to 

facilitate this, is described on the company website. We see that this might be cause for 
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customers’ skepticism about such efforts since the initiative could be perceived as 

intangible, i.e. being difficult for the customers to evaluate. 
 

Strongly relating to the previous domain the third domain, employee support, is 

addressed by Systembolaget through their maintaining of their view that it is not only 

their employees in Sweden whom should have good working conditions but they extend 

this view to include their entire supply-chain. The company argues that it is their belief 

that all people working throughout their supply-chain should have fair working 

conditions and receive a just share of the proceeds as well. (Systembolaget I) 

 

Systembolaget also works with initiatives to support the environment, i.e. the fourth 

domain. In large the company is working to reduce the environmental impact of the 

products they are selling.  This concerns everything from growing, manufacturing, 

transporting and selling of those products, that is regarding both the environmental 

effects caused directly by Systembolaget but also the impact caused by the products 

during the course of their entire lifecycle (Systembolaget G). Examples of specific 

environmental initiatives are: the company’s effort to switch to more lightweight bottles 

and having more packaging options to disposable glass (Systembolaget H), sorting the 

company’s waste for recycling, changing lights to more energy efficient LED-

lights,  printing on eco-labelled paper and primarily using building materials that are 

recommended as being the choice for the environment (Systembolaget H). 

 

In regards to the fifth domain, operations outside the nation, Systembolaget are, as 

previously mentioned, applying their social responsibility-think throughout their supply-

chain and consider the whole lifecycle of their products. The company does sell 

products that are grown or manufactured in some high risk countries, i.e. countries that 

are more prone than others to have bad working conditions. When incidents of bad 

conditions do occur the company claims they often do so at the end of their supply-

chain, i.e. at the producers or manufacturers (Systembolaget E). Systembolaget’s 

activities to prevent such occurrences have in the last couple of years for example been 

to perform audits on the majority of their producers in those high risk countries. The 

five Nordic monopolies, consisting of: Systembolaget, Alko (Finland), Vinmonopolet 

(Norway), ATVR (Iceland) and Rúsdrekkasøla Landsins (The Faeroe Islands), will 

from 2015 also cooperate in an effort of improving the follow-up of suppliers in these 

high-risk countries. (Systembolaget J) 

 

The sixth domain, products, has to some part been addressed in relation to other 

domains. But in general Systembolaget argues for working continuously with 

betterment of environmental impact caused by their products, through e.g. more 

sustainable packaging (Systembolaget G). The company is also under close supervision 

not to compromise EU-laws. In the past this has for example prevented the company 

from turning down offers on products due to the packaging, as in the case of bag-in-box 

wines, which the company initially did, arguing that the bigger sizes posed a health 

hazard. This, however, was disputed and found being in breach of EU-law stating that 

no favoring of products was allowed, thus forcing Systembolaget to conform to the 

ruling and bag-in-box wines becoming a part of the companies assortment 

(Systembolaget K). 

 

Several researchers have looked into whether consumers support CSR and socially 

responsible companies as well as if they see CSR as something important, e.g. Creyer 
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(1997), Maignan (2001) and Ramasamy & Yeung (2009) have all researched this area in 

some way and their results showed that consumers are willing to make extra efforts to 

buy from socially responsible companies, as well as they are willing to punish those 

who are not. Consumers’ support of ethical businesses can take form in different ways, 

e.g. willingness to pay a higher price or choosing an ethical company over a non-ethical 

company (Maignan, 2001, pp. 62-63), and they believe it to be an important issue that 

companies behave ethically (Basil & Weber, 2006, p.68; Creyer, 1997, p.427). Research 

shows that consumers are more aware of the power that they possess and that they are 

willing to use it  (Dawkins, 2005, pp.114-115). Ramasamy & Yeung (2009, p. 127) 

reported an even stronger result than that of Maignan (2001), i.e. their sample indicated 

that consumers supported CSR to an even higher extent, and they conclude that this 

might be due to the fact that CSR support has changed over the years since their survey 

was conducted seven years later.  

 

The notion of consumers’ beliefs regarding socially responsible firms is further 

supported by Becker-Olsen et al. (2006). In their research 80% of the respondents 

believed that companies should support social initiatives, respondents were also willing 

to boycott companies that acted irresponsible as long as there were some reasonable 

alternatives to choose from (Becker-Olsen et al., 2006, p.52).  In another study by 

Hartmann et al. (2013) findings are also in line with previously mentioned research. 

They found that a total of 82% of their respondents stated that they were willing to pay 

a higher price for a product when it had been produced with regard to society and the 

environment (Hartmann et al., 2013, p.135). Furthermore, studies show that around a 

quarter of the respondents had punished a, to them, irresponsible company during the 

last year (Dawkins, 2005, pp.114-115). However, these types of responses may in fact 

be biased since people might want to appear concerned and thoughtful, but then their 

answers might not be reflected in actual behavior. In other words, they might not do as 

they say. Survey answers might therefore overestimate how much this affects e.g. actual 

purchase behavior. (Mohr et al, 2001, p.50) Consumers think and expect that companies 

should behave in an ethical manner (Creyer, 1997, p.427; Page & Fearn, 2005, p.307). 

Research also shows that there are consumers that want to know about the good the 

company is doing (Pomering & Dolnicar, 2009, p.298). However, according to Page & 

Fearn (2005, p.307) consumers believe it to be the company's responsibility to offer e.g. 

products that have been made in an ethical way without it having an effect on prices, 

rather than the consumers themselves being willing to pay a bit more. Basil & Weber 

(2006) research also demonstrate that not all people who support CSR efforts do this 

solely based on their values. In fact, some do it because they are concerned for their 

appearance, meaning that they might care for CSR because it is seen as an appropriate 

behavior and not so much because they actually do care (Basil & Weber, 2006, pp.68-

69). Furthermore, more than half of the sample of  Page & Fearn (2005, p.308) did not 

consider, or think about, corporate responsibility when shopping and instead price and 

quality were seen as the most important factors, i.e. consumers seemed to be more 

interested in how fair companies are to them personally, than how fair they are to 

society in general (Page & Fearn, 2005, p.311).  

 

Consumers that in general view CSR favorably, are more likely to attest positive 

internal outcomes, internal outcomes referring to , e.g. awareness and attitudes 

(Bhattacharya & Sen, 2004, pp.16-18). It is also shown that consumers are more willing 

to make more charitable attributions and reward those companies who are engaged in 

CSR to a high extent (Sen et al., 2007, p.237). Carrigan & Attalla (2001) findings, 
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however, are contradictory to previously mentioned studies since they found no 

evidence that customers would boycott a company due to a poor ethical record. In fact, 

none of the respondent in their study had boycotted a product due to this matter, nor did 

the participants claim to actively seek out information about ethical conduct. They 

instead relied on the information on the packaging and almost all declared that they did 

not care about how well the companies were behaving, it did not impact their decision 

(Carrigan & Attalla, 2001, pp.568-569). Customers CSR-support, i.e. support of the 

CSR domain, has a moderating effect between the CSR - company evaluation and it is 

found that customer with a high CSR support does have a greater sense of congruence 

between themselves and the company in terms of a prototype or common attributes. For 

customers with a low CSR support the opposite is valid, i.e. those customers feel less of 

a cohesiveness between themselves and the company. (Sen & Bhattacharya, 2001, 

p.228) 

Even though researches in this area declare different findings, the majority of the 

research shows that consumers expect and wants companies to practice CSR (e.g. Basil 

& Weber, 2006; Creyer, 1997). It is therefore important that the CSR efforts 

Systembolaget is employing reaches the customers, thus the consumers are willing to 

premiere those who work with CSR, and punish those who don’t (Maignan, 2001). 

Since those who support and view CSR more favorably are also likely to attest more 

positive outcomes, e.g. awareness and attitudes (Bhattacharya & Sen, 2004, pp.16-18), 

CSR support is as we see it an important variable to look at. Therefore, it will be 

included and examined in our conceptual model and we will also examine if it has any 

effect on perceptions and attributions. Attitudes, as mentioned, will in this thesis regard 

those towards Systembolaget’s CSR initiatives and CSR communication. The following 

hypotheses are proposed: 

H1 - CSR support has a positive effect on Awareness 

H2 - CSR support has a positive effect on Attitudes 

H3 - CSR support has a positive effect on Attributions 

H4 - CSR support has a positive effect on Perceptions 

 

3.6 Issue support 

To what extent a consumer supports the issue that the company supports will have an 

impact of the effectiveness on the CSR communication, since it will affect the 

consumer’s willingness to process that information (Du et al, 2010, p.16). What issues 

that is important to the consumers has been shifting, thus it is in the company’s best 

interest to conduct marketing research to see which issues the consumers deem as most 

important (Du et al, 2010, p.16). Different stakeholders will have different opinions 

regarding which CSR issues that are the most important (Bhattacharya & Sen, 2004, p. 

12; Dawkins, 2005, p. 110). Therefore it is necessary to tailor the messages in 

accordance with the different interests various stakeholders hold (Dawkins, 2005, p. 

110). Bhattacharya & Sen (2004, p.10) bring up the question regarding whether 

consumers view a company’s specific CSR issues equally favorable or not, i.e. how do 

they react towards a company’s different issues?  Consumers who support similar CSR 

efforts as the ones conducted by the company are more likely to identify with the 

company. If the consumer personally supports causes that a company also supports, 

there is said to be a high CSR support. (Sen & Bhattacharya, 2001, p.228) Consumers’ 
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personal support of different CSR areas also seems to have an impact on the sensitivity 

towards a company’s CSR effort. This could be concluded since it was only the 

consumers with high CSR support whom reacted positively to positive CSR information 

whereas all consumers reacted negatively to negative CSR information. It is therefore of 

importance that companies focuses on CSR efforts that appeal to their customer target 

group since customers proved sensitive towards CSR efforts depending on their support 

of the domain. (Sen & Bhattacharya, 2001, p.238) 

A study by Bhattacharya & Sen (2004, p.15), as well as one by Page & Fearn (2005), 

showed that consumers felt more identification and connection with a company when 

they supported their CSR issues to a high extent, i.e. when the company supported 

issues that the consumers themselves cared about. Bhattacharya & Sen (2004, p.18) 

research also showed that consumers’ support of the CSR issues played a big part in 

their reaction towards the company's CSR efforts. Thus it is necessary for companies to 

match consumers’ interest to the CSR message they convey in order for it to fully reach 

the consumer (Pomering & Dolnicar, 2009, p.297). The more supportive consumers 

were of the different issues the more positive were their internal outcomes, e.g. 

awareness and attitudes, and the positive attitudes consumers in general had towards 

companies that engaged in CSR was stronger when the issues that the company 

supported was of personal relevance for the consumer (Bhattacharyya & Sen, 2004, 

p.15). Respondents with a higher level of interest in certain CSR domains proved to 

have higher awareness levels than those that did not (Pomering & Dolnicar, 2009, 

p.297). Even though the customers particular interest does not have any correlation with 

CSR per se, their interest will make them notice a company supporting such causes 

which in turn could result in a higher CSR awareness, later turning into e.g. favorable 

attitudes towards the company supporting this event (Pomering & Dolnicar, 2009, 

p.297).  

In the previously mentioned study by Carrigan & Attalla (2001), where no respondents 

initially said they would boycott a company despite a poor ethical record, one specific 

topic, namely animal rights, later caused a lot of debate. Upon discussing animal rights 

the respondents instead stated that this matter would actually affect their purchase 

behavior. This gives implications that only certain specific issues, e.g. animal rights, are 

cared for by the consumers. (Carrigan & Attalla, 2001, p.569). The research by 

Hartmann et al. (2013, p.133) also showed that welfare of animals was by far the issue 

that would affect their purchase behaviour the most, in contrast to other CSR issues, 

also giving indications that specific issues matter more than others. Additionally, 

Schmeltz (2012, p.40) findings show that the CSR issues seen as being the most 

important are the issues that lie closest to them personally or physically. 

As we can see, knowing which particular issues that the consumers support is according 

to previous research also important for the success of a company’s CSR efforts. 

Consumers processing of information will as mentioned, depend on which issues are 

highlighted and how they correspond to their own personal support (Du et al, 2010, 

p.16). To what extent the consumers supported and were interested in the different 

issues affected both their attitudes (e.g. Bhattacharyya & Sen, 2004, p.15) and 

awareness (e.g. Pomering & Dolnicar, 2009). Because of this we would, except from 

CSR support in general, also want to include CSR issue support in our conceptual 

model, since this has been seen to have an effect on consumer responses.. We would 

also like to examine whether issue support also has an effect on perceptions and 

attributions. Thus the following hypotheses are proposed: 
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H5 - Issue support has a positive effect on Awareness 

H6 - Issue support has a positive effect on Attitudes 

H7 - Issue support has a positive effect on Attributions 

H8 - Issue support has a positive effect on Perceptions 

 

3.7 Perceived fit 

The number of causes that exist and the number of causes that would like to be 

supported by a brand are many. Whether a partnership between a brand and a cause is 

successful or not has been said to be dependent on the “fit” between them (Lafferty, 

2007, p.447). Lafferty (2007, p.448) defines perceived fit as “the degree of similarity or 

compatibility that consumers perceive exists between the cause and the brand”. In 

CRM, i.e. cause related marketing, a brand and a cause could also fit if the two are 

aimed to the same target audience, or if they share the same values (Nan & Heo, 2007, 

p.65). Perceived fit regards both a fit between a company and a cause, between a 

company and a cause-partner as well as between a brand and a cause, (e.g. Bhattacharya 

& Sen, 2004; Kim et al., 2012; Lafferty 2007). Perceived fit may be achieved through 

supporting different causes that are in line with the business or in some way fit the 

business portfolio (Du et al,. 2010, p.12). A good fit is in some research also referred to 

as a high fit, whereas a bad fit is referred to as a low fit (e.g. Becker-Olsen et al., 2006; 

Bigné et al, 2012, Kim et al., 2012). Becker-Olsen et al. (2006, p. 52) research shows 

that when there is not a clear connection between the cause and the company, i.e. a low-

fit, CSR might become a liability, thus it may diminish the beliefs the consumer had 

about the company in the first place. Becker Olsen et al. (2006, p.50) also find support 

for the fact that a low fit will have a negative effect on a customer's attitudes toward a 

company, resulting in the authors advise that companies should, to be seen as credible, 

be cautious when choosing their CSR-initiatives as well as when communicating those. 

Studies on perceived fit also show that if there is no logic or natural connection between 

the business and the CSR effort it may affect the skepticism of their effort negatively 

(Du et al,. 2010, p.12). Even though there might from the company’s side be a non-

altruistic motive of doing CSR, e.g. being profit motivated, it does not necessarily have 

a direct negative effect on customers attitudes and perceptions but it is instead when 

customers experience a discrepancy between the motive of why the company is doing 

the CSR-activity and what they in perceive the actual reason to be that it has a negative 

impact on the company (Becker-Olsen et al., 2006, p.50). Thus, they stress the 

importance that marketers ought to be highly aware that involving the company with a 

low-fit CSR-initiative will have negative consequences. (Becker-Olsen et al., 2006, 

p.50). If a brand wants to emphasize being engaged in a cause in their communication, 

e.g. having a brand-dominant message, it is crucial that there is a high perceived fit 

between the two and if there is a low perceived fit, the communication should instead 

focus on highlighting the cause (Samu & Wymer, 2009, p. 439). 

 

Studies of perceived fit has shown that consumers have a better attitude towards 

companies engaging in CSR and that a good fit between the company and the supported 

cause  improves such positive attitude further (Bhattacharya & Sen, 2004, p.15). In a 

study by Becker-Olsen et al. (2006, p.50) a high fit of the company's CSR-initiatives has 

proven to have a significant, positive effect on customers overall attitudes. This notion 

is supported by Samu & Wymer (2009, p.435) which research showed that it is 
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important to have a high fit, thus it will have a greater effect on attitude towards the 

brand and also the attitude towards the cause. Bigné et al., (2012, p.576) examined two 

categories of fit, namely functional and image-fit. Functional fit is determined by the 

consumer comparing the main product category of the company to the type of cause it is 

tied to. Image fit is instead concerned with a “symbolic link” between the brand and the 

cause, them having the same image. (Bigné et al., 2012, p.579) Their research showed 

that these two different categories both have an effect on perceptions of CSR, even 

though they do not affect perceptions in the same way. Functional fit affects CSR 

perceptions directly, whereas image fit influence perceptions through having a positive 

effect on altruistic attributions and brand credibility, which was also measured in their 

study. (Bigné et al., 2012, p.587).  

 

Ellen et al., (2006, p. 154) research shows that a high level of fit between a company’s 

business and a cause resulted in respondents attributing the motives as the company 

being involved because it actually wanted to help the cause, and to building relations 

with the consumers, instead of them doing so just for profit. Kim et al. (2012, p.163) 

were examining different types of fit between a company and a non-profit organization: 

business fit, activity fit and familiarity fit. The first, business fit, refers to the extent to 

which the business domain of one organization fits with the business domain of the 

other organization, e.g. a toy manufacturer helping orphans. Activity fit refers to the fit 

between a company’s main business and the donation/initiative they are doing together 

with an NPO. The last type was familiarity fit. Familiarity fit regards to what degree the 

company and the NPO are alike in terms of their familiarity among consumers. (Kim et 

al., 2012, pp.164-165). The findings by Kim et al., (2012, p.170) are in line with those 

of Ellen et al. (2006), thus their research shows that a high level of fit has a significant 

effect on the attributions a consumer make about why a company engages in CSR. 

When there is a high level of activity fit as well as familiarity fit, the consumers are 

more likely to attribute the firm's’ intention as public-serving than firm-serving (Kim et 

al., 2012, p.170). Research has also shown that when there is a high perceived fit, a 

communication message emphasizing on the brand instead of the cause, does not elicit 

the same negative responses of consumers, e.g. a brand taking advantage of a cause, as 

when the perceived fit was low (Samu & Wymer, 2009, p.438). Thus, it is important 

that there is a good fit between the company and the cause, and that the company 

behavior in general is ethical, or otherwise the CSR-efforts might be seen as a way to 

“cover up” unethical behavior (Dawkins, 2005, p.109).  Companies should choose 

initiatives carefully and make sure that customers see the clear link between the firm 

and the social domain, which in return would make the initiative seem socially 

justifiable as well as appearing to be proactive (Becker-Olsen et al., 2006, p.52). 

Nan & Heo (2007, p. 71) research may be seen as contradictory to the above mentioned 

studies, since their research  showed that a high level of fit did not have any significant 

effect on attitudes towards the company, the ad or the brand, and thus more in line with 

previous results regarding a low level of fit. Lafferty (2007, p.451) did not either find 

any support that the degree of fit had any significant effect on attitudes toward the brand 

or the company. However, Nan & Heo (2007, p.70) found that more favorable 

consumer responses were elicited from ads containing a CSR aspect, than ads without a 

CSR component, and that such occurrences had a positive effect on the attitude towards 

the company. 

 

Clearly there seem to be some different opinions on whether high fit/low fit has any 

effect on consumer responses. However, most studies show that attitudes toward the 
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company or brand in fact are linked to whether there is a high/good fit between the 

cause and the brand (e.g. Becker-Olsen et al. 2006, p.50; Bhattacharya & Sen, 2004, 

p.15; Samu & Wymer 2009, p.435). Perceived fit has also proven to have an effect on 

consumers’ perception (e.g. Bigné et al., 2012, p.587). Thus, we want to investigate if 

perceived fit also affects consumer attitudes toward the company’s CSR initiative and 

communication as well as it is also true for our study that perceived fit affects 

perceptions. Moreover, perceived fit in previous research has, by some studies, proven 

to affect the attributions consumers’ make regarding the motives of firms’ for engaging 

in CSR (e.g. Ellen et al., 2006, p. 154; Kim et al., 2012, p.170). Thus, due to the 

ambiguous results of previous studies we want to test if perceived fit actually has an 

effect on consumer responses or not. The following hypotheses have been developed: 

 

H9 - Perceived fit has a positive effect on Attitudes 

H10 - Perceived fit has a positive effect on Attributions 

H11 - Perceived fit has a positive effect on Perceptions 

 

3.8 Customer Satisfaction 

The different consumer responses towards the company’s CSR initiatives and CSR 

communication will, as mentioned earlier, be examined in relation to their satisfaction 

with the CSR initiatives and communication employed by the company. Thus, an 

introduction and explanation of what customer satisfaction is, and how it has been 

examined in relation to CSR, according to previous research will now follow.  

 

Current research on CSR stresses the importance of including customer satisfaction in 

future CSR research approaches (Luo & Bhattacharya, 2006, p.15). McDonald & 

Rundle-Thiele (2008) do in their research also make propositions of future studies to 

looking into how CSR initiatives affect customer satisfaction. Previous research 

suggests several different definitions of customer satisfaction. Two of these being 

categorized as transactional and cumulative satisfaction (Anderson et al, 1994, p.54). 

Transactional customer satisfaction is referring to a “post-choice evaluative judgement 

of a specific purchase occasion” and the cumulative customer satisfaction is described 

as “an overall evaluation based on the total purchase and consumption experience with 

a good or service over time” (Anderson et al, 1994, p.54). Customer satisfaction has 

also been described as “overall customer attitudes towards the service provider” 

(Levesque & McDougall, 1996, p.14). In this thesis we adopt the cumulative customer 

satisfaction description of customer satisfaction. 

It has been quite popular to research the financial outcomes of CSR (Cochran & 

Wood,1984; Johnson, 2003) and so did Luo and Bhattacharya (2006, p.11) where they 

in their study found customer satisfaction to be an important direct mediator between 

CSR and a company’s market value. They state that their discovery is important since a 

connection between CSR and consumer responses had previously been identified but 

that customer satisfaction in particular, as one of those responses, had not been 

examined (Luo & Bhattacharya, 2006, p.15).  They go on by saying that their findings 

show just how important customer satisfaction is since companies’ ability to keep their 

customers satisfied will have a direct impact on their financial performance (Luo & 

Bhattacharya, 2006, p.15). Loureiro et al. (2012, p.176) has examined how CSR affects 

customer satisfaction and perceived value in the automobile industry and their results 

show that an increase in satisfaction will give an increase in perceived value. Findings 
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by Lee & Heo (2009, p.637) agree, thus their results show that positive CSR activities 

seem to have a positive impact on customer satisfaction. Firms with a higher level of 

customer satisfaction will likely also enjoy more financial returns (Anderson et al., 

1994, p.63). Customer satisfaction in general is also seen to have an effect on loyalty 

(Gronholdt et al, 2000, p.512), as well as it is effecting word of mouth (Anderson, 1998, 

p.15) and recommendations to others (Anderson et al., 2004, p.173). 

 

As previously mentioned, customers who become aware of CSR initiatives a company 

is doing get their feelings of well-being enhanced (Bhattacharya & Sen, 2004, p.15). 

There are however no support for the fact that this general sense of well-being will 

affect the purchase intent, but it suggests that companies would benefit from assessing 

their CSR initiatives influence on customers well-being, since that well-being could 

lead to customers supporting them better in the future (Bhattacharya & Sen, 2004, p.15). 

A study made by Luria & Yagil (2008) looked at how ethical behavior in an 

organization, i.e. the ethical climate, affects customer satisfaction. It was shown that 

having an ethical climate enhanced employee performances, which in turn affected 

customer satisfaction positively (Luria & Yagil, 2008, p. 281). Systembolaget is as 

mentioned earlier, working with educating their employees about their CSR-work, as 

well as them being a company in general working with ethical aspects, e.g. minimizing 

the damages caused by alcohol, and may therefore be seen as having an ethical 

climate.  Since this should have a positive effect on customer satisfaction according to 

Luria & Yagil (2008) it should also be an effect which should contribute and thus be 

included in the results Systembolaget get when measuring their customers’ satisfaction. 

Customer satisfaction is seen as a predictor of future performance (Fornell, 1992, p.18). 

Thus, a customer satisfaction index could be seen as a complement to traditional 

measures of economic performance and the index is expected to provide useful 

information for different stakeholders, and not only to the firms themselves (Fornell, 

1992, p.6). As mentioned previously, this is something that Systembolaget has 

employed and they are presenting their results from measuring customer satisfaction 

through an index, which they call “Nöjd kund-index”, NKI (English translation: 

Customer Satisfaction Index). 

 

Since customer satisfaction also affects word-of-mouth and loyalty of consumers, it 

further gives implications of why it is an important variable to look at. It may be argued 

that customer satisfaction and its effect on e.g. loyalty is not important for 

Systembolaget thus they have monopoly and therefore no competitors. However, it is 

still necessary for them to have satisfied customers, thus they are in need of continued 

support if they are to be able to keep their position. Also Systembolaget are measuring 

the overall customer satisfaction themselves, thus it may for them be good to see if their 

customers are also satisfied with their CSR initiatives and CSR communication.   

 

We have earlier introduced the different consumer responses which will be examined in 

this thesis, however a more thorough description of these responses and previous 

research of these, will now follow. We will begin with consumers’ awareness, followed 

by attitudes, attributions and last perceptions. 
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3.9 Awareness 

One of the biggest challenges for companies is to create awareness of their CSR-efforts 

among consumers (Schmeltz, 2012, p.36). If a company is ever to benefit from the 

positive effects CSR has on customers purchase intentions they first must make 

customers aware of the social responsibilities the company is engaging in (Mohr et al., 

2001, p.48). This could be perceived as stating the obvious but in fact many studies on 

the subject of CSR that have considered awareness levels in their research have either 

assumed awareness or created it by, for example, conducting research based on fictive 

companies (Fatma & Rahman, 2015, p.205; Mohr et al., 2001, p.48). Studies on the 

topic of e.g. how consumers perceive CSR should thus not simply assume awareness of 

social responsibility achievements since customers may actually be unaware of them 

(Maignan, 2001, p.71). 

 

Several studies have looked into the CSR awareness of employees (Ramasamy & Woan 

Ting, 2004; Raub & Blunschi, 2013; Sen et al., 2006). However, few have looked into 

the actual awareness of a company’s customers and in context of their consumer 

responses (Mohr et al., 2001, p.48). Thus, it should be considered important to do so, 

especially since research has shown that most customers seem to be unaware of the fact 

that most companies, to some extent, actually do engage in CSR activities (Beckman, 

2007, p. 29).  

 

As late as in 2001 studies measuring customers’ knowledge, or simply awareness of 

general CSR levels of companies, were either scarce or non-existent (Mohr et al.,2001, 

p.48). Research that has been published since show that public awareness of company’s 

involvement and efforts regarding CSR is low, as is customers general awareness 

towards CSR (Bhattacharya & Sen, 2004, p.14), even though the firms are getting more 

involved and putting more effort into this field (Dawkins, 2005, p.115). There are not 

found to be any differences of CSR awareness between business sectors, i.e. sectors that 

are perceived as more sensitive (e.g. financial or public services sectors) do not have 

higher CSR awareness, in contrast to what might be expected (Ramasamy & Woan 

Ting, 2004, p.120). In a study of the Australian banking sector Pomering and Dolnicar 

(2007, p.2828) found that only 7% of the customers they researched were aware of CSR 

initiatives that their bank was engaged in due to low familiarity in terms of both verbal 

and graphical CSR stimuli. The findings surprised as well as contradicted the author's 

preconceived expectations that customers would have good visual recall of at least 

partnering organizations’ logos (Pomering & Dolnicar, 2007, p.2828). Even in more 

recent research the findings are similar; according to a study by Hartmann et al. (2013, 

p.135), findings show that even though CSR is becoming more prominent in different 

arenas, business, political and research, a big part of the respondents in the study had 

not heard about the term CSR. Out of the respondents 42% answered that they had 

never heard the term CSR and 78 %  also stated that they could not mention any 

company that they thought of as being socially responsible (Hartmann et al., 2013, p. 

131). 

 

Many companies engage in CSR due to the fact that it has become somewhat of 

compulsoriness due to demands from different stakeholders (Sprinkle & Maines, 2010, 

p.452). Nevertheless, there are different outcomes of CSR awareness that companies 

should consider; e.g. high awareness levels of a company’s CSR efforts are seen to have 

a positive effect on firm value, conversely low awareness levels of the communications 
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engagement in CSR was seen to have either an insignificant or negative effect on firm 

value (Servaes & Tamayo, 2013, p.1058). In regards to the effect CSR initiatives have 

on customers purchase behaviour, awareness is fundamental (Pomering and Dolnicar, 

2007, p.282), and increased awareness and knowledge about a company’s CSR efforts 

has been seen to have an effect on their purchase intentions (Wigley, 2008, p. 308). 

Moreover, Bhattacharya and Sen’s (2004, p.16) findings show that awareness among 

customers, in terms of companies CSR efforts, generally enhanced their feelings of 

well-being. 

 

In accordance with previous research, Schmeltz (2012, p.39) also found that awareness 

levels of CSR among consumers were low, despite the respondents deeming CSR to be 

important, implicating that consumers want more information on a company’s CSR 

efforts than what companies are providing them with. CSR efforts are an innovative and 

less easily imitated way for companies to differentiate and strengthen relationships with 

their customers (Bhattacharya & Sen, 2004, p.11), and companies communication of 

such efforts will generate customer awareness of their initiatives (Maignan & Ferrell, 

2004, p.15). However, not all communication of CSR that reaches consumers 

necessarily generates awareness. Researchers Pomering and Dolnicar (2007, p. 2828) 

were surprised when they found that despite a firm informing about their CSR efforts in 

their marketing communications, which included a TV commercial, they had lower 

CSR awareness than the other companies in the study who had not communicated theirs 

nearly as extensive. 

 

As we can see customers awareness is a major, important factor of CSR, and learning 

more how it works within customers’ internal processes and outcomes is therefore 

something we would like to do. Because without awareness there would be no success 

of communicating and informing customers of what companies are doing in terms of 

social responsibility (Mohr et al., 2001, p.48; Pomering and Dolnicar, 2007). For all 

companies, it would therefore be important to learn how aware their customers are 

about their CSR work, since we see that it can be an indicator of whether or not they 

have done a good job with communicating this. Maignan (2001, p.71) requests that 

more research should be done with the intention of learning more on customers 

awareness towards CSR issues. Pomering and Dolnicar (2007, p.2829) request research 

that is, like theirs, assessing awareness levels of customers towards CSR but in other 

product categories than banking and that future research needs to be of an empirical 

nature, assessing real markets and real companies. Awareness of CSR efforts is, as 

mentioned in previous research, affecting the customers well-being (Bhattacharya and 

Sen’s 2004, p.16). Thus, we will also like to see if awareness has a positive effect on 

customer satisfaction. We propose the following hypotheses: 

H12 - Awareness has a positive effect on customer satisfaction 
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3.10 Attitudes 

An attitude is according to Ajzen (2005, p.3) “a disposition to respond favorably or 

unfavorably to an object, person, institution or event” which cannot be observed, thus it 

is a hypothetical construct. It would also be likely that attitudes customers have would 

be defined as ‘good’ or ‘bad’ (Folkes & Kamins, 1999, p.245).  Attitudes have been 

found to matter more when they are closely related to the issue at hand as opposed to 

attitudes in general (Auger et al., 2003, p.299), and when customers evaluate companies 

they do not only consider that which is product performance related, but also things 

concerning ethical standards, hence the attitudes customers form towards the firms are 

multidimensional (Folkes & Kamins, 1999, p.244). 

 

That a company's corporate social responsibilities can create more positive attitudes 

among the company’s customers has been proven in both theory and research 

(Lichtenstein et al., 2004, p.16). Thus, it has become an effective way in which 

companies can do that, i.e. create favorable customer attitudes (Groza et al., 2011, p. 

639). A lot of research has been done and they all attest to customers in developing 

countries having attitudes that correspond to ethical purchase behaviour (Auger et al., 

2003, p.299). Interestingly, research also shows that attitudes towards CSR do not to 

differ between business sectors (Ramasamy & Woan Ting, 2004, p.120). Doing 

proactive CSR has proven to create more favorable attitudes towards the company 

(Groza et al., 2011; Wagner 2009). To generate positive attitudes towards the 

communicated CSR-message a company could use the promise of making donations to 

charity as an incentive. At least Holmes and Kilbane (1993, cited by Mohr et al., 2001, 

p.50) found that doing so was better compared to not promising a donation. However, 

they did not find support that it would lead to positive attitudes towards the company or 

the decision to purchase (Mohr et al., 2001, p. 50).  

 

By interaction, the products a company makes and the ethical information regarding the 

business actions has an effect on customer attitudes (Folkes & Kamins,1999, p.253). In 

a study by Becker-Olsen et al. (2006, p.50) they tested customers overall attitudes, i.e. 

their attitudes pre and post stimuli, where the stimuli consisted of CSR-information and 

attitudes are in terms of the customers assessment of the company. It is to be expected 

that a company that informs about being ethical should see a change in more positive, or 

at least better, attitudes among their customers as an effect, however, this effect might 

be modest (Folkes & Kamins, 1999, p.245). The study of Becker-Olsen et al. (2006, p. 

50) found that attitudes were significantly higher, i.e. more positive, in relation to high 

fit than it was of low fit. Moreover, it is the general notion that customers do have more 

positive attitudes towards companies that are selling products with better performance 

than others and the customer attitudes are more positive if a company is engaging in 

ethical, as opposed to unethical, behavior (Folkes & Kamins, 1999, p.244). 

 

That a company avoids unethical behavior would be regarded equally ethical as them 

doing more than that, e.g. by performing prosocial behavior, but still a company should 

expect a difference of customer attitudes in regards to those two (Folkes & Kamins, 

1999, p.245). There are studies addressing what generates unfavorable attitudes among 

customers in regards to CSR. For example, Wagner et al. (2009, p. 83) found that it is 

important that the company’s CSR-information is consistent or otherwise it will, 

through perceived hypocrisy, have a negative impact on the customers’ attitudes 
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towards the firm. Furthermore, customers’ attitudes have also been proven to be equally 

critical towards a company that was engaging in unethical behavior irrespective of the 

performance of their products (Folkes & Kamins, 1999, p.253). 

 

Of course, companies can do just as much as they are required to in terms of CSR and 

not care. However, simply refraining from transgressions, i.e. unethical behavior, 

resulted in different customer attitudes towards the firm than when companies actually 

performed for example prosocial actions which, in particular, enhanced the customers’ 

attitudes since they were highly linked to intrinsic motives (Folkes & Kamins, 1999, 

p.257). Moreover, when assessing different high-fit conditions the socially motivated 

condition was significantly greater than the profit-motivated and moreover, the overall 

attitudes were actually diminished when the initiative had a low fit (Becker-Olsen et al., 

2006, p. 50). Furthermore, there also exists a bias that signifies that information about a 

company’s ethical behavior does not have as positive effect on customers’ attitudes as 

information about unethical behavior by firms has a negative effect on attitudes, i.e. the 

negative elicits greater negative attitudes than the good stimulates positive attitudes 

(Folkes & Kamins, 1999, p.244). 

 

By reviewing previous research on CSR, CSR-communication and attitudes we learned 

that CSR may cause favorable attitudes towards companies (e.g. Folkes & Kamins, 

1999, p.244; Lichtenstein et al., 2004, p.16). Furthermore, we found research that shows 

how the ethical information plays a significant role in customer attitudes, e.g. Folkes & 

Kamins, 1999, p.253, and thus should not be overlooked by simply considering attitudes 

towards the product attributes like many studies do. Knowing the importance of ethical 

information in the forming of attitudes might suggest that a firm’s communication to 

customers could benefit from knowing this. Moreover, if the company is not already 

incorporating such information in their communication with their customers already this 

might also suggest that they should. We have in this thesis examined the customers’ 

attitudes towards Systembolaget's CSR initiatives and their CSR communication 

Therefore, we want to examine whether or not these attitudes in turn affect customer 

satisfaction. 

 

H13 - Attitudes has a positive effect on customer satisfaction 

 

 

3.11 Attributions 
 

When a company performs CSR, customers are less likely to make negative attributions 

to that company (Lichtenstein et al., 2004, p.24). However, consumers are growing 

more and more suspicious of companies and thus they are making several attributions 

for why companies are engaging in CSR (Vlachos et al., 2009, p.177). Attributions are 

described as “consumers perceived organizational motives” (Groza et al., 2011, p. 639). 

It is found in a study by Ellen et al. (2000, cited in Sen & Bhattacharya, 2001, p. 226) 

that customers responses to information they receive regarding a company’s CSR is not 

only affected by the nature of the specific cause or the role the company has, but also by 

the attributions that they make towards the company. Such attributions are based on the 

customer's’ own motivations as well as those of the company, and in terms of motives 

for why companies perform ethical actions people sometimes believe them to be 

extrinsic rather than intrinsic (Folkes & Kamins, 1999, pp.245-246). In general, the 

CSR-actions by companies are attributed to factors that are internal to the companies 
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and to some extent possible for them to control (Sen & Bhattacharya, 2001, p.231). 

Attributions mediates between the type of CSR-initiative and the outcome, thus, by 

realizing those effects the understanding of customers way of processing CSR 

information could be helped (Groza et al., 2011, p. 644). 

 

There are multiple and specific motives that customers’ attribute to why a company is 

performing CSR and this was found by Ellen et al., (2006) who through using open 

ended questions could pick up a complex range of different attributions and motives. In 

total, they could collect a total of 647 different thoughts (Ellen et al., (2006, p.149). 

Researchers have divided attributions into different categories (e.g. Ellen et al., 2006; 

Groza et al., 2011; Mohr et al., 2001). They have been categorized into for example 

self-interested and other-interested (Mohr et al., 2001, p. 59), value-driven, egoistic and 

stakeholder-driven (Ellen et al., 2006, p. 151) or rather value-driven, strategic-driven 

and stakeholder-driven (Groza et al. (2011, p. 640).  

In short, the value-driven attributions are described as a domain referring to motives as 

e.g. a firm’s genuine belief that CSR is good (Groza et al., 2011, p.640). This category 

would correspond well with the others-interested motives by Mohr et al. (2001). When 

asking their respondents about their perceived motives by firms for engaging in CSR 

they had one code for attributions that were entirely about firms’ will to help others 

(Mohr et al., 2001, p. 59). Research has proven that customers think that there is a 

difference between helping and simply refraining from doing something unethical, and 

such prosocial actions therefore gained more intrinsic attribution from customers 

towards the company behaviour (Folkes & Kamins, 1999, pp.256-257). Thus, the 

attributions toward a person who helps also become more assured (Folkes & Kamins, 

1999, p.246). 

 

Furthermore, the stakeholder-driven domain includes attributions such as the company 

working with CSR due to pressure of stakeholders (Groza et al., 2011, p.640). This 

category resembles two of the motivational codes by Mohr et al. (2001, p.59) which 

were that companies either performed CSR mainly because of rewards for others (e.g. 

the society or the environment) but also for the firm, alternatively that they sought 

rewards mainly for the firm but also for others. When asking customers to rate the 

importance of factors, i.e. what was motivating companies to perform CSR activities, 

the majority attributed that a company with a good CSR record had gotten it as part of a 

corporate strategy of making a good impression, outweighing all other factors such as 

beliefs that they had done so out of general concern for the particular cause or causes 

(Sen & Bhattacharya, 2001, p.231). Companies’ motives for behaving ethically could 

thus be perceived as them doing it to e.g. be in the good graces of their customers rather 

than doing it because it is the right thing to do (Folkes & Kamins, 1999, pp.245-246). 

 

This leads us to the third, and last, category called the strategic-driven domain which 

constitutes attributions such as the firm wanting to increase sales (Groza et al., 2011, 

p.640). This corresponds to the self-interested category by Mohr et al. (2001, p. 59) 

where the companies motives were perceived as them looking to reap rewards for the 

firm itself (e.g. increase in sales and profits). For a company to have a negative CSR-

record is perceived as a result of the company rather focusing on making a profit and 

such attributions are also attributed to factors 

of a more temporary kind (Sen & Bhattacharya, 2001, p.231). It is more likely that 

customers will make positive attributions towards a company if they have high 

corporate abilities and conversely that a firm with low corporate abilities and low 
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innovativeness would more likely receive negative attributions (Lou & Bhattacharya, 

2006, pp.4-5). Moreover, negative attributions are proven to have a direct effect on, 

among other things, customers’ intentions for recommendation of the company 

(Vlachos et al., 2009, p.177). 

 

Groza et al., (2011, p.644) found that the attributions that customers make differs 

depending on whether the company is employing a reactive or proactive strategy for 

their CSR, with the proactive being perceived as more strategic- and value-driven 

compared to the reactive. Groza et al. (2011, p. 641) summarize previous research by 

e.g. Becker-Olsen et al. (2006); Du et al. (2007); Murray & Vogel (1997); Wagner et al. 

(2009) and Ricks (2005), stating that the proactive strategy represents choices made by 

companies to employ CSR initiatives based on genuine intentions, i.e. doing them 

before receiving negative feedback from customers, and that such initiatives are pre-

planned and perceived as positive. However, there are also risks involved in having a 

proactive strategy and that is when they go wrong. This occurs when the company 

campaigns about their CSR-initiatives and negative information about their business 

practices surfaces short after, thus creating a perceived hypocrisy among the customers 

(Wagner et al., 2009, p. 88). To create less potential risk of this happening the company 

should in a more general sense promote some of its core ethical guiding principles 

(Wagner et al., 2009, p. 89).  

 

Attributions customers assign to a company's CSR strategy could be affected by the 

channel, i.e. source, in which the message is conveyed and therefore the message source 

is one antecedent that will affect how customers react to CSR (Groza et al., 2011, p. 

649). Another thing that a firm can do is to refute any negative information that surfaces 

by presenting well founded counter arguments (Wagner et al., 2009, p. 89). Conversely, 

the reactive strategy would by customers be perceived as negative and also possibly 

affecting their view of the company, since those initiatives are a reaction to 

irresponsible behavior on the company’s part which they, by engaging in CSR-

activities, are trying to repair, i.e. that they are attempting to avoid further damages to 

the organization (Groza et al., 2011, p.641). Thus, by only acting upon a negative 

occurrence customers perceive such actions as not being altruistic in nature and respond 

accordingly (Groza et al., 2011, p.641). However, if a company is employing a reactive 

strategy one way to improve its effectiveness would be to communicate their CSR 

statements by being specific, i.e. using ‘real life’ testimonials, and thus manifesting how 

they are having a positive impact on society (Wagner et al., 2009, p. 89). 

 

Systembolaget could arguably be considered to be performing some of their CSR-

initiatives without any motive other than because it is the right thing to do, e.g. their 

sponsorship of the independent “Alkoholforskningsrådet” (the Alcohol Research 

Council). However, what attributions customers make towards the company’s CSR 

could differ and this will as we have seen be dependent upon what they perceive the 

company’s motives for doing CSR to be (e.g. Ellen et al., 2006; Folkes & Kamins, 

1999; Groza et al., 2011; Mohr et al., 2001). Since attributions in previous research has 

proven to have an effect on intentions for recommendations of a company (Vlachos et 

al., 2009, p.177), as well as being an important mediator between a firm's CSR-initiative 

and its outcome (Groza et al., 2011, p. 644) we also deem it to be interesting to see if it 

has an effect on customer satisfaction since it, as we have previously described in this 

chapter, is an important factor for a company to consider. Thus, we will be applying the 

domains by Groza et al. (2011) in this study to tests the extent to which value-driven or 
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stakeholder-driven attributions were made by customers of Systembolaget in terms of 

the company’s motives to do CSR-activities. The three domains by Groza et al. (2011), 

of which we have applied the two, were tested separately.  However, we have chosen to 

group the value-driven and stakeholder-driven attributes to one main variable of 

summarized attributions. The following hypothesis is proposed: 

 

H14 - Attributions has a positive effect on customer satisfaction 

 

3.12 Perceptions 

Customers perceptions of firms could be that they are ‘good’ or ‘bad’, which is similar 

to what perceptions about an individual would be (Folkes & Kamins, 1999, p.245). 

Doing CSR enhances the customer perceptions of a company according to past research 

(e.g. Brown & Dacin, 1997; Drumwright, 1996; Sen & Bhattacharya, 2001). Knowing 

how consumers perceive CSR, is important, and it is the focal issue in a study by 

Maignan (2001). It applies results from a previous study by Maignan et al. (1999) where 

the four dimensions by Carroll (1979), i.e. the economic, legal, philanthropic and 

ethical, were conceptualized as correlating variables and where corporate citizenship 

was the underlying construct of those dimensions. The study by Maignan et al. (1999) 

was conducted on managers and their conceptualization received empirical support in 

their survey, Maignan (2001) therefore tested if consumers have those same perceptions 

of corporate responsibilities as managers do. Due to the international scope of which 

businesses exist the importance of knowing customers perceptions of CSR is stressed 

and examined across borders to determine if they are alike or in fact differ (Maignan, 

2001, p.57). 

How consumers define corporate responsibilities compared to how managers do may 

differ, hence their perceptions of the subject may do as well (Maignan, 2001, p.69). On 

the same note, previous theories stating that corporate social responsibilities to 

customers could be categorized into areas of economic, legal, philanthropic and ethical 

activities, as suggested by Carroll (1979), are challenged as well (Maignan,2001, p.69). 

Namely, this critique was due to the fact that the relationships between the different 

categories, especially the economic responsibilities in relation to the others, could not 

be defined exactly in terms of customers’ perceptions (Maignan, 2001, p.69). However, 

other later research shows that Carroll’s model is in fact applicable to modern customers 

(Ramasamy & Yeung, 2009). In the two European countries of France and Germany, 

included in Maignan (2001, p. 70) study, perceptions of a company’s economic 

achievements could be perceived as negative by consumers. In those countries an 

organization would serve better to spend time and effort on emphasizing the legal, 

ethical and philanthropic responsibilities they are involved in (Maignan, 2001, p. 70). If 

generalizing, in terms of Sweden also being a European country, this finding could 

indicate that Swedish customers would perceive companies CSR in the same way as the 

French and German. That means that Systembolaget would, through their company 

form, have the right approach, i.e. it is a company that does not wish to emphasize 

financial achievements since they do not have a profit maximizing motive 

(Systembolaget Q). Thus, the company's focus is not to accentuate that part of business, 

which is in accordance with Maignan’s (2001, p.70) findings stating that this approach 

would be more suitable. 
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Lichtenstein et al. (2004, p. 20) found in their study, performed in real life settings, that 

a positive record of being socially responsible will improve customers perceptions of 

the company. However if companies with a short history of engaging in CSR 

communicates their CSR efforts, it might instead be met by skepticism from the 

consumer, resulting in negative perceptions of the company (Vanhamme & Grobben, 

2009, p.280). Customers’ perception of how well a firm’s character is in accordance 

with their own is also an important factor to take into account when regarding 

customers’ responses to CSR (Sen & Bhattacharya, 2001, p. 226). This is confirmed by 

Lichtenstein et al. (2004) who states that to learn about the effects of CSR-initiatives on 

companies, and the nonprofits, it is important to consider the C-C identification. The C-

C identification is short for Customer – Corporate Identification and signifies the degree 

of how well a customer’s perception of a company is overlapping their own self-

concept, i.e. how they identify themselves (Lichtenstein et al., 2004, p. 17), i.e. it is 

conveyed by the company’s CSR-actions and can be linked to customers self-definition 

acting as a source  (Sen & Bhattacharya, 2001, p.238). That means that when customers 

perceive that a company performing social responsibilities have traits that are in 

accordance with their self-concept they will identify with that company to a higher 

degree (Lichtenstein et al., 2004, p. 17). Also, if customers perceive congruence 

between themselves and companies on self-relevant dimensions it could have the same 

effect, hence the company's CSR-actions play an important role as a way of establishing 

companies non-product dimensional roles (Sen & Bhattacharya, 2001, p.238). In the 

long run a positive effect of C-C identification might be increased customer support 

towards the company and this support will have positive effects both for the company 

and for the nonprofit in question (Lichtenstein et al., 2004, p.17).   

Different types of perceptions were included in the study by Lichtenstein et al., (2004, 

p. 26) and one type, which they referred to as “promotional consistency with core 

values”, signified that customers will perceive evidence of a company’s CSR as how 

well their programs fit their core values. For this, in particular, they found support and 

also to the fact that customers perceive an unconnected nonprofit domain more 

important than they perceive a connected domain  (Lichtenstein et al., 2004, p. 26). For 

example, that a grocery store would commit to fair labor practices, i.e. a connected 

nonprofit domain, would be perceived as less important than if they had supported 

reading skills, i.e. an unconnected domain (Lichtenstein et al., 2004, p. 26). For 

Systembolaget that would indicate that customers would perceive initiatives such as 

sponsoring alcohol research, or their nonprofit and subsidiary company IQ, as less 

important than other CSR-initiatives that were from a different domain would. For 

example, such unconnected domains could be Systembolaget supporting breast cancer 

research. Furthermore, Systembolaget are employing programs that we argue could 

easily be connected to their company values, e.g. limiting the damages caused by 

alcohol. Thus, their efforts seem sincere, i.e. should not risk to be perceived as a PR 

ploy, and would arguably have good promotional consistency. How the customers 

perceive the efforts, i.e. how genuine they seem to be, is important and should a 

company struggle with their CSR record they should choose a nonprofit partner to 

support, who is involved in a cause that customers can see directly would improve what 

area had been critiqued, and thus improve how the company is perceived (Lichtenstein 

et al., 2004, p. 29). 
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The perceptions a consumer has about a company’s CSR, has been seen to be the 

second most important predictor of a company’s overall reputation (Morsing et al., 

2008, p.101). It has been shown that a company’s commitment to their ethical 

statements, have a positive effect on the consumers perceived CSR of that company 

(Stanaland et al., 2011, p.52). These perceptions did in turn affect customer loyalty 

(Stanaland et al., 2011, p.47). The perceived corporate citizenship of an organization 

has also been shown to have an effect on job-applicant attractiveness (Evans & Davis, 

2011, p. 470). Furthermore, customers perception of a company's CSR are according to 

findings by Loureiro et al. (2012) shown to have an effect on customer satisfaction. 

Different dimensions of CSR were tested, i.e. included in the perceived CSR were: 

labor practices, community development and environmental performance (Loureiro et 

al., 2012, p. 172). The three CSR domains together explained a whole 15.6% of the 

Satisfaction variance out of which environmental issues proved to have the greatest 

effect on customer satisfaction (Loureiro et al., 2012, p. 176). In another study, it was 

shown that perceived CSR had a positive, mediating role between ethics program and 

job-related satisfaction (Valentine & Fleischman, 2008, pp. 166-167). 

Perceptions of the CSR of a company have according to previous research seen to have 

an effect on customer satisfaction and customer loyalty (Loureiro et al., 2012; Stanaland 

et al., 2011, p.47). Perceived CSR was also shown to have an effect on job satisfaction 

(Valentine & Fleischman, 2008, pp. 166-167). Thus, we will be testing if perceptions 

have an effect on customer satisfaction in this specific company context as well. The 

following hypothesis is to be tested: 

H15 - Perceptions has a positive effect on customer satisfaction 
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3.13 Conceptual model 

Our conceptual model is based on the different proposed hypothesis. We will first 

examine whether the different factors CSR support, issue support and perceived fit have 

any effect on the consumer responses. We will then investigate if the different 

responses, i.e. awareness, attitudes, attributions and perceptions, have any effect on 

customers’ satisfaction regarding Systembolaget’s CSR initiatives and CSR 

communication. The model can be seen in Figure 2.  

 

FIGURE 2. CONCEPTUAL MODEL 
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4. Practical method 
This chapter will describe the way in which our data was collected. It also includes the 

ethical considerations regarding this study, and it will end with a short description and 

explanation of the data analysis techniques that we have employed. 

 

4.1 Data collection methods 

For researchers to answer the research question of their study they can choose to collect 

new data or to reanalyze old data (Bryman, 2011, p. 299). The first one is called primary 

data and the latter is referred to as secondary data (Saunders et al., 2009, p. 256). 

Secondary data could be both quantitative and qualitative in nature, and it could be 

everything from government surveys to organization databases (Saunders et al., 2009, 

pp. 258-259). Advantages of using secondary data are many, but the most significant 

benefit is that it saves the researchers both time and money (Bryman, 2011, p.301). The 

biggest disadvantage with using secondary data is that it might not be able to answer the 

research question, thus it was collected for another purpose (Bryman, 2011, p.305). 

Moreover, there are also known advantages and disadvantages with using primary data. 

For example, the researchers are able to get the correct information to answer their 

research question, but collecting own data might also be expensive (Saunders et al., 

2009, pp.268-270). In this study we finally chose to collect our own data, i.e. gathering 

primary data. However, before making that decision we first researched the current 

selection of secondary data that there was to find that might had been relevant for our 

study. Since we were researching customers’ perspective of CSR we needed to find 

studies that had examined the same type of variables but more importantly the same 

stakeholder, i.e. the customers. However, we found that the current supply of primary 

data was too weak, i.e. there were not enough studies that had covered our specific 

research area and we would therefore not have been able to retrieve sufficient 

information to be able to answer our research question. Hence, we did not see that our 

research question could be answered through the use of secondary data and that is the 

reason behind our decision to collect primary data.  

 

In order for us to collect the primary data on consumer’s different responses, the extent 

to which they support CSR and specific issues as well as their perceived fit; we had to 

evaluate different alternatives for how that could be achieved. This is also something 

that Saunders et. al. (2009, p. 362) think researchers should do, and that it is important 

to consider all possible methods when deciding on how to collect data. Saunders et al. 

(2009, p.360) states that a questionnaire is a general term for asking the same questions, 

in a predetermined order, to each and every respondent. Doing a questionnaire is 

relatively cheap compared to other options as well as being fairly easy to administer 

(Bryman & Bell, 2011, p. 232). Questionnaires are not only the usual surveys, were the 

respondents’ answer the questions by themselves, but it may also be structured 

interviews or telephone questionnaires were the researcher actively asks the respondent 

pre-determined questions (Saunders et al., 2009, p. 360). For structured interviews 

standardization is the key-word and both the asking of questions as well as the 

recording of answers should be standardized since any variation between the 

respondents should be seen as true and not dependent on how the questions were asked 

(Bryman & Bell, 2011, p.203). However, errors can occur due to limitations and 
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inaccuracy in the way the interviewer asks the questions, e.g. having poorly worded 

questions, and how the information is recorded (Bryman & Bell, 2011, p.203).  

 

Self-administered or self-completion questionnaires are just as it sounds questionnaires 

for the respondent to answer by him/herself (Bryman & Bell, 2011, p.231). There are 

different types of self-administered questionnaires, e.g. internet-mediated 

questionnaires, intranet-mediated questionnaires, postal or mail questionnaires and they 

all differ in the way that they are handed out to respondents (Saunders et al., 2009, 

p.362). More precisely, it is carried out through either the internet, an intranet, by post 

or by email to the respondents who in turn email, or post, the answers back to the 

researcher (Saunders et al., 2009, p.363). There are both advantages and disadvantages 

of choosing one method over another, e.g. choosing self-completion questionnaires over 

structured interviews is that it is cheaper and quicker to administer (Bryman, 2011, 

p.228). Furthermore, self-completion questionnaires are also more convenient for the 

respondents since they can complete the questionnaire in their own time. However, 

disadvantages of choosing self-completion questionnaires are that respondents can get 

tired of answering what to them could be perceived as boring questions and if there are 

too many questions it may result in them not answering at all (Bryman & Bell, 2011, 

pp.232-233). It may also be difficult for the respondents to receive any help if they need 

it when completing their questionnaire, whereas this is not the case if choosing 

structured interviews (Bryman, 2011, p.228). 

 

After careful consideration of the different alternatives we chose to collect our data via a 

self-completion questionnaire. We considered it appropriate since the nature of the 

research question was to gain general information from customers. Moreover, since we 

wanted to reach a large amount of people  we deemed that using structured interviews 

would be too time-consuming. We also believed that we could receive more responses 

if the respondents could complete the questionnaire in their own time and at their own 

convenience. Even though we considered self-completion questionnaires as less time 

consuming, we still realized that the data collection would take time and we also knew 

that it had to be achieved within our set time frame. However, due to the fairly advanced 

nature of the research topic and large number of questions in our questionnaire we still 

considered this method the most suitable for our study.  

 

The choice of type of self-completion questionnaire to use for collecting the data was 

done with the research question in mind as well as which objectives to meet. Things to 

consider while evaluating which type of questionnaire to use is among other things if it 

is important to reach a specific person, how many respondents you would like to have 

and also how many questions to ask (Saunders et al., 2009, p.363). It is also important 

to look at what resources you as researchers possess and aspects to consider ranges from 

how much time you have available to gather and collect the data, to how much money 

you are willing to spend on this process (Saunders et al, 2009. p.365). It is important 

that the questionnaire is well developed and designed accordingly, thus you only get 

one chance to collect the data, which also makes planning crucial in order to get a 

satisfying result (Bryman, 2011, p.229). 

 

Our questionnaire was distributed through internet, more specifically through the social 

network Facebook. The questionnaire was created using a service provided by Google 

called Google Form which is a free online survey tool. More detailed information about 

the distribution will follow under the section “Sampling”. To avoid some of the 
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mentioned risks involved with choosing a self-completion questionnaire, we tried to 

make the questionnaire as clear as possible to the respondents. Thus, we hoped to 

reduce the risk of them not answering. Exactly which measures we took to create the 

best possible questionnaire for our study will now be elaborated on. 

 

4.2 Survey construction 

Since a questionnaire only gives the researcher one time to collect the data, it is 

necessary that it is well developed and that you have planned precisely what data needs 

to be collected (Saunders et al, 2009, p.366). A study can be descriptive, exploratory 

and explanatory in nature; when a researcher is unsure about a problem, and wishes to 

clarify this problem, the researcher conducts exploratory research, and if a study is 

descriptive its aim is to describe some type of phenomenon (Saunders et al., 2009, 

pp.139-140).  Our quantitative study will be explanatory in nature, which means that we 

will study the relationship between different variables (Saunders et al, 2009, p.140). 

 

We have scrutinized the literature and previous research to find appropriate measures 

for our questionnaire. Doing so is necessary if one would like to compare and relate 

findings to earlier research (Saunders et al, 2009, p.367). In our questionnaire the eight 

main variables CSR support, issue support, perceived fit, awareness, perceptions, 

attributions, attitudes and customer satisfaction are examined. We also included three 

questions about demographics and one question about what communication channels 

the respondents preferred for hearing about Systembolaget’s CSR work. We decided to 

add the latter since we considered that such knowledge would be of particular interest to 

Systembolaget. In appendix 1 the sources from which we adopted our questions are 

shown and also which scales were used for the different variables. All of the items used 

in our questionnaire are adopted from previous research. However, they have been 

modified to suit our study. Moreover, we have merely used true statements for all of the 

different items, i.e. no fictitious statements were used. The questionnaire in its entirety 

can be seen in appendix 2 for the English version and appendix 3 for the Swedish 

version, the latter being the one we used to collect the data. 

 

All of the questions in the questionnaire are close-ended questions. This means that the 

respondents may only answer by choosing between predetermined alternatives 

(Bryman, 2011, p.242). The benefits of using close-ended questions are for example 

that it is easy for both the respondent in terms of answering as well as being easy for the 

researcher due to a simpler coding and analysis of the gathered data (Dahmström, 2005, 

p.131). However, there are also disadvantages with having close-ended questions, e.g. 

this type of alternatives might irritate the respondents since they might not feel that any 

alternative is applicable for them (Bryman, 2011, p.246). We have consistently used 

Likert-type scales and bipolar scales to measure our different variables. Likert scales, is 

when a respondent is asked to indicate how strongly he/she agrees with a statement 

(Bryman, 2011, p.157). The Likert scale may range from ‘1-strongly disagree’ to ‘5- 

strongly agree’. Answering 2 would be to disagree with the given statement, whereas 3 

would be neither agreeing nor disagreeing or uncertain and 4 would indicate that you 

agree (Saunders et al., 2009, p.380). We have in this thesis adopted these 5 different 

descriptions of what the five numbers may be interpreted as. The bipolar scales consist 

of  two opposite adjectives at each end of the scale (Saunders et al., 2009, pp. 380-381). 

We applied a five point bipolar scale, meaning that the adjectives were anchored with 
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values of 1 and 5, e.g. ‘unfavorable’ and ‘favorable’ respectively, and that the 

respondent could also answer 2, 3 or 4. This type of bipolar scale was also used with 

negative and bad as 1, and positive and good as 5. An exception from bipolar and 

Likert-type scales, was made with the question regarding customers’ preferred 

communication channels. This question was instead answered through ticking the box 

with a [yes] or [no] for each channel. Regarding our demographic questions those were 

answered through list options of gender, age and whether the respondent was a 

customer to Systembolaget or not. There were a total of ten constructs, including 

demographics and preferred communication channel, and a grand total of 68 questions.  

 

We translated the questionnaire to Swedish since we wanted to test it on customers of a 

company located in Sweden. Translation of a concept developed for a specific country 

to another language may cause semantic problems (Chang et al., 1999, p. 316). Since 

there are differences between countries, with regard to e.g. the word order, it is 

important to pay attention to these matters or otherwise they could cause 

misunderstandings, i.e. errors in the text (Saunders et al., 2009, p.384). We conducted 

what is called a direct translation. That means that the translation is made from the 

source questionnaire to the target questionnaire and while this approach is quite easy to 

execute there might however be many discrepancies between the two (Saunders et al., 

2009, pp.384-385). In order to avoid possible mistakes and differences that could affect 

the result, we performed a thorough revision of the translation by analyzing the English 

version and compared it to the Swedish. We did so word for word, and sentence by 

sentence, in terms of their meaning and purpose to ensure that it was translated properly 

and to the best of our abilities. Furthermore, during the pre-testing-phase, which will be 

elaborated on further later in this chapter, we asked our respondents to comment if there 

were some words, or sentences, that they did not understand or did not make sense to 

them. After receiving their feedback we revised the questionnaire and a decision was 

made to exclude the answering alternative ‘unpleasant/pleasant’, which was included in 

the index of items measuring the variable attitudes. All respondents had expressed that 

they perceived the Swedish translation we had chosen as odd and that it did not seem 

natural in relation to the question due to the wording. Since this particular pair of 

answering alternatives was one out of four, there was a problem with finding a different, 

suitable translation due to the fact that the other pairs of answers were very similar. 

Because, three Swedish pairs of answers covered all four corresponding English pairs. 

Thus, since we did not find any other suitable Swedish translation we made the decision 

to exclude it. We considered that to be the best solution in order for us not to 

compromise the real meaning of the measurements. 

 

To try to catch the respondent’s interest, and making him/her more willing to participate 

and answer it, an introduction to the questionnaire could be beneficial to include 

(Bryman, 2011, p.231). The introduction should contain information regarding what the 

results are going to be used for, whom to contact if any problems would occur and that 

it is voluntary to participate (Dahmström, 2005, pp.144-145). In the beginning of our 

questionnaire we had a short description introducing the respondents to why we were 

conducting the study and what we aimed to test. We also mentioned that the answers 

would be close-ended questions and that the questionnaire would approximately take 10 

minutes to complete, which was the time needed for the respondents who pilot-tested 

the study, to complete it. We wanted to keep the introduction short, so the respondents 

would not lose interest. Information of who we, the researchers, are was displayed along 

with information on how to contact us should they have any questions regarding the 
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study. Furthermore, we informed them that participation was voluntary and that the 

answers would be anonymous. We also instructed the respondents in the introductory 

text that we did not want them to go back to previous page/pages once they had 

answered the questions on one page. This was due to different reasons. Our main 

objective for leaving this instruction was that we were testing the variable ‘awareness’. 

We were aware of the fact that asking the questions we needed to ask in the 

questionnaire would either remind customers of CSR-activities that the company was 

doing, and the customers were aware of but had forgotten about, or that we might create 

awareness of activities the company was doing that the respondents were unaware of. 

Thus, we intentionally placed the questions for the variable as early in the questionnaire 

as possible, without compromising the logical order of the questionnaire as a whole, 

because we did not in any way want to create awareness before being able to test it. 

 

4.3 Pilot testing 

Before distributing our questionnaire we pilot tested it. The researcher who has 

developed a questionnaire often knows exactly how everything in the questionnaire 

should be interpreted, but the respondents might not and therefore it is necessary to pre-

test the questionnaire (Dahmström, 2005, p.143). The purpose of making a pilot-test is 

thus to ensure that the questionnaire is understandable and easy for the respondents to 

answer and it should be made on people who are similar with the final population of the 

sample (Saunders et al., 2009, p.394). We asked our families and also our supervisor to 

participate in a pre-testing of the questionnaire, in total seven people. Our supervisor 

was the first person to revise and pre-test the questionnaire. We sought her advice since 

she herself is an experienced academic researcher with expertise in quantitative studies. 

After receiving comments the questionnaire was revised accordingly and we continued 

our pilot testing by consulting our families. Our motives for choosing to perform the 

pilot-testing on our family members were for one that they fit the description of the 

sample, i.e. they were all customers of Systembolaget. Secondly, we believed that they 

would not be afraid to give us their honest opinion and deliver constructive criticism. 

Thirdly, by choosing family we could make certain that they understood that they 

should not partake in the actual study. The latter being important since we as 

researchers wanted to perform the study without any influence from us as researchers 

since we were merely objectively testing and collecting data on a phenomenon during a 

short, specific point in time. Thus, no results from questionnaires completed during the 

pilot-testing were included in the final data. 

 

 

4.4 Sampling 

 
As a researcher you could collect and analyze data from everyone concerned in the 

specific study, and that is called census, but it is often so that this is not possible 

(Saunders et al, 2009, p, 210-212). This may be due to time, financial or access 

difficulties (Bryman, 2011, p.178). Some research questions focus on generalization, i.e. 

the answers and data collected will be generalized over the whole population in question 

(Saunders et al, 2009, pp. 210-212). Since the population of this study is very large, due 

to the fact that Systembolaget has monopoly on the market and therefore also a vast 

number of customers, and since we have limited resources to spend on the collecting of 
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our data it is impossible for us to reach census. An additional factor to it being difficult, 

is the sensitive nature of the products Systembolaget are selling, i.e. many customers 

most likely not only wish to be anonymous but might also deny being customers due to 

varying reasons. We will therefore be employing sampling in this study.  

 

There are two general techniques: probability and non-probability sampling and with 

probability sampling there is an equal chance for everyone in the population to be a 

respondent in the study, whereas with a non-probability sampling it is the opposite and 

the probability to be chosen as a respondent is not known (Bryman & Bell, 2011, 

p.176). If conducting probability sampling, you first of all have to identify a sampling 

frame, which is a list containing all potential respondents in the researched population 

from which you can take your sample, e.g. a members list (Bryman, 2011, p. 179). 

Moreover, it is important that the frame includes every possible respondent in the 

population, hence it has to be updated and you need to make sure that there is not any 

inaccurate information because otherwise it could be argued that the sample is not 

representable (Saunders 2009, pp.214-216). Probability sampling enables you to 

generalize the findings to the whole population (Bryman, 2011, p.180). Thus, it was the 

most appropriate sampling technique to use for our study since our aim also was to 

generalize our results to the whole population, i.e. all of Systembolaget’s customers. 

However, we do not have access to any information on the population nor any 

appropriate and suitable sampling frame. The main reason behind the lack of 

information on the population is likely to be that Systembolaget has confidentiality 

regarding who shops in their stores. Thus, it would be impossible for us to develop our 

own sampling frame since the company has such a vast number of customers, due to the 

monopoly, and therefore we have employed a non-probability sampling. 

There are several different techniques based on the researcher's subjective judgement 

that can be applied for doing a non-probability sampling. Convenience sampling means 

selecting people because of the convenience of reaching them, e.g. them being easy to 

obtain answers from (Bryman & Bell, 2011, p.190). One example of convenience 

sampling would be a researcher who is also a teacher, handing out questionnaires to 

different students which he also teaches (Bryman, 2011, p.195). This technique is used 

by many but there are several disadvantages with this sampling method. It is likely that 

the result will be biased since the respondents only appear in the sample because of how 

simple it was to reach them (Saunders et al., 2009, p.241). If conducting this type of 

sampling, it is also possible that you approach the people whom you think looks 

friendlier, or perhaps is of the same gender, which also will result in a biased sample 

(Bryman & Bell, 2011, p.177). However, non-probability sampling is more prominent 

than probability sampling, thus you avoid the difficulties and costs involved with doing 

a probability sampling (Bryman & Bell, 2011, p.191). Except from us not having access 

to any sample frame, the latter is also one of the reasons behind our choice to do non-

probability sampling, and convenience sampling in particular. The time frame set for 

performing this study was also guiding in our decision to use this type of method. We 

initially wanted our findings to be generalized but when deciding to do this type of 

sampling they no longer can be according to Bryman (2011, p.180).  

 

We started by asking Systembolaget if they would consider letting us post our 

questionnaire on their Facebook-page or company webpage. Our intention was that we, 

by distributing the questionnaire there, would still have been able to reach many of their 

customers, i.e. people in the population, since we could not reach census. However, due 

to internal regulations the company was not able to accommodate our request. We then 
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decided that we would post the questionnaire on our own personal Facebook pages. We 

created an event for the questionnaire on Facebook and invitations were sent out via this 

event. The event included a short introduction and information regarding the 

questionnaire along with the URL-link to the questionnaire on Google Forms. The 

invitations that were sent out were to our Facebook-friends.  

 

The majority of those Facebook-friends were in the age range of 20-35 years. Hence, we 

decided to select and ask 6 of our Facebook-friends, to consider assisting us by inviting 

all of their Facebook friends to the event. When choosing which of our contacts to ask 

we considered the age range of their Facebook-friends and also asking people of both 

genders. We therefore chose to ask friends whom had contacts in the other two age-

ranges, i.e. 36-65 and 65+, in order to get a better age spread in our sample. However, 

we did not focus on trying to reach the lower age range, i.e. customers younger than 20. 

Since Systembolaget’s business in large consists of selling strong alcoholic beverages to 

people with an age equal to 20 or above, people under 20 are, thus not a big part of the 

company’s customer base. We make this assumption based on the fact that non-

alcoholic beverages make up only a small part of Systembolaget’s assortment. Thus, the 

part of the company’s customer base that only purchases their non-alcoholic beverages 

would initially be small, i.e. not representing a big part of the population. Furthermore, 

out of this small segment of customers, who only buy non-alcoholic beverages, the ones 

under 20 would in turn only represent a part of it. Thus, we conclude that the customers 

of Systembolaget whom are younger than 20 do not represent a big part of the total 

customer basis, i.e. our population, and thus do not need to be targeted in this research. 

However, we still included them in our sample since they are customers of the 

company. 

 

Out of the six carefully selected Facebook-friends, who fulfilled our set criteria of 

having Facebook-friends in the ages of 36 and above, all agreed to invite their 

Facebook-friends to the event. The grand total of people who received an invitation to 

our survey, i.e. our target sample, was 1113 people. The total amount was calculated 

automatically by Facebook on the event summing up the number of people invited. This 

function also considered the important fact of mutual friends and subtracted those from 

the total so that no one respondent was counted more than once, irrespective of number 

of invitations. The total response rate is calculated by dividing number of responses 

with the sample size subtracting the amount of ineligible respondents, i.e. the 

respondents not matching the research requirements, from the number of responses 

(Saunders et al., 2009, p.220). The total amount of people who responded, and making 

up the study’s sample, was 165.  However, out of the 165 responses 10 had answered on 

our control question that they were not customers of Systembolaget, i.e. they were not 

part of the study population and thus we removed these ineligible responses from the 

data. This gives us a response rate of: 13.9 %. One could also calculate the active 

response rate, which is to also subtract the ones who were unreachable (Saunders, et al., 

2009, p.220). However, we cannot be sure how many respondents we have not been 

able to reach, thus we have only calculated the total response rate. Moreover, one can 

assume that the active response rate would have been higher due to the fact that it is 

likely that not everyone have seen or noticed the event and their invitation. Our 

response rate (13.9%) is low and we believe that this might be due to the vast number of 

questions in our questionnaire. Respondents may have felt that it required too much 

effort to answer the questionnaire, leaving them not answering at all. This is also 

something that Saunders et al., (2009, p. 222) mention as a common cause for low 
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response rates. Since we constructed the survey so that all questions were mandatory, in 

order for the respondent to complete and submit the questionnaire, we only received 

completed questionnaires. Thus, we have cannot estimate how many respondents might 

have started but whom along the way, for some reason, have chosen not to complete it. 

 

Our choice of distributing the survey via an internet-mediated questionnaire was based 

on our opinion that respondents would feel more comfortable, and thus more inclined, 

to fill out and complete the survey if receiving an invitation to do it electronically and at 

their own convenience as opposed to for example being approached outside the store 

and having to do the entire survey on the spot. Moreover, one benefit that we ourselves 

experienced, from using the online questionnaire, was that we could select that each and 

every question on the questionnaire should be obligatory. Hence, respondents that 

missed or intentionally did not fill out one question would automatically receive an 

error message via the survey form saying that all questions require an answer in order to 

be able to proceed to the next page of the questionnaire. If we would have used a postal-

questionnaire, it is our opinion that people might have thought it would be complicated 

to return it and that they might get annoyed due to the fact that they had to send it back, 

resulting in them not answering at all. Thus, by having an online survey where all 

questions required answers we argue that we were able to limit the amount of missing 

data, which likely would have occurred if we had chosen a different alternative. 

 

 

Based on the resources available during our research we considered Facebook to be an 

easy, and at the same time plausible, way of reaching potential respondents. However, 

we identify some disadvantages with using Facebook as well. Because, even though we 

calculate how many Facebook users that have received the invitation to the 

questionnaire, we are not able to say for a fact how many that has actually seen the 

invitation, nor can we be certain that no one other than the six friends we contacted has 

forwarded the URL-link to others. Furthermore, we realize that there are no guarantees 

that people have not completed the questionnaire more than once. But, we do not see 

any obvious reasons to why anyone would spend time to answer it again, nor have we 

gotten any indication that anyone has, since no reward was offered for completing the 

survey. According to Saunders et al., (2009, p.396) rewards may in fact serve as 

incentives for people to participate which in turn may affect the response rate positively. 

However, we argue that incentives would not have been favorable to use in this study 

since people then might have gotten motivated to do the survey more than once, since 

this was in fact possible. Hence, due to the fact that we did not use rewards as 

incentives, we consider the risk of such bias as very small.  

 

Another aspect to consider in terms of our chosen sample is the fact that we only will be 

reaching those who have Facebook, i.e. users of one particular social media. Thus, 

respondents’ attitudes towards this particular media might have played a part in who 

actually decided to partake in the study. Furthermore, we do not know how many 

customers of Systembolaget are represented on Facebook. What we can consider 

however, is that Systembolaget’s Facebook page has over 60.000 ‘likes’ (Facebook 

2015), i.e. followers, and that Facebook has over 5 million users in Sweden alone and is 

currently the largest media in the country (Arstad Djurberg, 2013). Thus, we can see 

that the company have interested parties present on Facebook and we argue that a 

majority of those most likely also are customers. We also argue that the number of 

‘likes’ only reflect some part of the company’s customer base. In addition, we deem it 
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likely that there are even more customers, than the 60.000 who are following the 

company page, with a Facebook account but who has not actively ‘liked’ the company 

page. Something we saw as a possible advantage of choosing Facebook was the fact that 

we could invite our friends, and their friends, to take part in the study. We hoped that 

the fact that we had met all of our Facebook-friends in real life, thus having some form 

of personal relationship to many of the respondents whether it be as close friends, 

acquaintances or otherwise being familiar, would be an incentive and thus a 

contributing factor of getting people to partake in the study and hence improving the 

response rate. If this was confirmed or not we are however not able to tell. 

 

The questionnaire was distributed on Facebook for a time period of nine days and 

during that time we sent out two reminders. This is in accordance with Saunders et al. 

(2009, p. 398) who recommend researchers who are doing a web-based questionnaire, 

and who have a pre-survey contact with their recipients, to remind those who have not 

responded to the questionnaire and thank those who have after the first week has passed. 

Due to prerequisites on Facebook no event could be set to a period of days, i.e. only one 

date could be chosen. Therefore we also reset the date of the event every day to 

correspond to the current date so that it would show up as active on the event calendar 

every day for all those invited. We consider this to have served as an additional 

reminder as well. Furthermore, since the questionnaire was in Swedish that meant that 

only customers who knew the Swedish language could comprehend questionnaire. To 

summarize: the sample of this study is customers of Systembolaget with a Facebook-

account and an understanding of the Swedish language. 

 

4.5 Data analysis 

Before quantitative data has been analyzed it does not have any specific meaning to 

most people, thus it need to be processed to become useful information (Saunders et al., 

2009, p. 414). In order for us to be able to analyze our collected data, the results were 

exported from Google form into an Excel spreadsheet. The data was then exported to 

the statistical analysis program SPSS. Through SPSS different measures can be made; 

we have in this thesis conducted Cronbach alpha, descriptive statistics and multiple 

regression analysis. All questions in the questionnaire that were measured on a Likert 

type or bipolar scale were between 1 and 5, where 1 was negative and 5 positive, thus 

making 3 neutral or unsure. Since every index in the questionnaire that was measured 

on a scale consequently had the negative response indicated by a low value and a 

positive response indicated by a high value there was no need to reverse any variables 

prior to commencing the testing of the variables or when computing variables by 

summing up the values within each index to create a total. This is important to consider 

since a variety between what the different values signifies would have made the analysis 

invalid. Since all questions testing the eight variables in our conceptual model were 

also measured on a 5-point scale analyzing and comparing the results was easier. 

 

When coding data it is important to check for errors (Saunders et al., 2009, p. 425). We 

looked for irregularities in the questionnaire that would suggest that there was an error. 

For example we made sure that no respondents had ticked the same one number 

throughout the questionnaire, e.g. only 5’s, since that is considered an illogical 

relationship (Saunders et al.,  2009, p. 427), or that there were letters in the cells instead 

of numbers. Since we had constructed the questionnaire in a manner which, by the use 



52 
 

of a filter question, sent respondents who answered that they were not customers of 

Systembolaget to the end of the questionnaire, those responses were easily detected as 

incompletes and removed from the data set before we conducted our analysis. 

Furthermore, we were able to avoid the issue of missing values since all questions were 

obligatory. We also employed the previously mentioned control question of whether 

respondents were customers or not and thus we were able to exclude some ineligible 

answers. Even though this process of checking the data is time consuming it is 

important to do it since the results otherwise would be incorrect leading to false 

conclusions being drawn (Saunders et al.,  2009, p. 427). To sum up, we were able to 

confirm that no incorrect results were uncorrected in our data before we started 

analyzing it.  

 

4.5.1 Cronbach alpha 

There are a variety of methods for calculating the internal reliability, and Cronbach 

alpha is one of the most frequently used methods for doing this (Bonnet & Wright, 

2015, p. 3; Bryman, 2011, p.162; Saunders et al., 2009, p.374). It is also seen as the 

basic method for determining reliability (Nunnally, 1967, p.210). The alpha coefficient 

ranges from 1 to 0, where 1 indicates a perfect internal reliability, whereas 0 means that 

there is no internal reliability at all (Bryman, 2011, p.162). It is particularly important to 

test this for multiple-item scales, in order to see if the different items are internally 

consistent (Bryman & Cramer, 2005, p.77). If the Cronbach alpha is very low, this 

indicates that the test is either too short or that the items used do not have much in 

common (Nunnally, 1967, 2010). The Cronbach alpha should be above 0.8 (Bryman, 

2011, p.162; Bryman & Cramer, 2005, p.77), however previous research has also 

considered an alpha above 0.7 as reliable (Bryman, 2011, p.162). We have conducted 

Cronbach alpha tests on all of our different constructs: CSR support, issue support, 

perceived fit, awareness, attitudes, perceptions, attributions and customer satisfaction.  

 

4.5.2 Descriptive statistics 

Descriptive statistics may be used to help describe and compare different variables 

numerically (Saunders et al., 2009, p. 444). One way in which the data may be 

described, is through providing central tendencies (Bryman, 2011, p.324). Central 

tendencies are the mean, the mode and the median, where the mean value is the most 

used measure of the three central tendencies measures (Saunders et al., 2009, p. 444). 

Except from the mean it is necessary to see how the different data values are dispersed 

around the mean (Saunders et al,. 2009). To assess the amount of dispersion, i.e. how 

widely spread a distribution is, standard deviations are used (Saunders et al,. 2009, p. 

447). They show the average amount of deviation from the means and it is often 

displayed beside it (Bryman & Cramer, 2005, p.105). If the standard deviation is low, 

this means that the mean is more typical than if the standard deviation would have been 

high, thus the values would then have been more widely spread (Saunders et al., 2009, 

p.447). In order to assess correlations between variables, Pearson's correlations can be 

conducted (Bryman, 2011, p.327). Pearson’s correlation shows the strength of a 

relationship between variables (Saunders et al,. 2009, p.451). This relationship is 

determined and shown by a coefficient. The coefficient can range from 0-1, and if the 

coefficient is 1 there is a perfect correlation between the two variables, and if it is 0 

there is no correlation at all, and the correlation can also be both positive and negative 

(Bryman, 2011, p.327). We have in this study conducted Pearson’s correlation test, 

including all of our different variables. 
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4.5.3 Multiple regression analysis 

Regressions are made to see the relationships between variables and when conducting 

multiple regressions this includes doing this with two or more independent variables 

(Bryman & Cramer, 2005, pp.300-301). Accordingly, since we have more than one 

independent variable in our conceptual model this was the appropriate measure to use. 

Perceived fit, issue support and CSR support were all independent variables when tested 

separately in relation to dependent variables awareness, attitudes, attributions and 

perceptions. Then awareness, attitudes, attributions and perceptions were used as 

independent variables and tested on the dependent variable customer satisfaction. When 

a multiple regression analysis has been conducted, R-square is indicated. If R-square is 

0.10, it means that the different independent variables explain 10% of the variation in 

the dependent variable (Bryman & Cramer, 2005, p.312). A relationship between an 

independent variable and a dependent variable is linear, which means that a change in 

the dependent variable is related to a change in the independent variable. Beta (β) 

indicates that one change in unit of the independent variable, will cause the dependent 

variable to change by the number of beta. (Saunders, et al., 2009, pp.462-463) The 

mentioned indicators are the ones we have studied, when conducting multiple 

regression analysis.  

4.5.4 Multicollinearity 

VIF stands for Variance Inflation Factor and it measures if there is multicollinearity 

(Bryman & Cramer, 2005, pp. 312-313). VIF value should be as low as possible (1 is 

the minimum value) and if above 10, there is a high level of multicollinearity (Saunders 

et al,. 2009, p. 463). Multicollinearity, is when two or more independent variables in a 

regression analysis is highly correlated to each other making it problematic to separate 

the different effects that they have on the dependent variable (Bryman & Cramer, 2005, 

pp. 302-303). Thus, testing for multicollinearity is something we have also done during 

our analysis of the data to avoid such risks. 

 

4.6 Ethical considerations. 

Ethical issues may arise at many times when conducting research and it is important 

that these issues are not overlooked; thus, it will affect the integrity of the entire 

research (Bryman & Bell, 2011, p.122). General ethical principles concern: integrity, 

confidentiality, voluntariness and anonymity, and it is also important to inform the 

respondents on why the study is conducted and that it is voluntary to participate 

(Bryman, 2011, p.131). If promising anonymity for the respondents, it is crucial that 

this promise is kept (Saunders et al., 2009, p.194).  

 

These different ethical considerations have thus been kept in mind throughout the whole 

research process. In the introduction to the questionnaire we included information about 

the purpose of gathering the data and what it would be used for. This was made so the 

respondents would be able to evaluate if this was something that they would want to 

take part in, and if they did they would know what kind of study they participated in. 

We also stated that it was voluntary to participate in the study in order to clear any 

misunderstandings that could have occurred so that no one would feel as they were 

forced to participate, thus this was not the case. We also stated in the introduction of the 
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questionnaire that all respondents would be anonymous when participating and 

answering, which they also were. Since we invited people on Facebook to our event 

with the questionnaire, one might argue that the respondents were not in fact completely 

anonymous. However, when managing the settings of the event, we made sure that none 

of the invited could see who else were invited. Moreover, we did not request that the 

invited should press “yes” on the event to participate, this was completely up to them. 

When we were finished with gathering the responses we closed the questionnaire; 

hence, people could not continue to respond. Finally, when we are completely finished 

with the study, we will also erase all data that we gathered to further ensure the 

anonymity of our respondents. 

 

It is important that researchers do not cause discomfort, embarrassment or any kind of 

harm to participants in the study; thus, avoiding these matters serves as a cornerstone 

for conducting research that is ethical (Saunders et al., 2009, p. 186). We have tried our 

best not to affect or cause our respondents any kind of harm. One step was to keep their 

anonymity and thus avoid them feeling discomfort of others knowing they were a part 

of our study. Moreover, since we had a voluntary questionnaire we did not in any way 

force those invited to answer or participate in our study. Hence, if they would not have 

wanted to participate in our study, it would have been simple for them to ignore the 

questionnaire and we wouldn’t have known. If we had asked them personally they 

would perhaps have felt more obliged, or forced even, to answer it. 

 

Even though Systembolaget has not actively been a part of this study, except from  

providing us with additional information regarding their CSR work, we have tried our 

best to not put Systembolaget in any kind of harm. The sustainability manager received, 

of whom we received that information, said that the company due to internal regulations 

could not approve to posting our questionnaire on their Facebook-page (L. Rogeman, 

personal communication, April 17, 2015). She also mentioned that it had to be clear that 

we were the ones behind the study and not Systembolaget page (L. Rogeman, personal 

communication, April 17, 2015). To make this clear for the respondents, we stated in 

the introduction to the questionnaire, that we were two students conducting the study as 

a part of our degree project and that any questions the respondents might have would be 

sent to, and responded by, us. Thus, we were clear about Systembolaget not being 

behind the study. Regarding the design we did not use any logos or other pictures 

referring to Systembolaget, since we saw that it could have led to confusion regarding 

who was actually conducting the study. 
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5. Empirical findings and analysis 
The empirical findings and following analysis will be displayed and described in this 

chapter. First the demographics of the respondents will be described, and then we will 

display the Cronbach alpha and show the descriptive statistics. Our regression analysis 

will then be presented and finally the chapter is ending with a display of our revised 

model. 

 

5.1 Demographics 

The age distribution of our sample is displayed in figure 4. In our questionnaire, there 

were 4 different categories to choose from. Under 20, between the age of 20-35, 36-65 

and 65+. The age distribution is displayed in figure 4. The majority of the respondents, 

a total of 70.32% were 20-35 years. This may be due to the fact that the questionnaire 

was distributed on Facebook and the majority of the ones whom received our 

questionnaire were our own Facebook-friends, i.e. we are in this particular age-range 

and thus many of our Facebook-friends are as well. Furthermore, people in the ages 

between 25-34 are also the ones who use different social media's the most in Sweden 

(SCB, 2014, p.90). Thus this may also be a factor which helps explain why this age 

group was the most represented. The distribution showed that 27.10% of our sample 

was between 36-65 years. As mentioned in the sampling section, we chose to ask people 

who had Facebook-friends in this age span, so as to increase the section of respondents 

in the ages of 36-64. Moreover, there were only 2.58 % of the respondents participating 

in this study, who were older than 65, i.e. 65+. According to Statistics Sweden (SCB, 

2014, p. 90) people between 65-85 are the ones who engage on social media, e.g. 

Facebook and Twitter, the least. This may be one factor, explaining why our 

respondents in the age range of 65+, were so few. 

 
FIGURE 4. AGE DISTRIBUTION 
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The gender distribution of our sample is illustrated in the pie chart in figure 5. Out of 

our total number of 155 responses 86 (55.48%) were female and 69 (44.52%) were 

male. As explained earlier, under the section on sampling, we tried to reach both 

genders and this was done through careful consideration of whom of our Facebook-

friends we asked to share the questionnaire. As the graph shows, we were close to 

getting an equal distribution of genders. 

 
 

                      FIGURE 5. GENDER DISTRIBUTION 
 

In our questionnaire we asked the respondents to indicate from which information 

sources they would like to be getting information about Systembolaget’s CSR work. 

The respondents were asked to tick [yes] or [no] for all of the suggested sources. Of the 

155 respondents, the most preferred information source was the company webpage with 

a support of as many as 139 respondents. The information source which they preferred 

the least was the CSR report with only 62 people wanting to hear about Systembolaget’s 

CSR efforts through this channel. The second most preferred information source was 

Mass media (121), third the Employees (94) and fourth brochures (89). 

 

5.2 Cronbach alpha 

Cronbach alpha tests were made to assess the internal reliability of the different 

constructs. Test was performed on all constructs: perceived fit, CSR support, issue 

support, awareness, attitudes, attributions, perceptions and customer satisfaction. By 

using questions from previous research the risks of not having internal reliability was 

decreased but since modifications were made and some questions excluded this test still 

had to be performed to determine that all variables were still reliable. Values above 0.8 

signifies internal reliability (Bryman & Cramer, 2005, p.77), however previous research 

also states that values above 0.7 could be seen as satisfying (Bryman, 2011, p.162). As 

visible in table 1, all of the different constructs had values above 0.8 except for CSR 

support. However, since 0.79 is very close to 0.8, and above 0.7, we argue that it is still 

reliable. Thus, all constructs were reliable and we could proceed with our analysis. 
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 TABLE 1 - CRONBACH’S ALPHA 

Construct Cronbach alpha 

CSR support 0.79 

Issue support 0.88 

Perceived fit 0.94 

Awareness 0.90 

Attitudes 0.93 

Attributions 0.84 

Perceptions 0.91 

Customer satisfaction 0.93 

 

5.3 Descriptives 

We continued our data analysis by computing all of our different items into indexes for 

the constructs. Then we retrieved the key descriptive of our sample. With the 

descriptive statistics we were able to see the means of all of the different constructs as 

well as the standard deviation and Pearson correlation. As shown in table 2, all of the 

means for the various constructs are above 3, signifying that the respondents have 

opinions regarding the different constructs that are above mid-level. However, for 

perceptions the mean is almost equal to 3, meaning that perceptions are somewhat 

neutral. The mean is highest for issue support, with a mean of 4.14. The standard 

deviations, as could be seen in table 2, are fairly close to the mean and there is no 

indication of extreme deviations from the mean. 

 
TABLE 2 - DESCRIPTIVE STATISTICS 

Construct Mean Std. Deviation 

CSR support 3.99 0.69 

Issue support 4.14 0.84 

Perceived fit 3.71 0.78 

Awareness 3.44 0.69 

Attitudes 3.51 0.81 

Attributions 3.62 0.80 

Perceptions 3.01 0.90 

Customer Satisfaction 3.53 0.83 
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5.4 Correlation 

Too see if there was any correlation between the variables, a Pearson correlation test 

was performed. As mentioned earlier correlations can range between -1 to 1, where 0 

indicates that there is no correlation between the two variables (Bryman, 2011, p.327). 

As could be seen from Table 3 all of the different constructs are positively related to 

each other. Furthermore, all constructs are statistically significant at a 0.05 p-level. The 

strongest correlation is found between customer satisfaction and perceived fit (0.668, p 

< 0.05). Based on this, if the company were to increase the perceived fit the customer 

satisfaction would also be improved. The weakest correlation is between perceptions 

and issue support, (0.158, p < 0,05), this correlation could be seen as weak, since it is 

quite near 0.    
TABLE 3. PEARSON CORRELATION 

Constructs 1 2 3 4 5 6 7 8 

CSR support (1) 1 
       

Awareness (2) 0.439** 1 
      

Issue support (3) 0.438 

** 

0.261 

** 

1 
     

Perceptions (4) 0.268 

** 

0.592 

** 

0.158 

* 

1 
    

Attitudes (5) 0.313 ** 0.595 

** 

0.248 

** 

0.476 

** 

1 
   

Attributions (6) 0.337 ** 0.649 

** 

0.179 

* 

0.546 

** 

0.587 

** 

1 
  

Perceived fit (7) 0.186 * 0.548 

** 

0.162 

* 

0.592 

** 

0.603 

** 

0.571 

** 

1 
 

Customer Satisfaction (8) 0.228 

** 

0.611 

** 

0.291 

** 

0.589 

** 

0.654 

** 

0.588 

** 

0.668 

** 

1 

**. A correlation is significant at the 0.01 level (2-tailed). 

*. Correlations is significant at the 0.05 level (2-tailed) 

 

5.5 Regression analysis 

In order for us to analyze the effect of the independent variables on dependent variables, 

we conducted a regression analysis. The independent variables are perceived fit, issue 

support and CSR support while the dependent variables are attitudes, perceptions and 

attributions. Perceived fit was however, in accordance with stated hypotheses, not tested 

as an independent variable against awareness. Instead only CSR support and issue 

support were measured as independent variables to awareness as the independent 

variable. Later awareness, attitudes, perceptions and attributions posed as independent 

variables of customer satisfaction as the dependent variable.  
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5.5.1 Regression 1. Awareness as dependent variable 
 

TABLE 4. REGRESSION 1 - AWARENESS AS DEPENDENT VARIABLE 

 
 

 

TABLE 5. REGRESSION 1 - AWARENESS AS DEPENDENT VARIABLE 

 
 

In table 5, we could see that the adjusted R-square is 0.199, meaning that the model 

explains 19.9% of the variance in the dependent variable, which is awareness. VIF 

values are all below 10 and it could then be concluded that there is no multicollinearity 

between the variables. In table 4 we could see that CSR support has a significant 

positive effect on awareness (β = 0.399, p < 0,005). Issue support does not have a 

statistically significant effect on awareness, thus the significant level (0.291) being high 

above the applied significant level (p < 0,05). If significance level is 0.05, it means that 

there is a 5% chance that the result occurred by chance alone (Saunders et al., 2009, 

p.450), and if it is above 0.05 it is not said to be statistically significant (Saunders et al,. 

2009, p.459). 

 

The Beta (β) means that one unit change in the independent variable, will cause the 

dependent variable to increase by the level of β (Saunders, et al., 2009, pp.462-463). β 

for ‘CSR support’ is 0.399, meaning that a change in ‘CSR support’ will change 

awareness by 39.9%. 

 

 

5.5.2 Regression 2. Attitudes as dependent variable 
 

TABLE 6. REGRESSION 2 -  ATTITUDES AS DEPENDENT VARIABLE 
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TABLE 7. REGRESSION 2 - ATTITUDES AS DEPENDENT VARIABLE 

 
 

The adjusted R square is 0.399, as shown in table 7, meaning that the model explains 

39.9% of the variation of the dependent variable attitudes. The VIF values are all below 

10, thus is could be concluded that there is no multicollinearity between the independent 

variables. All dependent variables has a positive effect on attitudes, however it is only 

CSR-support and perceived fit that is statistically significant. The statistical significance 

level of issue support (0.242) is high above the accepted level (p < 0,05) and does 

therefore not have a statistically significant effect on attitudes. β for CSR support is = 

0.203 and β for perceived fit is = 0.579. Since the value of β is higher for perceived fit, 

it means that it affects attitudes more than CSR-support does. 

 

5.5.3 Regression 3. Attributions as dependent variable 
 

TABLE 8. REGRESSION 3 - ATTRIBUTIONS AS DEPENDENT VARIABLE 

 
 

 

TABLE 9. REGRESSION 3 - ATTRIBUTIONS AS DEPENDENT VARIABLE 

 
As could be seen in table 9, the adjusted R square is 0.369, which indicates that the 

model explains 36.9% of the variation in attributions. The VIF values are all below 10, 

thus there is no multicollinearity between the variables. Perceived fit and CSR support 

have a positive statistically significant effect on the dependent variable attributions, 

with a β = 0.284 for CSR support and β = 0.543 for perceived fit. Issue support has a 

negative effect on attributions with a β = -0.14, however this is not statistically 

significant. If looking at the β-values, perceived fit affects attributions to a higher extent 

than CSR-support. 
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5.5.4 Regression 4. Perceptions as dependent variable 
 

TABLE 10. REGRESSION 4 - PERCEPTIONS AS DEPENDENT VARIABLE 

 
 

TABLE 11. REGRESSION 4 - PERCEPTIONS AS DEPENDENT VARIABLE 

 
 

The adjusted R square is in this case 0.364, meaning that the model explains 36.4% of 

the variation in perceptions. VIF is below 10, and thus there is no multicollinearity 

between the independent variables. CSR support and perceived fit, have a statistical 

significant effect on perceptions, however perceived fit does not. Both CSR support and 

perceived fit have a positive effect on perceptions. Moreover, perceived fit has a β = 

0.649 and β for CSR support is = 0.216. β for perceived fit was higher than for CSR 

support, meaning that perceived fit affects perceptions to a higher extent. 
 

5.5.5 Regression 5. Customer Satisfaction as dependent variable 
 

TABLE 12. REGRESSION 5 - CUSTOMER SATISFACTION AS DEPENDENT VARIABLE 

 
 
 

 

TABLE 13. REGRESSION 5 - CUSTOMER SATISFACTION AS DEPENDENT VARIABLE 
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The adjusted R square is 0.549 which means that the model explains 54.9% of the 

variation in the dependent variable, in this case customer satisfaction. VIF is below 10, 

and we can then assume that there is no multicollinearity between the different 

independent variables used. All of the different independent variables have a positive 

effect on customer satisfaction, however attributions does not have a statistically 

significant effect on customer satisfaction, whereas the other independent variables, 

awareness, perceptions and attitudes have a statistically significant effect. The values 

of  β is = 0.194 for awareness, β = 0.227 for perceptions and β = 0.369 for attitudes. 

Attitudes does therefore affect customer satisfaction to a higher extent than the other 

two statistically significant variables while awareness has the least effect on customer 

satisfaction. 

5.6 Revised conceptual model 

The first four regressions were conducted to determine if CSR support, issue support 

and perceived fit had any effect on the dependent variables awareness, perceptions, 

attitudes and attributions. However for the variable awareness, perceived fit was 

excluded. Issue support is for all of the different dependent variables not statistically 

significant to have an effect on either one of them. Thus the hypotheses 5-8 are not 

supported. CSR support had statistically significant effects on all of the dependent 

variables, and perceived fit also had a statistically significant effect on attitudes, 

perceptions and attributions. Perceived fit was seen to have a greater effect on these 

three dependent variables, than CSR support. The last regression was made with 

customer satisfaction as the dependent variable. In this case, the independent variables 

were awareness, perceptions, attitudes and attributions. All of the different variables had 

a statistically significant effect on customer satisfaction except from attributions. 

Because of this nor H14 was supported. Attitudes were also seen to have the greatest 

effect on customer satisfaction. In table 14, the different hypotheses are stated, as well 

as if they were supported or not. In Figure 3 our revised conceptual model is presented. 

TABLE 14. THE RESULTS OF THE HYPOTHESES TESTING 

H1 CSR support has a positive effect on Awareness Supported 

H2 CSR support has a positive effect on Attitudes Supported 

H3 CSR support has a positive effect on Attributions Supported 

H4 CSR support has a positive effect on Perceptions Supported 

H5 Issue support has a positive effect on Awareness Not supported 

H6 Issue support has a positive effect on Attitudes Not supported 

H7 Issue support has a positive effect on Attributions Not supported 

H8 Issue support has a positive effect on Perceptions Not supported 

H9 Perceived fit has a positive effect on Attitudes Supported 

H10 Perceived fit has a positive effect on Attributions Supported 
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H11 Perceived fit has a positive effect on Perceptions Supported 

H12 Awareness has a positive effect on Customer satisfaction. Supported 

H13 Attitudes has a positive effect on Customer satisfaction Supported 

H14 Attributions has a positive effect on Customer satisfaction Not supported 

H15 Perceptions has a positive effect on Customer satisfaction Supported 

 

 

As table 14 shows, not all of the stated hypotheses were supported. Thus, our 

conceptual model has been changed accordingly and the new, revised conceptual model 

is displayed in figure 3. 

 

 

 

 

 

 
 

 

 

FIGURE 3. REVISED CONCEPTUAL MODEL                                                                                                                                           
 
 
 
 
 
 
 
 
 
 



64 
 

6. Discussion 
In this chapter we will discuss our findings in relation to previous research. We will 

discuss each variable in the conceptual model separately. 

By testing our conceptual model we wanted to find out how well it described the 

phenomenon of Customer Satisfaction and which variables were most important in the 

context of creating it. Our initial analysis of the different variable means showed us that 

in fact the means of all of the different variables, i.e. CSR support (3.99), issue support 

(4.14), perceived fit (3.71), awareness (3.44), attitudes (3.51), perceptions (3.01), 

attributions (3.62) and customer satisfaction (3.53), were all above 3. This gives us a 

clear indication that even though the different means are close to 3 they are at least not 

negative, i.e. below 3. However, it is only issue support that has a mean over 4, while 

the other variables lie between 3 and 4. 

 

6.1 CSR support  

Customers CSR support had a mean of 3.99 showing us that the respondents in general 

support CSR and sustainable businesses on a level above medium. Such findings are in 

line with studies by Creyer (1997), Maignan (2001) and Ramasamy & Yeung (2009), 

who found that consumers are supportive of ethical and sustainable businesses. Sweden 

is shown to have one of the highest numbers of CSR activists, a niche group heavily 

engaged and interested in CSR (Dawkins, 2005, p.116). Thus, since our findings 

showed respondents being above medium might give a slight indication of the 

respondents confirming this notion. Consumers that view CSR more favorably were 

according to Bhattacharya & Sen (2004, pp. 16-18) more willing to attest internal 

responses such as awareness and attitudes. Our findings support Bhattacharya & Sen 

(2004) research, thus they show that CSR support has a statistical significant effect on 

both awareness and attitudes. CSR support is shown to affect awareness more (β = 

0.399, p < 0,05) than it affects attitudes (β = 0.203, p < 0,05). Since customers 

nowadays expect companies to behave in an ethical manner, communication campaigns 

informing about companies CSR work, should not be assumed to meet massive positive 

responses (Page & Fearn, 2005, p.312). This could be one explanation for why CSR 

support did not have as great effect on attitudes as expected. CSR support was, as 

indicated by the mean, above medium and thus people supporting CSR may also be 

expecting Systembolaget to behave in an ethical manner.  

 

Another explanation for why the respondents CSR support did not affect attitudes as 

much as expected, may be due to people supporting CSR only because of concern of 

appearance, rather than because they actually, genuinely care (Basil & Weber, 2006, 

pp.68-69). Thus, it may then not affect attitudes as much. Even though CSR support 

was shown to also have a statistically significant effect on perceptions (β = 0.216, p < 

0,05) and attributions (β = 0.284, p < 0,05), the effect is in line with CSR supports effect 

on attitudes (β = 0.203, p < 0,05) which were as mentioned also low. Even though the 

effects were not as high as for awareness, we can still see from the results that CSR 

support does have a significant effect and thus this shall not be overlooked by 

companies. CSR support was shown to have a great effect on awareness. Hence, it 

would be beneficial for companies to try and increase their CSR support, by e.g. 

informing the consumers about CSR in general but also the benefits of companies 

engaging in CSR activities. 



65 
 

6.2 Issue support 

The independent variable, issue support was shown to have no effect on either one of 

the dependent variables, awareness, attribution, perceptions and attitudes. This does not 

correspond with what previous research has shown. Bhattacharya & Sen (2004, p.18) 

research showed that the more a consumer supported the specific CSR issues, the better 

were the attitudes and awareness level. Our empirical findings, suggests that issue 

support does not actually have any significant effect on either awareness or attitudes. 

Respondents with higher levels of interest in specific CSR domains, are also shown to 

have higher awareness levels than the respondents who did not show this interest 

(Pomering & Dolnicar, 2009, p.297). Since issue support did not have a significant 

effect on awareness, this is also not the case for our study. The mean of issue support 

was 4.14, which we interpret as the respondents supporting the specific issues that 

Systembolaget is working with, to a somewhat high extent, thus 3 being a neutral 

answer. If our hypothesis H5 - H8 would have been supported, the mean of 4.14 would 

have been positive for Systembolaget. However since they were not, the high level of 

issue support did neither affect awareness, attitudes, perceptions nor attributions. Which 

CSR issues are most important differs between different stakeholders (Dawkins, 2005, 

p.110).  

 

In this thesis, the stakeholder group that has been examined is the customers of 

Systembolaget. The high mean of 4.14 indicates that Systembolaget, according to their 

customers, have found the right issues to support in relation to what their customers 

support. According to theories about CSR support, high values might be biased, thus not 

all people claiming that they support CSR efforts, actually do care. They might only do 

this because it is seemed like the appropriate thing to do (Mohr et al, 2001, p.50). This 

notion might, as we see it, also be applicable to the variable issue support; thus, it can 

be seen as related to CSR support but being more specific. Since our results show that 

issue support does not affect either one of the dependent variables attitudes, awareness, 

perceptions and attributions, it may be as Mohr et al. (2001, p.50) states, which is that it 

might be due to respondents’ overestimating their actual issue support, since they feel 

that being supportive of these issues is something that you are supposed to be, but when 

in reality they do not care as much as they initially indicated. The specific company 

context may also be one explanation for why issue support did not have any significant 

effect on either one of the responses. Because, we applied theories from studies based 

on regular business prerequisites and those might not appear in the same way in such 

contexts as the one in this study. Since issue support did not have any significant effect 

on either one of the variables which it was tested against, it was excluded from our 

model.  

 

6.3 Perceived fit  

Even though customers were not exposed to a stimulus, e.g. by being asked to read 

about or look at commercials of Systembolaget’s CSR-initiatives, we argue that we still 

were able to test the perceived fit. Mainly because the initiatives might be recognizable 

to many, i.e. most people know the Police and we also believe that many have heard 

about the IQ initiative. Moreover, we argue that even though people might not be 

familiar with Alkoholforskningsrådet (English translation: the Alcohol Research 

Council) they might get an idea of which domain the nonprofit is working and hence 
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having an opinion about the fit. Otherwise, respondents also had the option of 

answering neutral, i.e. answering 3 on the scale. 

 

Our findings provided information that the independent variable perceived fit had a 

mean of 3.71. Thus, it seems like the customers perceive that there is a fit slightly above 

medium between Systembolaget and the different causes/cause-partners. According to 

previous research, a degree of fit is said to have an effect on attitudes towards the firm, 

i.e. having a high fit results in positive attitudes towards the company (Bhattacharya & 

Sen, 2004, p.15). Even though the perceived fit was not high, the results from the 

multiple regression analysis, shows that perceived fit has a significant effect on 

attitudes, perceptions and attributions. Perceived fit was the independent variable seen 

to have the greatest effect on attitudes (β = 0.579, p < 0,05) where one unit change in 

perceived fit would have caused a 57.9 % change in attitudes. So even though the fit 

might not be perceived as especially high, it still shows that it has a significant effect on 

attitudes. Previous research as mentioned showed that fit had an effect on attitudes 

towards the company, and our results show that it also has a significant effect on 

attitudes towards a company’s CSR initiatives and CSR communication.  

 

The items we adopted in our questionnaire were containing two different types of fit, 

which we chose to combine. Those were functional and image-fit. Bigné et al. (2012, 

p.587) findings showed that these different types of fit had a significant effect on 

perceptions, but in two different ways. Functional fit was shown to have an effect on 

perceptions directly, whereas image fit affected perceptions through having an effect on 

attributions and loyalty. (Bigné et al., 2012, p.587). Since we, during the survey 

construction, had made the choice to regard the two types of fit as one variable of 

perceived fit they were analyzed accordingly and our results showed that they still had a 

great effect on perceptions, more specifically a 64.9% effect on perceptions. Kim et al. 

(2012, p.170) found in their research that fit could have a significant effect on the 

attributions that the respondents were making about why the company engaged in CSR. 

Research by Ellen et al. (2006, p. 154) also showed that perceived fit had an effect on 

attributions. Our findings in this study are in line with their findings, thus perceived fit 

was according to the multiple regression analysis shown to have a statistically 

significant effect (β = 0.543, p < 0,05) on the dependent variable attributions. 

 

6.4 Awareness  

Awareness is as indicated by the mean (3.44), low but not non-existent. Since all of the 

items/claims in the questionnaire were true, a highly aware customer would as we 

interpret the different answering alternatives have answered 5. If a respondent would 

have answered 1-3, they would according to our interpretation not have been aware, 

since all of the statements were true. If interpreted according to this, 3.44 in mean would 

give an indication of the respondents having awareness slightly above average. 

However, it should also be mentioned that there is a possibility, that the respondents 

may also have answered 3, due to them being unsure on what to answer. As previously 

mentioned, the mean of CSR support was 3.99 indicating that the respondents support 

was above medium. However, awareness is lower, thus the findings are in line with 

those of Schmeltz (2012, p.39) which showed that awareness of CSR was low even 

though consumers deem it to be important. She further argued that consumers wanting 

to have more information about companies CSR efforts than they are currently provided 
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with (Schmeltz, 2012, p.39). One explanation for why awareness is not higher among 

the respondents could be that Systembolaget has not provided enough, or good enough, 

information. Thus, the communication might not be getting through effectively. We 

consider Systembolaget to be employing Morsing & Schultz (2008, p.327) stakeholder 

information strategy when it comes to their communication. The strategy regards simply 

informing the stakeholders, in this study the customers, about their CSR work (Morsing 

& Schultz, 2008, p.327). Since awareness, as can be seen by the mean, has room for 

improvement, this strategy is not optimal since it does not seem to be effective in 

creating awareness. Hence, it might be beneficial for Systembolaget to change their 

strategy if their customers’ awareness is to be improved. One potential solution for 

enhancing awareness, might be for Systembolaget to adopt what Morsing & Schultz 

(2008, p.328) refers to as stakeholder involvement theory, which is having an open 

dialogue with their stakeholders about their CSR efforts. Making the customers more 

involved may then lead to an increase in awareness.  

 

According to the multiple regression analysis, awareness as an independent variable was 

shown to have a statistically significant effect on the dependent variable customer 

satisfaction. One unit change in awareness would have changed customer satisfaction 

with 19.4%.  Awareness was the independent variable that was seen to have the least 

statistically significant effect on customer satisfaction out of the significant variables. 

According to Bhattacharya & Sen (2004, p.16) customers’ awareness of a company’s 

CSR efforts would enhance their well-being. Our findings show, that awareness also has 

an effect on customer satisfaction even though the effect is quite small. We interpret 

these results as evidence that creating awareness is an important factor to remember for 

companies when working with CSR and with how they communicate it to their 

customers. However, since awareness in the context of our conceptual model did not 

affect customer satisfaction as much as attitudes and perceptions did, this indicates that 

customers are affected more about those aspects when it comes to how satisfied they are 

than they are of being aware about what socially responsible activities a company is 

employing. Enhancing awareness should thus not be prioritized for Systembolaget, 

since it was the variable affecting customer satisfaction the least, but it should not be 

diminished either since there is still a positive significant effect. 

 

 

6.5 Attitudes  

Regarding attitudes we asked for the respondents attitudes about Systembolaget’s CSR 

and CSR communication without informing the respondents about these initiatives prior 

to, or after, testing them. However, while filling out the questionnaire we argue that 

customers can become aware, or reminded, of the actual initiatives. Because, even 

though we did not give any information as to what the company was doing in terms of 

CSR, nor inform in any question that the company actually was doing what was stated 

in the question, the respondents could have been reminded that they did, if they were 

aware but had forgotten about it, or the respondent could have interpreted the question 

to be a true statement. The latter would not have been inaccurate per se, since we did 

only include items of true information of Systembolaget’s initiatives, but it would 

suggest that at least awareness of such initiatives was created and it is also quite 

possible that the customer had the time to form an opinion about such initiatives during 
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the course of filling out the questionnaire. Thus we argue that our questions regarding 

attitudes most likely show an overall attitude rather than just a pre-stimuli attitude. 

 

Our results showed that attitudes had a mean of 3.51. This gives an indication of the 

attitudes towards Systembolaget’s CSR communication and the CSR initiative they are 

employing being close to neutral, slightly near to positive. Research suggests that the 

CSR efforts a company is employing should cause favorable attitudes (Lichtenstein et 

al., 2004, p.16). For companies to get more positive attitudes towards the CSR 

communication, it is said that they in their communication should state that they 

promise to make donations, this is at least what Holmes and Kilbane (1993, cited by 

Mohr et al., 2001, p.50) says. Systembolaget does in their communication not promise 

any donations, however they do inform about their CSR efforts. This might be one 

factor explaining why attitudes are not as positive as one would have thought in terms 

of Systembolaget’s CSR initiatives as well as their communication.  

 

Working proactively with CSR is according to research proven to generate more 

favorable attitudes towards the firm (Wagner 2009; Groza et al., 2011). As our results 

show, the fact that Systembolaget in our opinion are working in what researchers call a 

proactive way with CSR does not seem to have the same effect on attitudes towards the 

CSR initiatives, and the CSR communication, as it has been shown to have on attitudes 

towards the company, since the mean of attitudes would then have been higher. 

Information about a company’s ethical behavior does not have the same effect on 

positive attitudes towards the company, as information about unethical behavior. The 

unethical information will have a greater effect on negative attitudes than information 

about ethical behavior will have on positive attitudes. (Folkes & Kamins, 1999, p.244).  

This may according to us also be applicable on the attitudes which we have examined in 

this thesis, i.e. attitudes towards Systembolaget’s CSR initiatives and CSR 

communication. Current information about Systembolaget in media is of their ethical 

behavior, not unethical behavior, thus they would presumably not be seen as unethical. 

Thus, this might explain why attitudes are not more positive than what was shown in 

this study. However, we do not know about the information that is spread by e.g. word-

of-mouth. Thus, if information about Systembolaget being unethical is being spread that 

would, according to Folkes & Kamins (1999) research, have resulted in negative 

attitudes to a higher extent. Hence, it may also serve as an explanation for the somewhat 

neutral attitudes in this thesis with a mean of 3.51, i.e. there might be negative 

information out there eliciting negative attitudes that we are not aware of. Furthermore, 

through the multiple regression analysis we could also see that attitudes had a (β = 

0.369, p < 0,05) positive significant effect on customer satisfaction, which were the 

highest effect on customer satisfaction compared to perceptions, attributions and 

awareness. No previous research has examined if attitudes of the CSR initiatives and 

CSR communication have any effect on customer satisfaction, and these findings 

suggest that it in fact has an effect. 

 

6.6 Attributions 

Attribution had a mean of 3.62. The respondents opinions of the different attributions 

proposed, were seen to be almost neutral, with a slightly tendency of the respondents to 

agree, thus 5 being strongly support. One can assume that the respondents make other 

attributions than the ones which were included in our questionnaire, due to the means 
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being close to 3. It could also be that respondents have answered 3 because they do not 

have an opinion on why the company is behaving socially responsible, or that they just 

do not know and thus put down a neutral answer. It would perhaps had been beneficial 

to do as Ellen et al.(2006, p. 149) who had open-ended questions for the respondents to 

by themselves write their attributions regarding why the company engages in CSR. If 

we had conducted the answers in a similar way, we would perhaps have gotten a better 

result. Also, Ellen et al. (2006, p. 149) got 647 different thoughts of this, thus the mean 

in this study being 3.62 might be explained by we having provided the respondents, 

with too few different motives to choose from. Attributions were later tested as an 

independent variable, to see if it had any significant effect on customer satisfaction. The 

results from the multiple regression analysis show that it does not have a statistically 

significant effect on customer satisfaction. A possible explanation to the fact that it did 

not have any statistical significant effect, could be found in previous research, e.g. 

Groza et al., 2011, which shows that attributions affected attitudes, i.e. not as it has been 

tested in this thesis; how attributions affect customer satisfaction directly. It should also 

be mentioned that this result may have been affected by the specific company context 

that it was tested in relation to. 

 

 

6.7 Perceptions  

Perceptions has the lowest mean of all of the different constructs, with a mean of 3.01. 

The respondents perceptions could according to the mean be said to be almost equal to 

neutral, i.e. they do not appear to perceive the company as being charitable, involved in 

corporate giving or contributing by monetary means to help nonprofits, but nor do they 

perceive that Systembolaget are not doing those things. Thus, the interpretation of this 

mean being so close to 3 is that the respondents are fairly neutral in how they perceive 

Systembolaget from a CSR point of view. Since consumers’ perceptions of a company 

according to Folkes & Kamins, (1999, p.245) can be good or bad, our result may indeed 

be seen as a middle ground, i.e. as neutral. Another possible explanation to the low 

mean could be that the respondents were not aware if Systembolaget are, or are not, 

doing what was stated in the questions and thus they did not want to take a stand on the 

matter by putting down an answer other than 3, i.e. a neutral one. Thus, since the 

customers did not lean towards the company being uncharitable, unhelpful or not 

contributing to not-for-profit organizations this result should not be interpreted as a very 

negative one. However, the company has not succeeded completely since we still did 

not find support that Systembolaget  is perceived as socially responsible by their 

customers, despite committing to such causes.  

 

According to Maignan (2007, p.70), it was in France and Germany better for a company 

to spend both time and effort to emphasize the ethical and philanthropic responsibilities 

it was involved in. However, as could be seen by the results in this study, doing this 

would not be effective for Systembolaget in relation to the customers’ perceptions. 

Because, Systembolaget is in our opinion already focusing on doing this, but customers’ 

perceptions are as our results showed still not on a level that we would consider as 

good. If interpreting the neutral result of this variable the company could also arguably 

have failed in communicating characteristic values that their customers can relate to on 

a personal, self-recognizing level. Because, according to (Lichtenstein et al. (2004, p. 

17) there had to be an overlap of the customers self-concept and the perceived traits of 

the company in order for the customers to better identify with the company, i.e. a good 
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C-C identification, and thus have more positive perceptions of them. Systembolaget 

might thus have failed in transforming their commitment into values that the customers 

can relate to on a personal level since the respondents perceptions were neutral. 

However, for the company to possess and mediate traits that most of their customers can 

see themselves in might be easier said than done with the large, diverse customer base 

Systembolaget actually has. We see this as one of the bigger challenges the company 

has and that the challenge has a lot to do with the size of the company, being one of the 

biggest operators on the Swedish market. The best would be to learn more about their 

customers in terms of how they see themselves to determine what they possibly could 

relate to and form corresponding, general values to communicate in hope of improving 

how customers perceive the company.  

 

Furthermore, Lichtenstein et al., (2004, p. 26) also found that evidence to a company 

committing to unconnected causes was perceived as more important evidence to their 

CSR efforts by customers, thus affecting how the company was perceived. Since 

Systembolaget have a good fit when it comes to their chosen CSR-initiatives, i.e. 

committing to causes close to their core-values, these are in that sense highly connected. 

Hence, customers most likely do not perceive that they are involved in unconnected 

causes resulting in their initiatives being perceived as less important, which could be a 

reason for the neutral perceptions. Furthermore, since we did not provide the 

respondents with any information to Systembolaget’s CSR work it is possible that they 

did not necessarily connect all different initiatives, e.g. “Alkoholforskningsrådet” 

(English translation: the Alcohol Research Council), as a CSR-initiative. Moreover, it is 

also possible that respondents did not consider the fact that the company, and its values, 

signifies a lot of what is CSR. Thus, some of what is done in regards to CSR might not 

have been considered. Furthermore, when looking at the variable in relation to customer 

satisfaction, perceptions proved to have a statistically significant effect (0.227). This is 

in accordance with recent research (e.g. Loureiro et al., 2012) which showed that the 

customers perceived CSR had a positive effect on consumer satisfaction. 

 

6.8 Customer Satisfaction  

Customer Satisfaction had a mean of 3.53, which is close to 3, indicating that the 

respondents’ satisfaction with Systembolaget’s CSR initiatives as well as their 

communication of these is close to neutral but slightly skewed towards being 

satisfied.  Thus, these findings suggest that there is room for improvement and that 

changes have to be made in order for satisfaction to increase. Since research shows that 

customer satisfaction has an effect on loyalty (Gronholdt et al, 2000, p.512) as well as it 

affects word of mouth (Anderson, 1998, p.15), it is in Systembolaget’s best interest to 

try to improve this result. Furthermore, the company is currently measuring general 

customer satisfaction through their KPI, i.e. customer satisfaction index. Thus, while 

customer satisfaction, as it is measured in our model, would only include a part of the 

total customer satisfaction which Systembolaget are currently measuring, namely that of 

the company’s CSR and CSR communication, our result would still provide insight to 

what this part of their customers’ general satisfaction looks like. Thus, by focusing on 

this aspect of the customer satisfaction and finding that it is fairly low gives the 

company a possible indication to where improvements may be made to further improve 

their customers’ overall satisfaction. 
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6.9 Information sources 

The information source most preferred was the web-page, and the least preferred were 

CSR-reports. The web page is according to us, one of the most used communication 

channel for Systembolaget when it comes to their CSR. Even though the results suggest 

that this is also the respondents most preferred channel for hearing about Systembolaget 

CSR work, awareness level are still not high. Internet is also becoming a frequently 

used channel for companies which want to inform their stakeholders about their CSR 

activities, thus information can be published fast and to whatever extent the company 

wants (Wanderley et al., 2008, pp, 369-370). However according to these results, it may 

be argued that Systembolaget does not provide enough information on their webpage, or 

it might not be displayed optimally, resulting in the respondents not finding the 

information. 

 

To summarize the discussion of the results, we can see that attitudes was found to be the 

independent variable affecting customer satisfaction the most and in turn, perceived fit 

was the one independent variable affecting attitudes the most. It became clear that 

perceived fit was the key independent variable. It had the greatest effect on all the 

dependent variables, i.e. attitudes, attributions and perceptions, which it was tested 

against. Perceived fit was the independent variable, affecting attitudes, perceptions, 

attributions to the greatest extent in relation to CSR support and issue support. 
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7. Conclusion and recommendations 
This chapter will begin with a presentation of the main conclusions we have drawn from 

this study. Next we will give an explanation of how we have been able to contribute to 

the already existing research in this field. We will go on by presenting both the societal 

and managerial implications of this study. We will then, based on our empirical findings 

of this study, give our practical recommendations for Systembolaget. The chapter ends 

with the identified limitations and our suggestions for future research. 

 

7.1 Conclusion 

The purpose of this thesis was to examine the impact of CSR initiatives and CSR 

communication on customers’ responses and satisfaction. In order for us to answer our 

research question, we conducted a quantitative study involving Systembolaget’s 

customers. Thus, we were able to examine the responses and also how satisfied the 

respondents were. As a result we were able to contribute with both empirical findings as 

well as theoretical, to explain those effects in an unusual company context for CSR 

research and thus make recommendations accordingly. The research question we were 

answering through our study being: 

 

What kind of effects do CSR initiatives and CSR communication have on customers’ 

responses and satisfaction? 

 

For a monopoly company like Systembolaget that operates without a profit maximizing 

motive there is also a different approach to customers since they are not customers in 

the general sense, e.g. the company does not want to attract more. However, the 

company is still in need of customers and a certain level of profit, in order for them to 

have a business that works and ultimately gaining a continued political support and 

having the ability to manage their subsidiary. Thus, Systembolaget need to learn what 

their customers think about such a pivotal part of their business that CSR is, and to be 

able to manage it in a way that customers, company and the society will benefit from. 

Our research can serve as a complement in aiding the company to do just that. 

 

The regression analysis showed that the perceived fit between the company and the 

cause was the variable affecting attitudes the most, which in turn was the variable which 

had the greatest positive effect on customer satisfaction. Perceived fit was also shown to 

affect perceptions and attributions the most, when compared to CSR and Issue support. 

Issue support was in fact seen to have no significant effect on either one of the 

consumer responses. CSR support affected all of the responses positively, but to a 

varying extent. CSR support had the most significant effect on awareness, but its effect 

on attitudes, perceptions and attributions were not as big. Perceptions and awareness 

both showed a significant positive effect on customer satisfaction, even though the 

effect was seen to be smaller than for attitudes. Attributions was the only variable out of 

the consumer responses shown to have no significant effect on customer satisfaction.  

 

To conclude, the two most important variables for companies to consider are perceived 

fit and attitudes, since attitudes had the most significant effect on satisfaction with the 

CSR initiatives and communication, whereas perceived fit in turn had the biggest effect 

on attitudes. Increasing the perceived fit will thus eventually, through creating more 

positive attitudes, affect the customers’ satisfaction in a positive way. Working on the 
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customers’ perceived fit is thus, according to our findings, something that companies 

should take into careful consideration. Furthermore, it is also something that previous 

studies have stated (e.g. Becker-Olsen et al. 2006, p. 50; Bhattacharya & Sen, 2004, 

p.15; Samu & Wymer 2009, p.435). Since we found that Systembolaget’s customers’ 

satisfaction with their CSR and CSR communication was fairly low, our general 

conclusion is that the company should keep working with CSR and communicating 

those efforts to hopefully increase those levels. Both since it still is not on an ideal level 

but also since research has shown that most companies engage in CSR to some extent 

(Beckman, 2007, p. 29), and that CSR seems to be here to stay (Rangan et al., 2012, 

cited by Vlachos et al., 2013, p. 577), thus indicating that companies will be working 

with CSR for some time to come. Hence, we conclude that Systembolaget would benefit 

from customers being more satisfied with their CSR work, especially if CSR would 

grow to be an even more significant part of the relationship between businesses’, 

customers and society than it is today. Furthermore, we regard our findings, as a whole, 

as an important indication of an area of the customers’ overall satisfaction where 

Systembolaget could make improvements. Thus, through our findings the areas which 

arguably should be targeted first, are described. Moreover, possible explanations, based 

on current research, are provided to why we have gotten the results we did. 

 

7.2 Theoretical contributions  

Many of the previous studies on CSR have focused on the purchase part of consumer 

behavior (e.g. Wigley, 2008; Mohr et al., 2001; Sen & Bhattacharaya, 2001). This study 

has chosen a different approach. Thus, instead of examining how different consumer 

responses, e.g. awareness, attitudes, perceptions and attributions, affect purchase 

intentions (e.g. Mohr & Webb, 2005), we examined how these responses affect 

customer satisfaction through quantitative research, which is the most common 

approach in CSR research that addresses different consumer perspectives (Fatma & 

Rahman, 2015, p.200),  and applied theories to a real company. The latter is something 

that previous researchers have called for (e.g. Sen et al., 2007, p.238). Because, many 

previous studies have not researched CSR in relation to real companies (e.g. Mohr et al., 

2001, p.48; Fatma & Rahman, 2015, p.205). There has also been a call for research 

examining customers’ awareness in relation to CSR issues (Maignan, 2001). Since we 

in this study investigated our research question in relation to a real company, we were 

able to contribute with findings from a real, i.e. not hypothetical or manipulated, setting.  

 

Even though we were able to find a few studies that have examined consumer responses 

to CSR, there are not any on the company context we have examined in this study. Thus 

we were able to contribute with insight into this specific, rather complex company-

setting. Some of the different specific consumer responses toward CSR, along with the 

other factors addressed in this study, had been researched together but not as a 

collective. For example, Ellen et al. (2006) studied attributions and perceived fit, 

Maignan (2001) tested CSR support and perceptions, Mohr et al. (2001) studied 

attitudes, attributions and CSR support while Bhattacharya & Sen (2004) addressed 

awareness, attitudes and attributions along with issue- and CSR support in their 

research. With this study we were thus able to provide theoretical insight to how the 

different responses stood in comparison to one another, i.e. which of these had the most 

impact on the customers’ satisfaction with the company’s CSR initiatives and CSR 

communication. 
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Previous research has examined how perceived CSR affects customer satisfaction (e.g. 

Loureiro et al., 2012, p.173), while we in this thesis have examined satisfaction with a 

company’s CSR initiatives and communication. There is no previous research 

examining this specific phenomenon in terms of the combination of variables chosen for 

this study. Luo & Bhattacharya (2006, p.15) request that future research on CSR looks 

at customer satisfaction, and McDonald & Rundle-Thiele (2008) propose that this is 

done by examining the effect CSR initiatives have on customer satisfaction. By 

conducting this research, we have been able to contribute with theoretical insight into 

what effects the different responses have on this specific type of customer satisfaction. 

Moreover, according to current research on consumers perspectives towards CSR, there 

are not enough studies conducted on the different aspects of CSR activities to provide 

marketing managers with sufficient knowledge and as a consequence their view is 

limited (Fatma & Rahman, 2015, p. 207). We also know too little about consumer 

responses towards CSR communication (Podnar, 2008, p.78). By conveying a 

quantitative study, we have through our findings contributed with general information 

to aid in filling the current research gaps regarding what perspectives consumers have in 

terms of CSR, by examining their responses towards it and, furthermore, if these 

responses affect customers’ satisfaction with the company’s CSR initiatives and CSR 

communication.  

 

7.3 Societal implications 

CSR revisions such as ours are all important for the society, because they will offer an 

objective evaluation of corporate efforts regarding social responsibilities. In general, if 

the CSR support that the consumers have were to increase this study showed that this 

would in turn increase their awareness. If companies tried to enhance the consumers 

CSR support by informing them about the good of CSR, this could lead to more 

consumers being supportive of CSR. This would also be good for society since we 

argue that it might lead to more consumers considering such factors when choosing 

which company to buy from. Ultimately, if more consumers would choose the more 

responsible companies when shopping it would be beneficial for the society as well.   

 

Systembolaget are working for betterment of societal well-being and the company is, 

according to our scrutiny of the CSR work that is being carried out by them, taking 

social responsibility on several different levels. Their subsidiary IQ, is a contributing 

factor. Since Systembolaget is a company which serves as a function to limit society's’ 

consumption of alcohol (Systembolaget L), as well as being ranked as the ninth most 

sustainable company in Sweden (Systembolaget M), it may be argued that it is 

beneficial for society that they exist in more ways than one. The findings of this study 

show that consumers are willing to premiere companies who are taking social 

responsibility and these findings are also in line with what previous research has shown 

(e.g. Maignan, 2001; Creyer, 1997; Ramasamy & Yeung, 2009). This could encourage 

more companies to engage in CSR, which will in turn affect society’s well-being in a 

positive way. However, there is then a need for companies, Systembolaget included, 

making consumers aware of what they are doing in order for them to be rewarded by 

consumers. If they do not succeed, it might cause a lack of motivation for the companies 

to engage in CSR. Thus, if this is the case, the benefits for society will also decrease as 

a result. It is therefore necessary that Systembolaget’s CSR communication is getting 
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through to their customers, and to society as a whole. Because, this will provide them 

with information about what an important social function Systembolaget really is and 

the social responsibility they take. If the communication is not getting through 

effectively the Swedish population might not realize that, which might diminish the 

work that they do and ultimately threaten the company’s existence. As we have learned 

through our analysis of the company, that would have significant negative effects on 

society not only in terms of health but also monetary since society would have to pay 

for all the damage. Thus, our research will provide Systembolaget with valuable 

information to improve their business, but more importantly: if they do, society will 

reap most of the benefits, motivating further reviews of companies CSR. 

 

7.4 Managerial implications 

The results of our study also provide managerial implications. It should however be 

noted that our results are based on responses from customers of a company that is 

operating without any real competitors, and who does not have a motive to profit 

maximize by e.g. trying to sell more of their products to their customers. Furthermore, 

managers also need to be aware that our study provides results, and evaluations, of the 

specific CSR-strategies currently employed by Systembolaget. Accordingly, a 

difference in strategy would most likely result in a different outcome and therefore it 

will not be possible to generalize our findings to all companies with any kind of CSR 

strategy. Hence, the recommendations we make might not be suitable for most 

companies since they most likely will be working under different premises. However, if 

these premises, of which our study has been conveyed, are taken into account while 

considering the managerial implications we will present, we see that our findings could 

be of use for managers of companies other than Systembolaget as well. 

 

Thus, our empirical findings could be of interest for managers at companies of a similar 

corporate context and where the needs and well-being of the customers and society as a 

whole is the major part of the corporate values and the company’s purpose. Choosing 

the right cause and cause-partner to team up with will in the long run affect satisfaction 

according to our findings. The empirical findings from this study show that it is 

important for managers to acknowledge the fact that perceived fit has a significant 

effect on attitudes, which in turn affects customer satisfaction. Thus, based on these 

findings we suggest that managers focus their resources on improving the perceived fit 

between the cause and the company/brand. By doing this customers’ attitudes towards 

the CSR efforts the company is making and the CSR communication they are 

conducting, will be positively influenced. Furthermore, the positive attitudes will later 

improve their satisfaction both with the CSR initiatives and the CSR communication the 

company is employing.   

 

Our results also suggest that the consumers are interested in, and care for, CSR and they 

seem willing to reward companies who are behaving socially responsible. However, 

awareness is not high among the respondents, thus managers need to communicate their 

companies’ work more frequently and effectively. Since CSR support was also seen to 

affect awareness, managers should regards the importance of communicating the social 

benefits of CSR. Because, doing so might increase the consumers’ CSR support, which 

then in turn will increase their awareness. If awareness of the company’s CSR work is 

increased, the company might attract more customers since they are seen to be willing 
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to choose the more responsible company over another, less responsible company. Thus, 

the incentives for managers to communicate the benefits of CSR are that it would also 

be beneficial for the company, since this may in turn lead to more customers.  

 

7.5 Practical recommendations for Systembolaget 

Based on our findings, we have a few practical recommendations for Systembolaget. 

The findings show that attitudes is the variable with the largest impact on customer 

satisfaction. Since Systembolaget is continuously measuring and trying to improve 

customer satisfaction, it may be favorable for the company to try and improve the 

customers’ attitudes towards their CSR initiatives and CSR communication. As could 

be seen by the findings, perceived fit is the variable having the most significant effect 

on attitudes, and we therefore recommend that Systembolaget conducts research about 

which causes their customers would prefer them to support, and more importantly 

which causes their customers believe match Systembolaget to the greatest extent. Such 

information would provide the company with the right tools to make choices in regards 

to supported causes that would be best received by customers. If they were to succeed 

with such implementations it would improve the perceived fit and, through more 

positive attitudes, ultimately also improve the customers’ satisfaction. 

 

Issue support from the respondents proved to be high, which indicates that 

Systembolaget has found appropriate issues to support, in relation to what their 

customers support. However, since it was not seen to have any significant effect on 

either one of the dependent variables, i.e. awareness, attitudes, perceptions and 

attributions, we argue based on our findings that it should not be a priority for 

Systembolaget to increase, thus they do not have much to gain on this in relation to their 

customers satisfaction. Moreover, since our empirical findings suggest that the 

awareness among the respondents could be improved and CSR support was the variable 

affecting awareness the most, we recommend Systembolaget to increase their 

communication with regard to CSR and also inform the customers even more than they 

are currently doing, about the benefits of CSR for society. In that way CSR support may 

increase even more, which in turn will increase awareness.  

 

When investigating which channels the respondents preferred for learning about 

Systembolaget’s CSR, the number one preferred channel was the webpage. However, 

awareness was low, thus they need to consider the way in which the information in 

displayed in order for the customers to find it. Much of the information on their CSR 

work on the website is currently found under a small icon called “about us”. Thus, we 

suggest that they give their CSR work an even more prominent role on the webpage. 

“Alcohol and health” has a bigger icon, and it may be beneficial for Systembolaget to 

have the same, bigger icon for their overall CSR work as well, thus it might enable the 

customers finding this information more easily. Another way in which we argue that 

Systembolaget may improve their communication, is for them to start an active dialogue 

with their customers regarding their CSR work and communication, thus their current 

one-way communication, i.e. only informing their customers about their CSR work and 

not asking for feedback, has proven not to be optimal with regard to the fairly low level 

of awareness among customers.  
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7.6 Limitations and future research 

One limitation that we have identified is that our research has been made in what could 

be argued as a very specific company context. It would therefore be interesting if future 

researchers tested our conceptual model on firms from different company contexts than 

what was tested in this study to determine whether our findings were only representative 

in one company context or if it was found to be the same in others as well. Another 

limitation that we have identified, is that our sample is not based on probability 

sampling, thus our findings cannot be generalized to the whole population, i.e. the 

customers of Systembolaget. Accordingly, we suggest that future research should do a 

probability sampling to enable generalizations to be made. 

 

Moreover, this research only provides general information about the different customer 

responses adopted in the study. Hence, future research could instead have a qualitative 

approach and by interviewing customers thus gain a deeper understanding of the 

different consumer responses and see how they in turn are affecting satisfaction. 

Furthermore, by testing our conceptual model on a real company it provides results and, 

in extension, an evaluation of their chosen strategy. Thus, our results might not be valid 

if there is a difference in strategies. Hence, it would be interesting if future researcher 

would examine if these responses might differ if looking at a company with another 

strategy regarding CSR and CSR communication. 

Finally, this study only investigates these different responses in relation to a specific 

kind of customer satisfaction, i.e. customers’ satisfaction with the CSR initiatives and 

CSR communication employed by the company. For further research we propose that it 

would be interesting to see how big part this specific type of satisfaction has on the 

customers’ overall satisfaction with a company. It could then reveal if this type of 

satisfaction is actually something that should be taken into consideration, or if it instead 

is shown to have little effect on their overall satisfaction with the company and thus 

should not be a priority.  
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8. Truth criteria 
This chapter will provide the reader with information regarding whether this study has 

met the quality requirements for research or not.   

 

As a part of research, the quality of the results,  i.e. their credibility,  should be 

following specific guidelines for validity and reliability (Saunders et al., 2009, p.157). 

Reliability is concerned with whether the techniques used will result in consistent 

findings if they were to be used again, i.e. would the study be possible to replicate 

(Saunders et al., 2009, p.156). In order to assess if one's research has good reliability, 

i.e. consistency, a rule of thumb can be followed which consists of the researcher asking 

three questions: (1) if the measures would provide the same results would they be tested 

on a different occasion, (2) if other researchers would make similar observations and (3) 

if there is transparency in the way which the raw data was interpreted (Easterby-Smith 

et al. 2008, p.109, cited by Saunders et al., 2009, p.156). Furthermore,  there are four 

common threats to reliability. Firstly, there is the “subject or participant error”, which is 

concerned with the point in time of performing a study possibly having an effect on 

which results were obtained. Second there is the “subject or participant bias” which 

addresses the problem of participants in a study answering what they think is expected 

of them, i.e. not answering truthfully. Thirdly, there is the “observer error” where the 

gist is that there will, for example, be as many possible ways of asking a question as 

there are researchers asking them. Fourthly, the “observer bias” concerns the 

researchers different ways of interpreting one and the same data and thus affecting the 

result.(Saunders et al., 2009, pp.156-157) 

 

In terms of errors due to the participants, in our case respondents, we conducted a web 

based survey so that we would not be affected by whether or not subjects e.g. were too 

pressured on time to answer the questionnaire. This would arguably have been the case 

if we had approached customers outside the Systembolaget stores, since that would have 

affected who participated in our study. Moreover, since the survey was distributed 

during roughly a week’s time reaching different customers was more likely since we 

otherwise might have only reached those who used the social media very frequently, i.e. 

customers using Facebook almost on a daily basis. The company was for example also 

airing a TV commercial, communicating CSR related information, around the time of 

our data collection, i.e. the commercial was fairly new at the time and was broadcasted 

during the entire time we collected our data. They also made four CSR-related 

publications on their Facebook page during that week.  However, these types of TV 

commercials and Facebook posts are standard for the company who launches several 

new ones with similar messages the year around, mostly in connection to holidays. 

Hence, we do not deem the fact of the commercial being broadcasted during that time, 

or the Facebook updates, as uncommon events. Thus, to conclude we argue that we 

chose a neutral time to distribute the questionnaire. When it comes to errors or possible 

biases due to the observers, referring to us researchers, we argue that we were able to 

avoid most of the associated risks by conducting a survey, i.e. we asked our questions in 

a questionnaire where all respondents got the same questions. However, we are not able 

to measure how well we were able to limit these four problems, but still, measures were 

taken and we argue that those should have reduced the risk of bias and errors. 

Validity is instead concerned with whether a measurement really measures a concept or 

not (Bryman, 2011, p.163). Whether or not findings actually describe what they appear 

to be describing, concerns what is called validity (Saunders et al., 2009, p.157). Our 

first test for validity was by pilot testing the questionnaire to learn its face validity, 
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which is what tells a researcher whether the formulated questionnaire in its entirety 

makes sense or not (Saunders et al., 20009, p. 394). When assessing validity of the 

research findings one should consider four different things: internal validity, content 

validity, criterion-related validity and construct validity (Saunders et al., 2009, pp. 372-

373). Internal validity is when the questionnaire, through its constructs, measure what is 

intended (Saunders et al., 2009, p. 372). The content validity will determine if adequate 

coverage is provided through the measurements. Criterion-related validity is the extent 

to which accurate predictions can be made from using the measures. Finally, construct 

validity is checked to make sure that the constructs in the questionnaire actually 

measure what they are intended to measure.(Saunders et al., 2009, p.373) 

 

In order to get content validity we adapted some, and adopted other, questions from 

previous research. This, in combination with assessment of theories regarding the 

different constructs we argue that we were able to cover sufficient aspects within each 

constructs to test them in a valid manner. The questionnaire was later also pre-tested in 

different steps. To test criterion-related validity we performed statistical correlation tests 

in SPSS, namely Pearson correlation tests.  Furthermore, in order to test validity of the 

different constructs the Cronbach alpha test was conducted. All of the constructs, except 

one, had an alpha above 0.8, which is seen as the rule of thumb value for Cronbach 

alpha (Bryman, 2011, p.162). Other researchers have argued that an alpha above 0.7 

may also be seen as satisfying (Bryman, 2011, p.162) The construct CSR support was 

the construct with the slightly lower alpha of 0.79. However, based on the argument that 

an alpha above 0.7 should be deemed as satisfying and due to it being so close to the 

rule of thumb, 0.8, we argue that the construct CSR support thus could be seen as 

internally reliable. 

 

Generalizability is the extent to which the findings from a sample can be generalized to 

the entire population. If generalization could be applicable depends on whether or not 

the sample is representative and is the result of a probability sampling. (Bryman, 2011, 

p.169). In this study we were unable to access a sample frame due to a number of 

reasons which we have previously presented. For example, the large amount, and 

actually unknown number, of customers that Systembolaget has been a hindrance as 

well as there being no statistics available on whom their customers actually are in terms 

of demographics. The findings from this thesis can therefore not be generalized to the 

whole population, which is the customers of Systembolaget, since we were not able to 

do a probability sampling. 

Having a good research design is also important to have because you can never be 

completely certain that what you find is actually true (Saunders et al., 2009, p.156), and 

when including statements such as Rogers (1961, cited by Raimond, 1993, p. 55) who 

said: “scientific methodology needs to be seen for what it truly is, a way of preventing 

me from deceiving myself in regard to my creatively formed subjective hunches which 

have developed out of the relationship between me and my material” it becomes even 

more clear. All the items testing the different constructs in this study, were either 

adopted or adapted from different previous studies, which is in accordance with 

recommendations for good question design made by Saunders et al. (2009, p.374) 

Replicability is also something that has to be considered, and it refers to the extent that a 

study could be replicated by another researcher (Bryman, 2011, p.49). A researcher may 

not trust the results from one study, which gives the researcher implications for 
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conducting the research again, and if a study is going to be replicated, the research 

process must be explained in detail (Bryman, 2011, p.49). We have tried to describe our 

research and conducting of data as detailed as possible to enhance the possibility of 

replication. This concerns all of the different steps of the study, from sampling to survey 

construct. The measurements and scales that we used were adopted from previous 

research which we believe also contributes to enhancing the replicability of this study. 

 

To conclude, even though our findings could not be generalized to the whole 

population, due to our chosen sampling method, we still believe that our results could 

be considered trustworthy for this sample. Thus, we have been able to achieve validity 

and reliability, as well as making our study open for replicability. 
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role of competitive positioning. International Journal of 
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Marketing, 19(10), 861-879. 

Preferred 

channel 

Yes/No Pomering, A., & Dolnicar, S. (2009). Assessing the 

prerequisite of successful CSR implementation: are 
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APPENDIX 2 - THE ENGLISH VERSION OF THE 

QUESTIONNAIRE 

Welcome! This is a survey researching the internal responses of Systembolaget’s 

customer’s towards their CSR work and CSR communication. CSR stands for 

Corporate Social Responsibility and concerns environmental, societal, ethical and 

economical responsibilities.  The survey consists  of closed-ended questions, and it 

takes approximately X minutes to complete. Participation in the study is voluntary but 

we hope that you wish to partake since your opinion is valuable. Of course your 

answers will be kept anonymous. 

We, the researchers conducting this survey, are two business students at Umeå school of 

Business and Economics. This study serves as a part of our degree project at D-level in 

marketing. The survey results will constitute the data foundation of our research.  If you 

have questions regarding the survey please send them to maas0088@student.umu.se or 

emma0073@student.umu.se. Please read each question carefully since it will not be 

possible to revisit a previous question/questions once you have clicked “next”. 

 

We appreciate and thank you for your participation! 

 

Kind Regards 

Emelie Marklund and Martina Östergren 

 

Customer of Systembolaget 
Yes 

No 

 

Gender: 
Female 

Male 

 

Age: 
Under 20 

20-35 

35-65 

65+ 

 

CSR support 

Please indicate how much you agree with the following statements on a scale from 1 

to 5, where 1=strongly disagree and 5=strongly agree 
1. I would pay more to buy products from a socially responsible company 

2. I consider the ethical reputation of businesses when I shop 

3. I avoid buying products from companies that have engaged in immoral actions 

4.  I would pay more to buy products from companies that show care for the well-being 

of our society 

5.  If the price and quality of two products are the same, I would buy from a firm that 

has a socially responsible reputation 

 

mailto:maas0088@student.umu.se
mailto:emma0073@student.umu.se
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Awareness 

Please indicate how much you agree with the following statements on a scale from 1 

to 5, where 1=strongly disagree and 5=strongly agree 
6. Systembolaget works for minimizing environmental impact 

7. Systembolaget works for minimizing the damages associated with alcohol 

8. Systembolaget works to prevent illegal distribution of alcohol 

9. Systembolaget works to improve working conditions and human rights 

10. Systembolaget works to minimize the risk of corruption 

11.Systembolaget works with expanding their ethical and organic assortment 

12. Systembolaget sponsors research about alcohol consumption 

13. Systembolaget cooperates with the police to prevent illegal distribution of alcohol 

and adolescent drunkenness 

14. Systembolaget practices a code of conduct involving demands of responsibility 

regarding human rights, working conditions, anti-corruption and environment 

15. Systembolaget works with informing the customers about which products are 

organically grown, environmentally certified and ethically certified 

16. Systembolaget works with increasing the amount of lightweight bottles in their 

assortment, as well as their assortment of products with other packaging than non-

recyclable bottles. 

17. Systembolaget informs their customers of which products are made of plastic and 

recyclable materials 

18. Systembolaget has a transparent purchase-process and takes support of ethical 

advisors regarding ethical issues 

 

Issue support 

Please indicate to what extent you support the different issues, on a scale from 1 to 5, 

where 1=do not support at all, 5=strongly support 
19. To what extent do you support actions that try to minimize environmental impact 

20. To what extent do you support actions that try to minimize the damages caused by 

alcohol 

21. To what extent do you support actions that try to prevent illegal distribution of 

alcohol   

22. To what extent do you support actions that try to improve working conditions and 

human rights 

23. To what extent do you support actions that try to minimize the risk of corruption 

 

Perceptions 

Please indicate how much you agree with the following statements on a scale from 1 

to 5, where 1=strongly disagree and 5=strongly agree 
24. Systembolaget is committed to using a portion of its profits to help nonprofits. 

25. Systembolaget  integrates charitable contributions into its business activities. 

26. Systembolaget is involved in corporate giving. 

 

Attitudes 

Please indicate your feelings towards Systembolaget’s CSR initiatives on a scale from 

1-5, where 1=unfavorable/bad/unpleasant/negative and 

5=favorable/good/pleasant/positive 
. In general, my feelings toward Systembolaget’s CSR initiatives are: 
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27. Unfavorable                                    Favorable 

28. Bad                                                  Good 

29. Negative                                          Positive 

Please indicate your feelings towards Systembolaget’s CSR communication on a scale 

from 1-5, where 1=unfavorable/bad/unpleasant/negative and 

5=favorable/good/pleasant/positive. 
In general, my feelings toward Systembolaget’s CSR communication are: 

30. Unfavorable                                    Favorable 

31. Bad                                                  Good 

32. Positive                                            Negative 

 

Attributions 

Please indicate how much you agree with the following statements on a scale from 1 

to 5, where 1=strongly disagree and 5=strongly agree 
33. Systembolaget has a long-term interest in society 

34. Systembolaget are trying to give something back to the community 

35. Systembolaget are engaging in CSR because they feel their customers expect it 

36. Systembolaget are engaging in CSR because they feel society in general expect it 

37. Systembolaget are engaging in CSR because they feel their stakeholders expect it 

 

Perceived fit 

Please indicate how these combinations fit together on a scale from 1-5, where 

1=incompatible/meaningless/not complementary and 

5=compatible/meaningful/complementary 
Do you think that the combination of alcoholic beverages and alcohol research is... 

38. Incompatible                                                                               Compatible 

39. Meaningless                                                                                Meaningful 

40. Not complementary                                               Complementary 

 

Do you think that the combination of alcoholic beverages and minimizing the harmful 

effects of alcohol is… 

41. Incompatible                                                                               Compatible 

42. Meaningless                                                                                Meaningful 

43. Not complementary                                               Complementary 

 

Do you think that the combination of alcoholic beverages and preventing illegal 

distribution of alcohol and adolescent drunkenness is… 

44. Incompatible                                                                               Compatible 

45. Meaningless                                                                                Meaningful 

46. Not complementary                                               Complementary 

 

Do you think that the image of Systembolaget and the image of Alkoholforskningsrådet 

(the Alcohol Research Council) are… 

47. Incompatible                                                                               Compatible 

48. Meaningless                                                                                Meaningful 

49. Not complementary                                               Complementary 
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Do you think that the image of Systembolaget and the image of the IQ-initiative are… 

50. Incompatible                                                                               Compatible 

51. Meaningless                                                                                Meaningful 

52. Not complementary                                               Complementary 

 

Do you think that the image of Systembolaget and the image of the Police, are… 

53. Incompatible                                                                               Compatible 

54. Meaningless                                                                                Meaningful 

55. Not complementary                                               Complementary 

 

Customer satisfaction 

Please indicate how much you agree with the following statements on a scale from 1 

to 5, where 1=strongly disagree and 5=strongly agree 
56.  I would believe that the CSR initiatives by Systembolaget matches my demands 

57.  I would believe that the CSR communication by Systembolaget matches my 

demands 

58.  I would give Systembolaget’s CSR communication a high overall score 

59.  All in all, I am satisfied with Systembolaget’s CSR initiatives 

60.  All in all, I am satisfied with Systembolaget’s CSR communication 

61.  My experience with Systembolaget’s CSR has been satisfactory 

62.  The content of the CSR information being communicated meets my needs 

63.  Systembolaget provide me with the CSR information I expect to receive 

 

Communication sources 

From which information sources would you prefer to learn about Systembolaget’s 

CSR-work? 

Please respond by ticking Yes or No. 
64. Employees 

65. Web-page 

66. Mass media (TV, radio) 

67. CSR-reports 

68. Brochures 
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APPENDIX 3 - THE SWEDISH VERSION OF THE 

QUESTIONNAIRE 

Välkommen! Denna enkät syftar till att undersöka kunders inställning till 

Systembolagets arbete med CSR och CSR-kommunikation. CSR står för Corporate 

Social Responsibility och den svenska översättningen är 'företags samhällsansvar'. Det 

innefattar ett ansvarstagande av företag beträffande miljö, samhälle, etik och ekonomi 

av både lagstadgad och frivillig karaktär. Enkäten består av frågor med slutna 

svarsalternativ och de tar ca 10 minuter att besvara. Deltagande i undersökningen är 

frivilligt men vi hoppas att du vill medverka då dina åsikter är mycket värdefulla. 

Självklart kommer dina svar behandlas anonymt. 

Vi, forskarna som utför denna undersökning, är två civilekonomstudenter vid 

Handelshögskolan, Umeå Universitet. Enkäten är en del av vår D-uppsats i 

marknadsföring och det samlade resultatet av denna studie utgör underlaget för vår 

forskning. Eventuella frågor beträffande enkäten skickas till maas0088@student.umu.se 

eller emma0073@student.umu.se. Vänligen läs varje fråga noggrant då vi ber dig att 

inte gå tillbaka till föregående sida/sidor när du besvarat samtliga frågor på en sida. 

 

Vi uppskattar och tackar för Din medverkan! 

Vänliga hälsningar 

Emelie Marklund och Martina Östergren 

 

Demografi 

Kund hos Systembolaget 
Ja 

Nej 

 

Kön: 
Kvinna 

Man 

 

Ålder: 
Under 20 

20-35 

36-65 

65+ 

 

 

CSR stöd 

Vänligen, ange hur mycket du håller med om dessa påståenden, på en skala från 1 till 

5, där 1= håller verkligen inte med och 5=håller verkligen med 
1. Jag skulle betala mer för produkter från ett ansvarsfullt företag 

2. Jag överväger det etiska ryktet av företag när jag handlar 

3. Jag undviker att köpa produkter från företag som har varit involverade i 

omoraliska handlingar 

4. Jag skulle betala mer för produkter från företag som visar omtanke för samhällets 

välmående 

5. Om pris och kvalitet på två produkter är densamma, så skulle jag köpa av det företag 

som har ett rykte av att vara samhälleligt ansvarsfullt 
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Medvetenhet 

Vänligen, ange hur mycket du håller med om dessa påståenden, på en skala från 1 till 

5, där 1= håller verkligen inte med och 5=håller verkligen med alternativt 
6. Systembolaget jobbar för att minimera miljöpåverkan 

7. Systembolaget jobbar för att minska alkoholens skadeverkningar 

8. Systembolaget jobbar för att motverka langning 

9. Systembolaget jobbar för att förbättra arbetsvillkor och mänskliga rättigheter 

10. Systembolaget jobbar för att minska risken för korruption 

11. Systembolaget jobbar med att utöka antalet etiska och ekologiska produkter i 

sortimentet 

12. Systembolaget sponsrar forskning inom alkoholkonsumtion 

13. Systembolaget samverkar med polisen för att motverka langning och ungdomsfylleri 

14. Systembolaget tillämpar och följer en uppförandekod som ställer krav på 

ansvarstagande av mänskliga rättigheter, goda arbetsvillkor, korruptionsbekämpning 

samt miljö 

15. Systembolaget jobbar med att informera sina kunder om vilka produkter som är 

ekologiskt odlade, miljömärkta och etiskt märkta, 

16. Systembolaget jobbar för att få in fler lättviktsflaskor i sortimentet samt öka utbudet 

av varor med andra förpackningar än engångsglas. 

17. Systembolaget informerar kunderna om vilka förpackningar som är PET-flaskor 

med pant. 

18. Systembolaget har en transparent inköpsprocess och tar hjälp av etiska rådgivare 

gällande etiska frågor 

 

CSR-initiativ stöd 

Vänligen, ange hur mycket du stödjer dessa frågor, på en skala från 1-5 där 1= 

stödjer inte alls och 5= stödjer starkt. 
19. I vilken utsträckning stödjer du åtgärder för en minskning av miljöpåverkan 

20. I vilken utsträckning stödjer du åtgärder för en minskning av alkoholens 

skadeverkningar 

21. I vilken utsträckning stödjer du åtgärder för att motverka langning 

22. I vilken utsträckning stödjer du åtgärder för att förbättra arbetsvillkor och mänskliga 

rättigheter 

23. I vilken utsträckning stödjer du åtgärder för att minska risken för korruption 

 

Uppfattning 

Vänligen, ange hur mycket du håller med om dessa påståenden, på en skala från 1 till 

5, där 1= håller verkligen inte med och 5=håller verkligen med 
24. Systembolaget är engagerade i att använda en del av sin vinst till att hjälpa icke-

vinstdrivande organisationer 

25. Systembolaget integrerar välgörenhetsbidrag i deras affärsverksamhet 

26. Systembolaget är involverade i välgörenhet 
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Attityd 

Vänligen ange dina känslor för Systembolagets CSR (samhällsansvar) initiativ på en 

skala från 1-5, där 1=Ofördelaktig/Dålig/Obehaglig/Negativ och 

5=Fördelaktig/Bra/Behaglig/Positiv 
Generellt, så är mina känslor för Systembolagets CSR (samhällsansvar) initiativ: 

27.Ofördelaktig                                                             Fördelaktig                                    

28. Dålig                                                                  Bra 

29. Negativ                                                                 Positiv 

Vänligen ange dina känslor för Systembolagets CSR 

(samhällsansvar) kommunikation på en skala från 1-5, där 

1=Ofördelaktig/Dålig/Obehaglig/Negativ och 5=Fördelaktig/Bra/Behaglig/Positiv 
Generellt, så är mina känslor för Systembolagets CSR (samhällsansvar) 

kommunikation: 

30.Ofördelaktig                                                        Fördelaktig                                         

31. Dålig                                                                   Bra 

32. Negativ                                                                Positiv 

 

 

Attribut 

Vänligen, ange hur mycket du håller med om dessa påståenden, på en skala från 1 till 

5, där 1= håller verkligen inte med och 5=håller verkligen med 
33. Systembolaget har ett långsiktigt intresse för samhället 

34. Systembolaget försöker ge någonting tillbaka till samhället 

35. Systembolaget arbetar med CSR (samhällsansvar) för att de känner att deras kunder 

förväntar sig det 

36. Systembolaget arbetar med CSR (samhällsansvar) för att de känner att samhället i 

stort förväntar sig det 

37. Systembolaget arbetar med CSR (samhällsansvar) för att de känner att deras 

intressenter förväntar sig det 

 

 

Matchning mellan Systembolaget och initiativ 

Vänligen, ange hur dessa kombinationer passar ihop på en skala från 1-5, där 1=Inte 

överensstämmande/Meningslös/Inte kompletterar och 

5=Överensstämmande/Meningsfull/Kompletterar 
Tycker du att kombinationen av alkoholhaltiga drycker och alkoholforskning är… 

38. Inte överensstämmande                  Överensstämmande 

39. Meningslös                                      Meningsfull 

40. Inte kompletterar                             Kompletterar 

Tycker du att kombinationen av alkoholhaltiga drycker och att minska alkoholens 

skadeverkningar är… 

41. Inte överensstämmande                  Överensstämmande 

42. Meningslös                                      Meningsfull 

43. Inte kompletterar                             Kompletterar 

Tycker du att kombinationen av alkoholhaltiga drycker och att motverka langning och 

ungdomsfylleri är… 

44. Inte överensstämmande                  Överensstämmande 

45. Meningslös                                      Meningsfull 

46. Inte kompletterar                             Kompletterar 
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Tycker du att Systembolagets image och Alkoholforskningsrådets image är…. 

47. Inte överensstämmande                  Överensstämmande 

48. Meningslös                                      Meningsfull 

49. Inte kompletterar                             Kompletterar 

Tycker du att Systembolagets image och IQ-initiativets image är…. 

50. Inte överensstämmande                  Överensstämmande 

51. Meningslös                                      Meningsfull 

52. Inte kompletterar                             Kompletterar 

Tycker du att Systembolagets image och Polisens image är…. 

53. Inte överensstämmande                  Överensstämmande 

54. Meningslös                                      Meningsfull 

55. Inte kompletterar                             Kompletterar 

 

Kundnöjdhet 

Vänligen, ange hur mycket du håller med om dessa påståenden, på en skala från 1 till 

5, där 1= håller verkligen inte med och 5=håller verkligen med 
56. Jag anser att de CSR (samhällsansvar) initiativ som Systembolaget har, matchar 

mina krav 

57.  Jag anser att Systembolagets CSR (samhällsansvar) kommunikation matchar mina 

krav 

58.  Jag skulle ge Systembolagets CSR (samhällsansvar) kommunikation högt betyg 

59.  Allt som allt, jag är nöjd med Systembolagets CSR (samhällsansvar) initiativ 

60.  Allt som allt, jag är nöjd med Systembolaget CSR (samhällsansvar) kommunikation 

61.  Min erfarenhet av Systembolagets CSR har varit till belåtenhet 

62.  Innehållet av Systembolagets CSR (samhällsansvar) kommunikation har mött mina 

krav 

63.  Systembolaget tillhandahåller mig med den CSR (samhällsansvar) information jag 

förväntar mig att få 

 

Informationskällor 

Från vilken/vilka informationskälla/källor skulle du vilja bli informerad om 

Systembolagets CSR-arbete (samhällsansvar)? Vänligen svara med Ja eller Nej 
64. Anställda 

66. Hemsida 

66. Massmedia (TV, Radio) 

67. CSR-rapport (Samhällsansvars-rapport) 

68. Broschyrer 

 

Tack för din medverkan! 
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