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Abstract 
 
 
This study explores how service firms incorporate CSR activities within the internal 
brand building process. It was found that CSR does influence and is implemented in every 
stage of our theoretical framework of the internal brand building process. The study was 
based on interviews conducted on managers and employees of service firms in the 
Netherlands and in Sweden. 

CSR is an evolving concept, increasingly becoming important in affecting the 
consumption decisions of service firm’s customers. Service firms are now resorting to 
incorporating CSR in their internal brand building to appeal to consumers. Consumers 
who are trying to minimize the inherent risk in buying an intangible product typical of a 
service product are now shifting their focus from the firm’s product to the firm itself. 
The purpose of this study was to explore if and how CSR influences the internal brand 
building processes of service firms. We did not seek to generalize the findings. We carried 
out eight interviews where the respondents were able to broadly shared their thoughts and 
opinions. The research questions we sought to answer were: In what way does CSR 
influence the internal brand building process in service firms? And, how do service firms 
implement CSR in their internal brand building process? 

It was found that the service firms do define CSR as a responsibility for their Employees, 
Community, Environment, Clients/Customers as well as Ethical Responsibility. We also 
found out that CSR influences the internal brand building in service firms through their 
employees, brand audit, brand identity, brand positioning and brand communication, 
which we then included in our empirical developed model of the internal brand building 
processes in service firms. CSR is implemented in service firm’s employees’ 
management through employee education, training, recruitment and motivation. CSR is 
implemented in a service firm’s brand audit through a flat/hierarchical organizational 
structure, multicultural organization, ethics, sustainability, transparency and honesty. 
CSR is implemented in a service firm’s brand identity through quality assurance, 
creativity/innovation and compliance. CSR is implemented in a service firm’s brand 
positioning through partnership, accessibility, quality, trust. CSR is implemented in a 
service firm's brand communication through intranet, meetings, publications and teams. 
Future researchers are recommended to study service firms that are equally divided based 
on their size, age and wealth to get a deeper understanding. More employees could also 
be studied since employees might have different viewpoints and since it is found that 
employees are the most important asset for service firms. 
Keywords: Corporate social responsibility (CSR), corporate brand, brand building, 
internal brand building, service firms, managers, employees. 
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1. Introduction 
This chapter aims to introduce the reader to the topic of Corporate Social Responsibility 
and internal brand building within the service industry. It includes a background, 
problem formulation, our research questions as well as the purpose of this study. 

1.1 Background 
The concept ethics has a long history in Western philosophy, it is usually understood as 
reflecting on and recommending concepts of what is right and what is wrong behavior. 
Ethics is normally packaged in the form of codes of conduct, which are a set of rules that 
organizations adopt (Clegg et al., 2011, p. 422). Ethical questions such as what is the 
impact of the business on the habitat, ecology and species of planet earth are sometimes 
referred to in terms of Corporate Social Responsibility (CSR). Ethics are about 
encouraging behavior that is more than just following rules and regulations. Ethics force 
people to act more in consistent with the values of a company or an organization. CSR is 
one type of ethical consideration with its own code of conduct. Compliance on the other 
hand is totally different, it focuses on regulations and laws. CSR requests made by 
stakeholder push companies to go beyond just compliance to regulations and law. 
Although these requests seek voluntary obligations, they most times guide trends in the 
law and eventual compliance conditions. Each company can have its own compliance that 
one has to follow, countries and environments have different regulations and laws to 
follow (DiPietro, 2014). This can create problems since people might follow the 
regulations and rules without being ethical. It is a huge different between being ethical 
and following the law. Some people commit crimes because what they are doing is 
certainly not illegal, whilst it can be viewed as being unethical from other perspectives. 
Recent scandals in the corporate landscape, for example the behavior of investment banks 
such as Goldman Sachs that contributed to the global financial crisis or the BP oil spill - 
have made ethics central to public debate over the sustainability of business success. 
Other trends underpin this centrality: for example, the growing interest in CSR shows that 
stakeholders expect more from organizations than just successful financial performance 
(Clegg et al., 2011, p. 405). Obviously, we assume that firms cannot avoid being socially 
responsible and the need for CSR is nowadays a matter of urgency for firms. 

The pressure might come from the stakeholders or customers who makes their purchase 
decision based on not just the product or service but care about other considerations such 
as human rights, working conditions, social and environmental concerns. Customers, 
suppliers, community groups, governments, employees, shareholders, local communities 
as well as society at large are demanding that companies engage in CSR. It has become 
crucial that companies engage in CSR, that they no more participate passively but actively 
in dealing with social and environmental issues. A deviation from the idea that CSR is 
just a nice thing to do. Doing just what is legally required is no more enough, companies 
are required to do more than the norm. 
Ever since it has become a matter of shareholder value for companies to appear to be 
concerned about CSR issues, thus a common critique such as CSR is just a tool of 
corporate “greenwash” has arose (Clegg et al., 2011, p. 419). However, we believe that 
with the ever changing technology and an increasing use of social media, firms cannot 
continue to talk the talk, it might work in the short run, but for a longer perspective, firms 
need to walk the talk. The CSR activities of companies need to be genuine as virtually 
two-thirds of global consumers say they use social media to confront or communicate 
with companies about CSR (Cone Communications, 2015). Corporations that engage in 
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greenwashing risk more than their brand reputation – nine out of ten consumers 
worldwide affirm that they would not hesitate to refrain from using a company’s product 
if they get to know that a company has acted unethically (Cone Communications, 2015). 
With increased transparency and access to information, stakeholders can easily verify the 
genuineness of CSR activities that companies engage in. They can also expose heinous 
deeds by companies from the most remote part of the world, many thanks to the help of 
hidden mobile phone recordings. Using CSR activities to promote a brand, stimulates 
favorable reviews and eventually strengthens a company’s brand. It comes as a result of 
engaging stakeholders and transparency of its CSR activities internally and externally 
(Cone Communications, 2015). Studies reveal that 96% of consumers’ perception will be 
positive and 93% of them will pledge loyalty to a company that tackles social and 
environmental issues (Cone Communications, 2015). CSR is hence a very important issue 
for firms. 

How then can CSR be defined? CSR literature have identified three approaches, namely 
the shareholder, stakeholder and societal approach, each of them highlighting to whom 
organizations have a responsibility (Van Marrewijk, 2003, pp. 96-97). According to the 
shareholder approach, businesses’ responsibility is to improve its financial performance, 
leaving social responsibility to the government (Friedman, 1970, pp. 32-36). Their CSR 
is to create value for their shareholders (Van Marrewijk, 2003, p. 96). The stakeholder 
approach indicates that organizations are not only accountable to its shareholders but 
should also balance a multiplicity of stakeholders interests that can affect or are affected 
by the achievement of an organization’s objectives (Van Marrevijk, 2013, p. 96). 
Organizations should balance its responsibilities to the shareholders and those that its 
activities affect and that can influence its objectives. According to the societal approach, 
businesses are supposed to be responsible to the society at large (Van Marrewijk, 2003, 
p. 97). This view is held by most definitions of CSR. They believe that businesses owe 
the society an obligation above the norm. We have chosen to use the definition by the EU 
commission because it is all-embracing. It does not leave out the stakeholders and society 
as the first and second approaches respectively does. It defines 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, 2006). This definition underscores the importance of several things. First, 
that CSR incorporates social and environmental issues. Second, it incorporates social and 
environmental issues into the business activities of companies. CSR should not be 
independent from business operations. Third, it says CSR is and should be voluntary. 
Companies should engage by free-will. Fourth, CSR should be crucial to the interaction 
of businesses with its employees, NGOs, local communities and others concerned. 
Companies should be ingenious when incorporating social and environmental issues in 
their operations. A company needs to select from the diverse opportunities, concepts of 
CSR that best suits it, align it with the company’s strategy, and take responsibility for the 
environment in which it runs its business. This strategic approach to CSR would ensure 
a win-win situation for the company and stakeholders as we will discuss below. 
Companies might decide to embrace CSR activities as a result of increases in profit but 
the advantages go beyond profit. Implementing a strategic CSR boosts their brand 
marketing activities giving them a competitive advantage (Porter & Kramer, 2006, pp. 
80-92). Undertaking CSR permits a company to build a good reputation and brand (Porter 
& Kramer, 2006, p. 80). The American marketing association define brands as a “name, 
term, sign, symbol, or design or a combination of them, intended to identify the goods 
and services of one seller or group of sellers to differentiate them from those of 
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competition (AMA, 2016)”. “A brand is a mechanism for achieving competitive 
advantage for firms, through differentiation (purpose). The attributes that differentiate a 
brand provides the customer with satisfaction and benefits for which they are willing to 
pay (mechanism) (Wood, 2000, p. 666)”. This attributes include strategic or relevant CSR 
initiatives that can create a strong positive impact on a firm’s brand. He and Li (2011, p. 
676) argue in their article that CSR is a key component in the promotion of brand images. 
Branding has become a more crucial focus for companies due to the ever changing 
consumer expectations and the ease for customers to switch to other alternatives (Werther 
& Chandler, 2005, p. 318). The reason companies work with CSR might be to improve 
their financial performance, however, certain companies still tend to market their 
initiatives in order to improve their reputation (Tsoutsoura, 2004, p. 6). The reputation 
goes hand in hand with brands, and therefore, CSR has become increasingly crucial for 
firms branding (Brønn & Vrioni, 2001, p. 209). A company that follow a CSR policy can 
therefore enhance its brand and build a competitive advantage (Porter & Kramer, 2006, 
p. 80). 

Keller and Lehmann (2003, p. 27) state that a firm’s brand is often mentioned as their 
most valuable asset. This is mainly true for the company brand, meaning the corporate 
brand. The way in which an organization communicates its identity is known as corporate 
branding (Kay, 2006, p. 755). Corporate brand building involves the internal brand 
building process, that is the things the company does within towards actualizing the brand 
(Wallström et al., 2008, p. 41). Numerous authors emphasize that there is a move from 
product brands towards corporate brands in not only practice but also in theory (Balmer 
& Greyser, 2006, p. 734; De Chernatony & Segal-Horn, 2001, p. 648; Harris & de 
Chernatony, 2001, p. 441; Know & Bickertson, 2003, p. 998; Leitch & Richardson, 2003, 
p. 1065). This move is triggered by the fact that consumers are becoming more informed 
making them consider a lot more things when deciding about a product or service. It is 
also as a result from the fact that products and services are becoming substitutable 
(Krishnan & Hartline, 2001, p. 339). Firms are realizing that corporate branding helps 
them differentiate their offerings and keep their heads above water. Attention is shifting 
from the products of the company to the company itself, and their social responsibility is 
an important part of the branding activities that influence their corporate image (Porter & 
Kramer, 2006, p. 82; Werther & Chandler, 2005, pp. 318-319). 
A corporate brand is what service firms use to create an identity that the customers can 
perceive (Martinez & Pina, 2003, p. 434; Martinez et al., 2006, p. 175). Berry (2000, p. 
128) argued that in the 21st century, a successful marketing approach of a service firm 
rests in the foundation of the branding, more specifically, corporate branding is what a 
service company tend to depend on to promote their brand. In the past, product brands 
have always overshadowed service brands, but nowadays the trend seems to be shifting 
to the direction of service brands. A lot of service providing companies are springing up 
especially in the area of e-commerce (Berry, 2000, p. 128). Consumers are now more 
concerned with which service channel they would use to purchase a product (Banducci 
& Keneally, 2001, p. 2). A strong corporate brand enhances product (service) quality and 
lowers the dangers associated with purchasing intangible products (Krishnan & Hartline, 
2001, p. 331). It also helps differentiate its products from similar others giving the service 
firm a competitive advantage (Martinez et al., 2006, p. 175). 

Putting together all the pieces above, it is clear to see how CSR influences a company’s 
brand. A company that engages in CSR that is closely connected to its core business 
activity, makes it easier for stakeholders to connect such CSR action to its brand. An 
example is the Antarctic beer, the official sponsor of the Rio de Janeiro Carnival. They 
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developed the beer turnstile to encourage the use of the subway by allowing people to 
pay for the subway using an empty Antarctic beer can. It reduced the amount of drivers 
caught for driving under the influence (DUI) by 45% and they donated the collected beer 
cans to a local NGO (Gonzalez, 2013) - What a way to associate their brand with saving 
lives! How is CSR linked to a company’s brand? There are several links - the costs 
associated with unethical business practices hugely outweighs the cost of running a 
business with a CSR agenda. As earlier discussed, people are more informed and can 
easily spread information on unethical business practices. Companies’ brands, built on 
CSR activities, serves as a leverage in unforeseen circumstances. Unforeseen 
circumstances could be the emergence of substitutes or destructive technologies 
(Middlemiss, 2003, pp. 354-355). Customer brand loyalty as we had identified earlier that 
draws from CSR activities help keep customers until the company is able to recreate such 
new technologies. Additionally, employees as one of the stakeholders are a powerful tool 
in building the brand from the inside-out (Middlemiss, 2003, p. 355). Companies that 
incorporate the social responsibility of their employees in its business and engage them 
in CSR activities, stand to gain motivated employees that share the same vision and 
mission of the company, which in turn reflects positively in their dealings with customers. 
This reflects positively on the brand. Furthermore, engaging with stakeholders, help 
generate valuable market intelligence, that in turn helps the company shape its business 
dealings in the way that the stakeholders approve of (Middlemiss, 2003, pp. 355-356). 
The importance of CSR to brand building makes it imperative to have more studies in 
that field. We have found that there is not a good amount of studies that show how the 
companies incorporate CSR in building its brand internally. Although research within 
internal brand building shows the necessary steps for implementing and planning a 
company’s brand strategy, less weight is put on how CSR influence the internal brand 
building process within the service industry (De Chernatony et al., 2003, pp. 1-2; Vlachos 
et al., 2009, p. 174). To fill this identified vacuums in literature, we would like to 
interview management personnel in charge of CSR and internal brand-building in service 
firms to understand and get a better picture how they carry out this processes from the 
organizational standpoint. We would also like to interview employees to see whether they 
are engaged in CSR and if they include it in their duties. It would be interesting to look 
at service firms due to the growing trends. Globalization, e-commerce and pressure from 
shareholders to increase company value all account for the growth of the service industry. 
Product firms are also expanding their reach of customers by offering services over the 
internet (Banducci & Keneally, 2001, p. 3). This growing competition is forcing many 
service firms to brand their services in order to have a competitive advantage. 
Based on the the above arguments, the purpose of this study is to explore if service firms 
incorporate CSR activities within the internal brand building process. And if they do, we 
would like to explore how they incorporate CSR in their internal brand building. We will 
apply relevant theories in order to develop a theoretical framework which will guide our 
empirical studies. We will collect our empirical data through interviews. 

To guide us in our study, we will be seeking to answer the following questions: 
1. In what way does CSR influence the internal brand-building process? 

2. How do service firms implement CSR in their internal brand-building? 
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2. Methodological assumptions 
This chapter provides the reader with our pre understandings, research perspectives of 
ontological and epistemological assumptions. All the considerations that are made 
during the thesis will come from the assumptions. Besides this, the chapter will include 
the research strategy, process, design and approach. Finally, ethical principles and 
source criticism will be discussed. 

2.1 Preunderstanding and selection of topic 
Johansson-Lindfors (1993, p. 25) states that the preunderstanding has an impact on the 
choice of research question and epistemology. It can be influenced from the author’s 
practical experience, education and social background. Furthermore, Johansson (2011, p. 
48) describes that the preunderstanding is derived from our interpretations. This means 
that our preconceptions have an impact on the thesis. The preunderstanding contains of 
two groups, namely primary and secondary groups. 
The primary group is based from the self-perceived events, personal experiences, 
influences from the society, theoretical experiences from lectures, scientific journals and 
from books (Johansson-Lindfors, 1993, pp. 76-77). The secondary group include the 
author’s preconceptions about epistemology (how knowledge is created) and ontology 
(how the reality is created) (Johansson-Lindfors, 1993, pp. 37-39), as well as the 
theoretical preunderstandings that comes from a mix of theories. We are both studying at 
Umeå University presently. We are in our last semester of the International Business 
program. Since we are from different countries, we might have different preconceptions 
about social phenomena. Moreover, both of us have working experiences, which could 
have affected our choice of subject of interest. However, we have carefully judged our 
choice of theories, and tried to prevent the theoretical preunderstanding to influence the 
choice of theories in a biased way. 
2.1.1 Preunderstanding Eva Eriksson 
My preunderstanding comes from theoretical experiences gained from studies at Umeå, 
National Taiwan University and Mälardalens Högskola. I took a Global MBA Corporate 
Social Responsibility course in Taiwan, thus, the interests within this complex area grew. 
I have personal experiences through some of the organizations I have worked at where 
CSR subjects have been highlighted. 
2.1.2 Preunderstanding Chidi Emmanuel 
My preunderstanding comes from theoretical experiences from Umeå University, 
University of Saskatchewan and University of Uyo. I hold a Masters degree in 
Economics. I have studied different areas within the Business Administration and I got 
interested in CSR mainly from personal experiences complemented by lectures. I am 
originally from Nigeria and has lived in the Niger Delta region where crude oil is mainly 
gotten, and I have seen first hand the terrible level of environmental degradation caused 
by Multinational Enterprises (MNEs). 

2.2 Research philosophy/Ontological and epistemological assumptions 
The term research philosophy includes a system of beliefs related to the research and 
assumptions about the nature and development of knowledge. Moreover, what we are 
doing when writing a research, is to develop knowledge in a specific field. The 
assumptions will be made throughout every stage in the research, even though one might 
not be consciously aware of them. Two assumptions are epistemological assumptions and 
ontological assumptions (Saunders et al., 2016, p. 124). The researchers meaning and 
approach of these assumptions will affect the thesis, from the start to the end (Deshpande, 
1983, p. 102). In order to implement and plan the research, an understanding of these 
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concepts are crucial for the researcher (Arthur et al., 2012, p. 16). These concepts will be 
discussed carefully in parallel with our arguments behind our perspectives. 
In order to understand the ontological and epistemological foundations of business 
research and to explain the world, it was crucial for us to take a standpoint in various 
research philosophies. We defined a paradigm, which reflect the assumptions we made 
about the nature of organizations and how we found out about them. Our study explores 
service industries practices, and the purpose is to understand how the organizations 
implement CSR in their internal brand building and in what way CSR influence the 
internal brand building process. It would have been doable to adopt an objectivistic 
paradigm, however, it would have limited the chances to fully understand organizational 
processes of the internal brand building (Saunders et al., 2016, pp. 128-129). For our 
study, we believe these processes are socially made and dependent on the individuals in 
the organizations, it can only be understood from the individuals who are directly 
involved in its activities point of view (Bryman & Bell, 2011, p. 24). 
Interpretivist, a paradigm was chosen and as Bryman and Bell (2011, p. 16) states, it 
allows us to create new, richer interpretations and understandings of social worlds in 
contexts. It allowed us to interpret human errors and factors that could have influenced 
organizational practices and management opinions. Our choice of ontological and 
epistemological positions that will be made in the following parts will be influenced by 
this subjectivist standpoint. Our choice of strategy, approach, research process and design 
will also be influenced. Since we have claimed our selected paradigmatic stance, the next 
part will present the ontological thoughts we made for our research. 
2.2.1 Ontological considerations 
Ontology denotes assumptions about the nature of human and social reality. The 
ontological assumptions will structure the way in which the researcher sees and studies 
the research objects. The researcher’s ontology determines how the author see the world 
of management and business, straightforward, the choice of what to research for the 
research project (Saunders et al., p. 127). If we were to choose the objectivist position, 
we would have looked at organizations as a tangible object, meaning that they follow 
regulations, rules and procedures to get things done, the practices would have been seen 
as independent of human behavior (Bryman & Bell, 2011, p. 21). Moreover, management 
frameworks for internal brand building would have been seen as the same across the 
different organizations we are about to investigate (Saunders et al., 2012, p. 131). We 
presumed that important understandings would have been lost if the objectivist position 
were used. Organization differs in their view of CSR, so we believe that CSR 
engagements and how they influence internal brand building will be different across 
organizations. Using the objectivist approach would have limited our ability to 
comprehend the different and unique ways CSR influences internal brand building in 
service firms. 

In contrast to the objectivist view, we have chosen the constructionist standpoint for our 
thesis. Internal brand building and CSR are considered to be socially dependent by 
actions. We assume that practices of the different organizations were strategically 
implemented by managers of the service industries and that they are in a constant state of 
change. Without the social actors, the brand building and CSR would not have been 
accomplished (Bryman & Bell, 2011, p. 23). It would not be guaranteed that practices 
driven by management would be accepted and applied through the whole organization, 
since the employees define things based on their individual perceptions and principles 
(Saunders et al., 2012, p. 131). We believe that the key concepts, internal brand building 
and CSR have to be viewed as constructionism since they are socially formed. In order 
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for us to understand and explore the organization's internal brand building and CSR, the 
constructivist position was chosen as the most suitable ontological position (Bryman & 
Bell, 2011, p. 713; Saunders et al., 2012, p. 132). Based on our ontological stance, we can 
make assumptions about the epistemological standpoint (Arthur et al., 2012, p. 16). The 
epistemological standpoint narrates how we will study our preferred constructionist 
standpoint; how service firms are influenced by CSR when it comes to internal brand 
building and how they implement CSR in their internal brand building. 

2.2.2 Epistemological considerations 
Epistemology distresses assumptions about knowledge, what comprise legitimate, valid 
and acceptable knowledge, and how knowledge can be communicated and generated to 
others. What is considered legitimate can range from textual and visual data, numerical 
data, from facts to interpretation and can include stories, narratives and even fictional 
accounts. Therefore, business and management researchers will adopt different 
epistemologies in their study and field (Saunders et al., 2016, p. 127). There are two 
central epistemological standpoints, namely positivism and interpretivism (Bryman & 
Bell, 2011, p. 16; Johansson-Lindfors, 1993, p. 37). The view of the relation between the 
subject and the researcher, the relation between the parts, the whole and the research 
results are distinctly different between the standpoints (Johansson Lindfors, 1993, p. 44). 
In this thesis, we have taken an interpretivist standpoint to knowledge. Interpretivism is 
developed from a subjectivist perspective as a critique of positivism. It highlights that 
humans are different from physical phenomena since they construct meanings. 
Interpretivists study these meanings that comes from people of different cultural 
backgrounds and environments who create and experience different social experiences. 
They are critical of the positivists who try to discover definite, universal regulations that 
apply to everybody (Saunders et al., 2016, p. 140). Interpretivists instead believe that rich 
understandings into humanity are lost if such density is reduced completely to a series of 
law-like generations. 

Creating of new and richer understandings and interpretations of the social contexts and 
words are the purpose of interpretivist research. For management and business 
researchers, this includes looking at companies from the viewpoint of different groups of 
people. Following this understandings, the study objects in our research are humans, 
specifically, managers and employees or relevant humans within the brand building and 
CSR areas. As we will explain in the theory chapter, the brand building and 
implementation of CSR exist in the minds of the people running the business and its 
employees, far from being a natural and tangible science object (Saunders et al., 2016, p. 
140). Interpretivists do not attempt to conduct value free studies and they advocate the 
whole view of the research. Our research will take a holistic view on internal brand 
building and CSR’s effect on it, instead of breaking down each concept and ignore the 
context. We have chosen interpretivism since it enables us to make a deeper research 
where respondents expression will strengthen the understanding. The aim to gain an 
understanding for a specific topic instead of explaining a relationship is also one reason 
for choosing interpretivism. A few in-depth studies can be conducted in order to create 
an understanding (Johansson-Lindfors, 1993, pp. 45-46). We are going to investigate, not 
measure how service companies incorporate CSR in their internal brand building process, 
this justifies our choice of epistemological standpoint. 

2.3 Research process 
Bryman and Bell (2011, pp. 11-14) mainly consider two research approaches. These are: 
inductive and deductive. Bryman and Bell (2011, p. 11) explain that a deductive approach 
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is mostly used with a quantitative research strategy and it first starts with theory, then 
hypothesis is derived from the theory, data collected and thereafter the findings are 
reviewed and the hypothesis are rejected or confirmed and finally the theory is revised if 
possible. This approach was not appropriate since our empirical study explore if and how 
service firms incorporate CSR in their internal brand building process and were depended 
on subjective information provided by managers and employees from a few companies. 
Our intention was not to test any hypothesis or detect any correlations between variables 
but rather to deepen our understanding of the specific phenomenon. Inductive is opposite 
to deductive. Collection of data would have taken place and used as a base before 
searching for appropriate theories which would have lead to the development of a new 
theory (Bryman & Bell, 2011, p. 13; Saunders, 2012, p. 146). An inductive approach is 
typically associated with qualitative studies and it is common that qualitative studies state 
that they have an inductive approach but they use theory as a platform to their research. 
Bryman and Bell (2011, p. 14) suggest therefore that deductive and inductive research 
approach should be perceived as tendencies rather than a set distinction. 

Saunders et al. (2012, p. 147) mention another approach called abductive, which is 
commonly used in management and business research. It is a combination of deductive 
and inductive. Since we collected scientific journals and other materials associated to our 
research topic and used theory as a platform before we collected our data (deductive) we 
will not claim that we use an inductive approach (Bryman & Bell, 2011, p. 13). We rather 
use a theoretical framework where we identified gaps, as a guide and then collect data 
from service firms to explore if and how CSR influences the internal brand building. We 
will identify themes from this data and explain patterns and differentiations. What we are 
doing is a systematic combination of both processes (Dubois & Gadde, 2002, p. 554; 
Saunders et al, 2016, p. 148). Dubois & Gadde (2002, p. 554) state that it is characterized 
by an iterative process between empirics and models. However, we are not going back 
and forth continuously as characterized by an abductive study but our study will still 
involve a reorientation of research issues and the analytical framework when we have 
acquired empirical data (Dubois & Gadde, 2002, p. 554). As a result, we call the approach 
used in this study not purely abductive approach, an approach that does not involve the 
iterative processes but involves a review of literature and theory related to our chosen 
topic before collecting data to fill up the gaps we identified in our theoretical model. 

2.4 Research strategy 
We need to select a suitable strategy to ensure that the research questions are answered 
in a meaningful way and in line with our topic and purpose (Walshe et al., 2004, p. 677). 
As mentioned in the research purpose, we will be using a qualitative strategy. We are 
conducting this research with an interpretivist view. A qualitative study will afford us a 
better understanding of the social construct (our topic), in line with the interpretivist view 
as against a quantitative study (Saunders, et al., 2016, p. 140). We will be interviewing 
our chosen respondents face-to-face and by telephone. We aim to gather a lot of relevant 
information by talking to them face that would not be able to collect through a quantitative 
study. 
In addition to our interpretative standpoint and to our quasi-abductive approach, a 
qualitative strategy was selected to be the most suitable (Denzin & Lincoln, 2005, p. 3). 
Our choice of using a qualitative strategy is also strengthening from our research 
questions. It is also supported by our first chapter, regarding the complex concept of CSR 
and the service industry’s internal brand building. To gain an understanding about this 
from a manager’s and employee’s point of view, a qualitative method is relevant. 
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There are of course risks, disadvantages and advantages related to both qualitative and 
quantitative strategies. The risk we saw with using a quantitative research method was 
that some important factors of the framework might be excluded and limit a better 
understanding of the situation and human behavior (Guba & Lincoln, 1994, p. 106). 
Snider (2010, p. 21) states that numbers do impress, but sadly enough they tend to hide 
more than they reveal and it is very straightforward that the use of a quantitative strategy 
would limit the understanding in our study. If we were to collect numbers about a 
company’s CSR and brand building, we would not get an understanding about how and 
why the manager’s implement CSR in their internal brand building in order to get a 
stronger brand. 
Bryman and Bell (2011, p. 408) mention some criticism of qualitative researches. It can 
be too subjective, they mean that the qualitative research sometimes might be too close 
to the researcher’s overall connections to the subject and their relationships. We have 
tried to eliminate our beliefs and expectations in order to avoid to be too subjective and 
to influence the findings of our study. That is why we used a semi-structured interview 
that encouraged the respondents to discuss their view freely and not forced them into any 
favorable answers. The difficulty of replacing a qualitative study is another critique. 
Because it is unstructured and often dependent on the researcher’s initiative, it makes it 
hard to conduct a true replication because the standard procedures to follow are lacking. 
Researcher in the same topic might concentrate on different things that others do not focus 
to emphasize. Some important parts might not get enough attention as well. In our study, 
we try to think about all the matters that play a role in the study. We try to think about the 
aspects that might affect our findings (Bryman & Bell, 2011, p. 408). 

Bryman and Bell (2011, p. 408) also mentioned that the amount of findings of qualitative 
studies is limited. When a small number of interviews on participants in a certain 
organization it is hard to know how the findings can be generalized to other situations. 
We know that our study is not meant to represent a whole population, instead we aim to 
generalize to already existing theory. We strongly believe that our study will be of 
importance to other service firms as well. Lastly, the lack of transparency can occur 
because it is sometimes hard to understand what the researcher actually did and how they 
came to the conclusions. In order for the readers know how the research participants were 
chosen, how the analysis was conducted and about other information in this research, we 
have tried to be as transparent as possible throughout the thesis (Bryman & Bell, 2011, p. 
409). 

2.5 Research approach 
As stated in our first chapter, we have found several studies of CSR, however, we only 
find a few studies and theories within the internal brand building (see e.g. De Chernatony 
et al., 2003 & Vlachos et al., 2009). The purpose of our study is to get a better 
understanding in the service industry’s internal brand building and to explore if and how 
they incorporate CSR activities within the process, which seemed to stance a gap in the 
prior scientific literature. 

To gain more understanding and contribute to the inadequate available literature in this 
field we are studying, the optimal way would be to do an exploratory research approach 
(Saunders et al., 2016, p. 174; Zikmund et al, 2013 p. 52). 

The exploratory research approach is suitable when researchers aim to understand and 
learn more about a relatively new phenomenon (Saunders et al., 2016, p. 171). Put it in 
different words, we strive to contribute with further understanding to this gap in the field 
of CSR and internal brand building within service companies. This lead us to categorize 
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our research approach as exploratory (Stebbins, 2001, p. 7; Zikmund et al, 2013, p. 52). 
Moreover, an exploratory approach was considered suitable for our thesis, assumed that 
previous studies had mostly focused on CSR connected with product brands (See e.g. 
Balmer & Greyser, 2006; de Chernatony, 2001; Harris & de Chernatony, 2001; Leitch & 
Richardson, 2003; Know & Bickertson, 2003). 

For exploratory studies, open questions are most used in order to discover and gain 
insights about what is happening about the topic of interest. If research questions begin 
with “how” or “what”, it is more likely that the research approach is exploratory. We 
believe that the choice of an exploratory approach will give us an insight in the 
phenomenon, since we now are unsure about if and how service industries incorporate 
CSR with their internal brand building in order to strengthen their brand (Saunders et al., 
2016, pp. 174-175). Saunders et al. (2016, p. 175) mention that the advantage with an 
exploratory research is that it is flexible and adaptable to change. One has to be ready to 
change the direction if the results if the data seems to be different or if new insights 
occurs. 

We considered other types of approaches before arriving at the choice of an exploratory 
study. If we were trying to deduce details of an event, we would have chosen a descriptive 
study (Saunders et al., 2016, p. 175). If we were trying to find out the reason of 
relationship between two variables, then we would have taken on an explanatory study 
(Saunders et al., 2016. p 176). Additionally, if we were seeking to find out the degree to 
which things work, then we would be doing an evaluative study (Saunders et al., 2016, p. 
175). We rather have an idea of our topic most from theoretical help and we are seeking 
to get a deeper understanding within the field. Since our research approach has been 
outlined, the next part will specify our choice of research design. 
2.6 Research design 
A case study is a comprehensive study of a real life situation. Yin (2014, p. 16) explained 
a case study approach based on a constructivist ideal. The same ideal we have chosen in 
this research, that claim that what is considered fact is relative based on human judgment. 
A case study is a comprehensive study of a real life situation. The case study strategy 
would help us to gain useful and rich information that fulfills the aim of our study (Yin, 
2014, p. 10). It is the most proper approach at answering research questions of “how” and 
“why” of present-day occurrences that the researcher has no control over (Yin, 2014 p. 
10). We choose this case study approach since our study seeks to explore how CSR 
influences internal brand building in service firms and we do not have control over how 
the firms do it. This approach allows for a closer relationship between the researcher and 
participants, enabling the participants to air their views with less reservations. The 
researcher is also able to understand respondents better (Lather, 1992, p. 89). 

We considered if it was enough to do a single case study or if we had to undertake a 
multiple case study for a more robust understanding. It could have been enough to study 
a single case but studying more cases results in evidence that is more compelling 
(Saunders et al., 2016, pp. 186-187). Since there is a few practical research on service 
firms, we think it would lend more credence to our research if we chose to do a multiple 
case study on more service firms. We have also considered the rigors involved in a 
multiple case study, that it may be less manageable and superficial, time-consuming 
compared to a single case study (Baxter & Jack, 2008, p. 550; Saunders et al., 2016 p. 
187). 
To overcome this obstacles, we have chosen service firms where we have existing 
contacts. Most organizational and management researcher give advice to use existing 



 

11 

contacts in order to gain access. Since the contacts know us, they are more likely to trust 
our stated purposes and the promises we give about the use of the data provided. When 
using a case study as a research strategy, and planning to focus on a small, purposively 
selected sample it is more common to use existing contacts (Saunders et al., 2016, p. 231). 
In our study, we have taken advantages of one of the author's professional contact network 
through the Swedish Chamber of Commerce in the Netherlands. It is from there we 
adopted our survey strategy. Saunders et al. (2016, p. 232) states it is normally to become 
interested in a specific topic through the workplace, and therefore, research questions and 
objectives will be identified. The combination of an easy access to organizational 
contributors and a genuine interest in the topic will help to provide a good-quality and 
useful research. However, due to time constraint, we used two firms in Sweden as well, 
which we did not find through the Chamber’s network. 

2.7 Summary of methodological assumptions 
 

 

 

 

 

Table 1. A summary of our methodological assumptions 

2.8 Ethical principles 
Ethical norms are put in place to uphold the aim of research, which are to gain knowledge, 
truth and elimination of wrongdoings in research (Resnik, 2015). To guide us ethically in 
this research and to constantly remind us of our ethical obligations, we studied and 
identified three basic principles by The Belmont Report (1975). Respect for persons, 
beneficence and Justice. Research participants are to be fully aware of every details 
concerning the research and people should not be forced to take part in a research. 
Beneficence means that researchers should magnify any perceived benefits and try to 
lessen any damages it might cause. It should be fairness and equal judgment when 
choosing respondents. When choosing our respondents, we will provide them with details 
of our research questions and the aim of it. We will let them know that they have the right 
to ask questions and clarify any doubts they have concerning the research. We will also 
thoughtfully interpret information we obtain, so that we do not cause any harm to the 
respondents and companies they represent. We are fair in choosing our companies as they 
are not competitors. 
Given the relative importance of ethics in research a lot of professional bodies, 
universities and government agencies have come up with codes of conduct. Resnik (2015) 
summarized this codes which would serve as a strict guide through the conduct of our 
research. We will be honest in describing our methods, data and results. We also eliminate 
bias by being objective in our data analysis, interview transcription and other parts of our 
research. Promises and agreements to the respondents would be honored. Intellectual 
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property has been properly acknowledged by duly referencing sources of information 
(Resnik, 2015). 

2.9 Source criticism 
We will be using both primary and secondary data in our research. The primary data will 
be obtained by ourselves. The primary sources will provide us with specific information 
through face-to-face interviews as well as telephone interviews. Secondary data is the 
source of theory that would guide us towards answering our research questions. The 
theories used in our theoretical framework and analysis are originated from earlier 
researches as well from scientific journals and books. This mean that we have to make 
some criticism about our secondary data that we have used in this thesis. Secondary data 
may be time-saving and easier to obtain, since it has been published, it still has its 
downsides (Saunders et al., 2016, pp. 330-331). 
Secondary data that have been collected for a specific research might not suit our research 
and our research questions. One issue can be that the sources only answer the research 
questions to some extent or could be that the data has become old and irrelevant (Saunders 
et al., 2016, p. 332). The research that we intend to source our data from, could likely 
have been adjusted to fit the purpose for which it was collected (Saunders et al., 2016, 
pp. 332-333). In order for us to make sure we are fulfilling the requirements and 
meanings, we have carefully done a systematic review (Saunders et al., 2016, p. 334). 
Furthermore, to get the right secondary data, we have been striving to use a variety of the 
latest text and hand books, newly updated websites and the most recent peer-reviewed 
articles. Some sources we have used, are still old, the reason is that we have critically 
checked the original sources and tried to dig deep into the used theories’ roots. Some 
sources were also limited. 
The access to secondary data might be costly or difficult to gain. In order for us to 
overcome this barrier, we have utilized Umeå University’s library and its access to books 
and scientific journals that we found on their online library (Saunders et al., 2016, p. 333). 



 

13 

3.Theoretical framework 
In this chapter we will go through relevant theory regarding our research topics. In order 
to be able to deliver knowledge about CSR we first have to review previous literature 
about CSR. We will state our definition of CSR as well as get more in depth about 
Carroll’s CSR pyramid and its four responsibilities, Porter and Kramer’s creating shared 
value concept and Visser’s view on why CSR has failed and how it can be successfully 
implemented. Thereafter, we will talk about CSR’s role in the internal brand building. In 
order to understand the internal brand building process we first have to state what a 
brand is and its value for a company. Further, we will look at the instrument that the 
theory provides for us when it comes to internal brand building. We finish the chapter 
with an overview of our own theoretical model. 

3.1 Corporate Social Responsibility 
The concept of corporate social responsibility (CSR) has over the decades continued to 
grow and change in meaning and importance. The subject has been substantial in debate, 
theory building and research. Regardless of the constant discussions about what it 
embraces and what it means, it has evolved and developed in both researchers and 
practitioner communities in the whole world. That business has some more 
responsibilities to the society than just making profits for shareholders has been a fact for 
centuries (Carroll & Shabana, 2010, p. 85). CSR used to regard largely a domestic 
business issue in leading countries, but nowadays, CSR initiatives is nearly in all the 
developed nations as well as in emerging nations (Carroll & Shabana, 2010, p. 86). 
Corporate citizenship, business ethics, sustainability and stakeholder management are 
some competing complementary and overlapping concepts one can find today although 
the term “corporate social responsibility” still remains popular to use. The term CSP 
(Corporate social performance) has become a well-known umbrella term which contains 
both the normative and descriptive aspects of the field (Carroll & Shabana, 2010, p. 86). 
This tells us that CSR has become more common and that it is a necessity for firms and 
the society. It also tells us that many different concepts have been used. Bringing this 
together, CSR is important but we must be more coherent when defining the phenomena. 
As mentioned in chapter one, the definition we have chosen to use is the definition by the 
EU commission which defines 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, 2006). We have chosen this 
definition because it tells the importance of several things. First, that CSR incorporates 
social and environmental issues. Second, it incorporates social and environmental issues 
into the business activities of companies. CSR should not be independent from business 
operations. Third, it says CSR is and should be voluntary. 
Porter and Kramer (2011) state that the connection between business and society remains 
fragmented despite heavy CSR approaches, strategies and budgets. The authors argue that 
businesses are to be blamed for not creating long time economic performance, and are 
not involved enough in solving social and environmental problems. Instead their focus is 
too narrow on short term financial performance. Additionally, Porter and Kramer (2011) 
argue that creating business value is limited since the primary goal of CSR is to behave 
socially. Firms often see CSR as a cost and therefore, Porter and Kramer (2006) 
introduced and suggested a new concept: Creating Shared Value (CSV). The purpose was 
to encourage companies to transform their sustainability oriented strategies, and 
implement both business and social values while incorporating sustainable practices 
inside their core activities and thereby decrease the weaknesses of CSR. CSR should not 
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be done in a general meaning, rather, CSR should be carried out “in the way most 
appropriate to each firm’s strategy (Porter & Kramer, 2006, p. 78)”. 
Visser (2010, p. 7) argues in his paper that CSR as a governance, business and ethics 
system has failed and the logic is compelling and simple: “A doctor judges his/her success 
by whether the patient is getting better (healthier) or worse (sicker). Similarity, we should 
judge the success of CSR by whether our communities and ecosystems are getting better 
or worse (Visser, 2010, p. 7)”. Visser argues that a different kind of CSR is needed if we 
are to reverse the existing direction of many of the world’s most urgent environmental, 
social and ethical trends. We will explain Visser’s new CSR model more carefully later 
on, but first we will take help from Carroll to give the fundamental elements of CSR. 
Carroll gave the fundamentals of CSR and then other researchers have added more 
aspects later on. Of course we must have learnt more since Carroll implemented his early 
model. 

3.2 Carroll’s pyramid of CSR 
The concept of CSR has covered a broad variety of economic, legal, ethical and 
philanthropic activities of business implementation (Carroll, 1979, pp. 499-500; Carroll, 
1991, p. 40). Based on other authors’ contribution and input of CSR, Carroll revised his 
four-dimensional pyramid, which became a theoretical framework for CSR, it has been 
specially used in the business and management field. Crane and Matten (2004, p. 359) 
states that Carroll’s model is the most widely and lasting mentioned. Visser (2005, p. 33) 
argues that the reason behind this long-lasting model could be from its simplicity and that 
the model has been empirically tested and held by the findings. Carroll’s idea with the 
pyramid is that it can help a corporation to know how to work with all four blocks of CSR 
to easily get accepted and recognized in the corporation’s strategic work with CSR. 
Improvement of working conditions, safer products for the market, reviewed energy 
consumption, reduced emission, greater equality and diversity for the many people are 
just some examples of CSR. 

Carroll (1991, p. 40) argue that all blocks in the pyramid have to be involved in some 
way in order to reach the point of acceptance. The pyramid comprises four responsibilities 
which form CSR and they are from the bottom to the top as such: economic, legal, ethical 
and philanthropic responsibilities. The basic responsibilities are closer to the bottom, and 
when the company meets lower part of the pyramid that obligate to the law and to 
shareholders, it can move to the higher level responsibilities that society benefit from. 
Carroll (1991, p. 40) point out that all of the responsibilities have to some extent always 
been there, but that the ethical and philanthropic responsibilities have been taken a more 
important role in recent years. Carroll’s pyramid can be seen in the figure below. 

 
Figure 1. The pyramid of Corporate Social Responsibility model by Carroll, 1991. 
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3.2.1 The economic responsibility 
A company’s economical responsibility has historically been to maximize profits, which 
create more support for investments and taxes, purchases, employment and wages 
(Carroll, 1991, p. 39; Porter & Kramer, 2011, p. 66). Friedman (1970, p. 32) argued that 
the corporations only social responsibility was to maximize profits, he stressed that 
governments should manage externalities and deliver public goods. He took a shareholder 
approach to social responsibility and hence stated that profit should be returned to 
shareholders and that they can choose themselves where they want to take part in instead 
of following certain rules. 
CSR does not only work as a tool for companies to create trust to their stakeholders in 
order to shape financial values and to improve people's lives, it also works as a 
communication channel for corporations where they prove what they are doing. Through 
the channel, investors can value the possibilities and level of risk of a corporation (Carroll, 
2015, p. 9; Porter & Kramer, 2006, p. 82). Stakeholders expect companies to be 
productive, produce returns to capital owner, generate quality products or services, offer 
jobs for employees, think about the environment and the social impacts that result from 
their operations, all this is additional to the authorization to operate, in other words, the 
informal approval from stakeholders. It is crucial for companies to have a CSR strategy 
(see e.g. Porter & Kramer, 2006, 2011). 

Carroll (1991) claim that a company should also be as profitable as possible and perform 
in a way consistent with maximizing earnings per share in order to be economically 
responsible. These two statements go hand in hand with Porter and Kramer’s (2006) 
business strategy that identifies a strategic position which make companies effective and 
competitive in the market place. The economic responsibility makes the foundation of 
Carroll’s CSR pyramid and is an essential beginning for the other blocks (Carroll, 1991). 

3.2.2 The legal responsibility 
The second block in the pyramid belongs to the legal responsibility. A corporation has 
expectations from the society to maximize their profit, but they also have expectations to 
follow the government’s regulations and laws (Carroll, 1991, p. 41). Carroll defines legal 
responsibilities as a social contract between society and business and he emphasizes the 
importance for a company to fulfill the government and law expectations and its legal 
obligations. It is crucial for a successful business to meet legal obligations and that the 
goods and services provided meet at least the minimal legal requests (Carroll, 1991, p. 
41). 
There has been changes over time with the expectations of CSR and it is not an option 
for large listed companies, it is essential (Blombäck & Scandelius, 2013, p. 363; 
Blue&Greentomorrow, 2013; Buhmann, 2006, p. 193). In order for a company to succeed 
with their CSR strategy, it has to stay truth with the company’s own ethics and values. If 
a company were to investigate their prospects for social responsibility using the same 
framework they used for their own values and ethics, they would understand that CSR is 
not just a cost, a force or a charity, instead, it can be a source of competitive advantage, 
innovation and opportunities. In order to succeed with a CSR strategy, it requires that all 
parts of the company are involved (Porter & Kramer, 2006, p. 80). 

In Buhmann’s (2006, p. 190) article, the author clarifies that informal law is a set of 
normative patterns and ideas of behaviors, the actions are not based on a pointed 
difference between morals and laws or between fact and law and therefore, they are not 
framed by a national, central or state authority. Informal law relies on where the 
corporation make foot prints and the authorizations contains of moral or practical 
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character. In some circumstances, where norms of informal law obtain the status of a 
formal law in a later phase, the informal law is a pre-formal law. The pre-formal law and 
informal law can be explained by the societal development and the new expectations as 
results (Buhmann, 2006, p. 190). CSR related actions by corporations are generally a 
combination of non-legally and legally binding norms. Legal requests of reporting of non-
financial issues have increased in the EU and in other countries. In some circumstances, 
CSR assist a government to fulfill welfare state ambitions, it is often based in law as 
responsibilities. A CSR strategy can also be related to subsidy operational complications 
in developing countries. In either area, a corporation communicates with national as well 
as international law (Buhmann, 2006, p. 193; Porter & Kramer, 2011, p. 68). Corporations 
might face complex situation in result from the mix of international and national legal 
system. National governments and international powerful organizations might have 
contrasting and diverse approaches to laws and regulations. Culture and different 
organization might even make it complex for corporations on a local community level. 
Further, governments in different countries are lawfully requesting corporations report 
showing their work with CSR (Buhmann, 2006, p. 194). 
3.2.3 The Ethical Responsibility 
The third block in the pyramid concerns the ethical responsibilities. Even though 
economic and legal responsibilities represent ethical norms such as justice and fairness, 
ethical responsibilities contain those practices and activities that a company is expected 
to obey without being codified into law (Carroll, 1991, p. 41). Therefore, the difference 
compared to the first two blocks of the pyramid is that the ethical responsibilities of 
business is not required, but it is expected and embodies the whole scope of guidelines 
such as norms, standards or expectations that can be seen as a concern for what 
employees, shareholders, consumer and the society concern as fair, consistent and just 
with respect for protection of stakeholder’s moral rights (Carroll, 2015, p. 90). Since the 
ethical expectations continues to change from the actors mentioned above, new 
expectations are being created, overtime when the society meet these needs, these 
expectations may be greater than the standard of the law (Carroll, 2015, p. 90; Gallagher, 
2005, p. 58). One important aspect to have in mind is that the same company, operating 
in different countries might face a lot of challenges because of cultural differences 
compared to the mother firm’s country and hence could be an issue for all the blocks and 
perspectives. Aguilera-Caracuel et al. (2014, p. 329) argues in their article that this is 
more often true for multinational companies since they are shown to pressure groups in 
not just the home country but in the host countries as well. They are also more likely to 
have different stakeholder groups which have different demands and expectations, values, 
freedom to act, negotiation power, communicative capabilities and legitimacy. 

Managers inside a corporation should act ethically because if their actions are not in line 
with society’s wider view of ethical behavior, the whole corporation and its reputation is 
at risk (Carroll, 2015, p. 88; Gallagher, 2005, P. 59). The legal system is the most obvious 
framework that corporations can follow, yet, corporations can fail to obey to ethical 
norms in other ways. Reputational risk increases with the rising global competitiveness 
of corporation. Due to the technological changes that have been growing rapidly during 
the last decade, it has increased the global visibility and vulnerability of the corporations’ 
international image. Therefore, it is even more important for corporations to plan their 
ethics and responsibility wherever they operate and make foot prints. It is difficult for 
managers to wait for laws to tell them what is ethical since legal entrepreneurs are always 
looking for new scandals to arose and by the time new laws take place, it might be too 
late for the corporation and its managers. Even though ethics is representing expectation 
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and not requirements, it must be recognized continually so it is in active relationship with 
the legal responsibility classification. Consequently, corporations need to operate at 
levels beyond the required law in order to meet the higher expectations (Carroll, 2015, p. 
88). 
3.2.4 The philanthropic responsibilities 
The fourth block of the pyramid is the philanthropic, it is neither required nor expected, 
it is desired from communities to contribute their facilities, money and employee time 
(Carroll, 1991, p. 42). Philanthropy involves the corporate actions that are made in 
response to what the society desire in businesses in order for them to be good corporate 
citizens and to improve the quality of life. To actively engage in programs or acts to 
support goodwill or human welfare, either with financial resources or executive time are 
examples of philanthropy. Carroll (1991, p. 42) argue that firms that do not provide the 
desired level of philanthropy, will not be seen as unethical by the communities. Therefore, 
philanthropy can be seen as voluntary and more unrestricted on the part of businesses. 
There is still always expectation from the community that businesses should provide it 
and highly desired and prized but it is less important compared to the other three blocks 
of the pyramid, therefore, the philanthropy is on the top of the pyramid (Carroll 1991, p. 
42). 
Nowadays, the public expect that businesses give back, and therefore, the philanthropic 
responsibilities are being seen as part of the social bond between business and society. 
The philanthropic block of the pyramid can be driven from ethical motives but mostly, it 
is driven by businesses themselves in order to be seen as good corporate citizens, thus, 
enhance their reputational investment (Carroll, 2015, p. 90). Today, it is more common 
that CSR is being seen by employees, consumers and the public to contain those activities 
that do not include the required law. However, it is still vital to have the economic 
responsibility since owners and investors expect to get a fair and good return, and the 
legal responsibilities will remain important since it expresses minimum levels of 
performance and behavior. The regulations that business have to follow continues to 
flourish. One the part of business, regulations require compliance, although, not all 
businesses fulfill both the communication and the essence of the laws, this raises the 
questions about the business’ ethics likewise (Carroll, 2015, p. 91). 

Porter and Kramer (2006, p. 82) claim that the philanthropy may support a society’s 
sustainability, however, the authors continues to state that these activities are not a 
foundation for balancing long-term objectives in comparison to the short-term cost they 
obtain even if the statements are true. If managers do not have a strategic understanding 
of CSR, the costs can be far higher when a company get judged for having dishonored its 
social responsibility. In order for a business to expand the demand, a healthy society is 
crucial. When further human needs are met, the ambitions grow. Businesses that operate 
at the expense of the society will soon find its success to be misleading and they will not 
last for a long period (Porter & Kramer, 2006, p. 83). On the other hand, a healthy society 
needs successful businesses. No philanthropic activity can compete with the business 
sector in the area of creating jobs, wealth and innovations which leads to better social 
conditions and standard of livings in the long run. When NGOs, governments and other 
actors in the society undermine the business ability to operate efficiently “they may win 
battles but will lose the war” as Porter and Kramer (2006, p. 83) states. The authors 
explain when the corporate and regional competitiveness decrease, wages will stagnate, 
people will lose their jobs and the wealth that supports taxes and nonprofit charities will 
disappear. There has been too much focused on the competition between leaders in both 
the civil society and business and too less focus on the points of intersection. Common 
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requirement of society and businesses suggest that both social policies and business 
decisions must conduct the principle of shared values – it has to be beneficial for both 
sides. In order for a business to put these broad principles into practice, they must 
incorporate a social perspective into their core frameworks that they already have 
implemented to be able to guide its business strategy and understand competition (Porter 
& Kramer, 2006, p. 84). Since laws and policies have been shown to be insufficient in 
order for the companies get more sustainable in their behavior it is of importance to study 
other dimensions of CSR. The knowledge we then will obtain might in turn provide new 
tools for policymakers to stimulate sustainable businesses. By our thesis we will aim to 
provide an understanding of why and how the companies act. 

3.3 Creating Shared value (CSV) 
In 2011, Porter and Kramer further established the CSV concept. In order to create shared 
values by social progress and economic success, the CSV concept goes beyond CSR. 
Compared to CSR, CSV focuses not on social values or separate actions, but it focuses 
on combining it with the company's core activities (Porter & Kramer, 2011, p. 66-65). 
CSV is in other words developed as a step forward due to the shortcomings of CSR. 
CSV is defined as: “policies and operating practices that enhance the competitiveness of 
a company while simultaneously advancing the economic and social conditions in the 
communities in which it operates (Porter & Kramer, 2011, p. 66)”. Porter and Kramer 
(2011, p. 64) argue that most businesses remain stuck in their social responsibility 
mindset and places social issues at the periphery of their interests and not at the core. It 
is crucial for businesses to renew company success with social progress and according to 
Porter and Kramer is shared value not philanthropy, social responsibility nor 
sustainability, but a new model to achieve economic success, it focuses on the business 
center and the areas which is important for them (Porter & Kramer, 2011, p. 64). In order 
for businesses to create economic value they need to create societal value which can be 
approached through three distinct ways; Redefining productivity in the value chain; 
reconceiving products and markets; and building supportive industry clusters at the 
business’ locations. When improving value in one area, opportunities will open up in 
other areas (Porter & Kramer, 2011, p. 67). Porter and Kramer’s view of requiring the 
relationship between businesses and its stakeholders should be creating shared values is 
also supported by Visser. Visser extended the CSV concept by calling for a CSR 
revolution. A revolution that would introduce a new kind of CSR that shifts from arrogant 
relationships rooted in philanthropy to a more equal partnership that benefits both parties 
(Visser, 2010, p. 18). A CSR that would no more be just doing no more than is required 
as a defensive measure. It will rather be characterized by effective strategies and 
investments in growing responsible ventures like clean technology. The author captures 
this reasoning in what is called the DNA Model of CSR 2.0. 
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Figure 2. How creating shared value differ from CSR by Porter and Kramer (2011, p. 76). 

3.4 DNA model of CSR 2.0 
Visser (2010) posits that CSR has failed and thus, called for a revolution. To understand 
how to bring about this change in CSR, it is important to know why CSR initiatives have 
been unsuccessful. The author mention three reasons on why CSR has failed. The author 
refers to the reasons as The Curses of modern CSR. The first curse is the curse of 
peripheral CSR. In this case, the author noted that instead of CSR being integrated into 
all the levels of the firm’s business it is left in the public relations or marketing 
department. However, they do not change their core activities and the harmful effects of 
their product and services. More so, financial performance still trumps ethical standards 
when it comes to making a choice in most companies. Companies are caught up between 
fair labor practices and the demand for cheap products. Another peripheral problem is 
that CSR is mostly undertaken by big firms. Most CSR indices, rankings and standards 
are focused on only a few elite companies, leaving out a whole lot of other companies 
especially the SMEs. These companies that are ignored tend to feel that since they are not 
the focus, they do not need to take CSR seriously (Visser, 2010, p. 9). The next curse is 
the curse of incremental CSR. CSR is now being critiqued through a quality management 
model. This most often leads to increases in the commitment to CSR which may not be 
in line with the volume, urgency and depth of the problem (Visser, 2010, pp. 9-10). The 
last curse is the uneconomic CSR. There has been conflicting results from different studies 
(Margolis & Walsh, 2001). CSR impacts positively on financial performance for some 
firms, while some say opposite. The author questions the returns on engaging in CSR put 
out by the World Business Council for Sustainable Development (WBCSD). The returns 
are operational efficiency, risk reduction, recruitment and retention of talent, protecting 
the resource base of raw materials, and creation of new markets, products and services 
(Visser, 2010, p. 11). CSR does not always give these returns according to Visser. Linking 
CSR to positive financial performance is too generalist as it is not always the case. It is 
firm specific. Some firms still thrive despite not being socially responsible. The problem 
is that the market still rewards to an extent firms that only meet the minimum requirement 
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of legal business practices (Visser, 2010, p. 11). Examples are firms that have their 
factories in countries where the use of child labor is not frowned at. It is not enough to 
talk about the failure of CSR. This leads us to discuss what must be done for a change of 
CSR. 
Visser noted that this is an age of responsibility, an age where companies do not just 
admit to wrongdoing or not doing, but to act and do enough (Visser, 2010, p. 11). It is not 
just ok to admit to just doing the barest legal minimum requirement. The author stresses 
that most companies are still stuck in an age of greed, marketing and philanthropy that 
they find it difficult to embrace the new CSR (Visser, 2010, p. 11). Visser identified 
principles upon which CSR 2.0 can succeed in this age of responsibility. They are 
Creativity, Scalability, Responsiveness, Glocality and Circularity, which will further be 
discussed below. 
Creativity; the process of creative destruction is a well known catalyst for change, 
showing that creativity and innovation are the foundations of businesses (Visser, 2010, p. 
15). Creativity is what accounts for the success of businesses. In this age of responsibility, 
societal and environmental issues need to be the focus of the creativity nature of business 
(Visser, 2010, p. 15). Creative business ideas aimed at solving some social needs is 
pivotal to the CSR 2.0 (Visser, 2010, p. 15). Scalability; we have a lot of CSR 
engagements, genuine ones for that, that do achieve responsibility and sustainability. On 
the other hand, we have an enormous amount of societal and environmental problem 
waiting on us (Visser, 2010, p. 16). However, the question is how much impact do the 
genuine CSR engagements impact on the huge problems at hand? The scale of the CSR 
engagements needs to be huge enough to take on the problems at hand (Visser, 2010, p. 
16). Responsiveness; businesses are good at responding when communities are faced with 
some crisis (Visser, 2010, p. 16). They are quick to offer donations to help with relief 
whether it is an earthquake or a flood crisis. They do this on their own terms, which 
happens to be convenient for them (Visser, 2010, p. 16). However, they neglect some 
major pressing issues that demands they do much more than responding when convenient. 
They mostly turn away from major issues, that are related to the commercial successes of 
their businesses. An example is the Global Climate Coalition, a coalition of big players 
in the oil industry like Exxonmobil and Shell, that lobbied to stop regulations on reducing 
greenhouse gas emissions (Visser, 2010, p. 16). This same companies, on the other hand 
still go ahead and hypocritically praise their CSR engagements. This is not what CSR 2.0 
seeks to achieve. CSR 2.0 responsiveness demands that more companies sign up to the 
Global Reporting Initiative, Carbon Disclosure Projects and other alike that seek to 
encourage transparency. Responsiveness also demands that companies share important 
ideas that would benefit the society (Visser, 2010, p. 16). Glocality; in other words - 
‘think global, act local’ makes the choice on which CSR issue to tackle a complex one 
(Visser, 2010, p. 16). CSR 2.0 requires that companies and stakeholders need to be 
ingenious when choosing what CSR to engage in. They need to be able to deeply 
understand the local issues around their base of operation and strategically tackle them 
while still upholding global requirements for CSR (Visser, 2010, p. 16). They simply 
cannot have a fixed template for their CSR engagements, it should be flexible and be 
adaptive enough to touch the one next to them (Visser, 2010, p. 16). Non-Governmental 
Organizations (NGOs) and other stakeholders that hold them accountable should also 
measure the companies by the ‘think global, act local’ reasoning. Circularity has it that 
given the above principles discussed above, the global economic system needs to be able 
to let them function (Visser, 2010, p. 17). If the modern capitalist systems will not change, 
then CSR 2.0 cannot, due to the encouragement of limitless depletion of resources. The 
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changes need to be that buildings produce more energy than they use and recycle their 
wastes for their own use (Visser, 2010, p. 17). Factories produce drinking water as their 
wastewater, products that disintegrate into fertilizer or raw materials. Circularity also 
demands that businesses should regularly invest in its social and human capital through 
education, trainings, and employee welfare (Visser, 2010, p. 17). Having discussed the 
reason for the failure of CSR given by Visser (2010) and the principles the author laid out 
for the new CSR 2.0, we now find it appropriate to discuss the model the author has 
proposed. 
According to Visser (2010), with the world increasingly becoming a global village and 
global challenges like climate change and poverty biting harder, businesses that still 
engage in the normal CSR will be swiftly left behind. They would be unmasked by eagle-
eyed and networked stakeholders who will bit by bit withdraw their social license to 
operate. In contrast however, companies that engage in CSR 2.0 by collectively seeking 
innovative ways to tackle our global challenges will be rewarded in the marketplace as a 
result (Visser, 2010, p. 15). The author developed a model for CSR 2.0 called the DNA 
model of CSR 2.0. It comprises some elements of some other models including Carroll’s 
CSR Pyramid and Porter and Kramer’s (2006) strategic CSR to present a comprehensive 
CSR model. The model is summarized in table 2 below and it comprises four DNA 
responsibility bases, each having a primary goal and each goal, having key indicators. 
The four DNA bases are; value creation, good governance, societal contribution and 
environmental integrity (Visser, 2010, p. 19). Value creation, which is not limited to 
financial performance, is geared towards economic development. This includes benefits 
for shareholders, job creation, infrastructural development and other benefits for the 
firm’s immediate business environment (Visser, 2010, p. 20). Good Governance although 
not given so much attention plays a crucial role. CSR cannot be accomplished if the 
institution is ineffective. Social media reporting and brand linked public database of CSR 
performance could indicate that the firm is sincere and honest in its dealings (Visser, 
2010, p. 20). In Societal Contribution, philanthropy is not enough. Firms need to be fair 
in their labor practices and improve their supply chain integrity (Visser, 2010, p. 20). The 
last stage of the model is Environmental Integrity. This emphasizes going beyond damage 
control to improve the sustainability of the environment (Visser, 2010, p. 20). Rather than 
trying to launder their images, companies should take active steps to avoid environmental 
degradation. In a nutshell, this new CSR- Corporate Sustainability and Responsibility 2.0 
is aimed at taking us on a responsible journey towards sustainability as derived from 
Visser. 

Summarily a change to CSR 2.0 or rather adapting the CSR 2.0 would ultimately lead to 
the following changes: a change from CSR based on philanthropy to a collaborative one, 
risk-based to reward-based, image-driven to performance-driven, standardized to 
diversified, marginal to scalable, western to global (Visser, 2010, p. 18). CSR 2.0 is a 
sustainable and responsible business model, fuelled by a changed financial and economic 
system that makes it natural, easy and rewarding to make the world a much better place 
to live (Visser, 2010, p. 20). 
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Table 2. Model of CSR 2.0 (Visser, 2010, p. 19). 

3.5 Internal corporate brand building 
Branding has mainly been associated to a product or service but is now being more 
focused on the whole corporation, this is called corporate branding (Balmer, 2012, p. 
1069; Dacin & Brown, 2006, p. 254). One reason for this is the shift of consumer focus 
from the service itself to the service provider as we discussed above. Branding in service 
firms is typically corporate branding (He & Li, 2011, p. 677). 

The brand is a product of an effective integration of organization’s actions and customer 
perceptions (De Chernatony, 2002, p. 116). From the previous sentence, internal 
corporate branding involves just the organization’s actions. The degree of uniformity in 
managerial defined values, employees’ productive application of the values (both of 
which involves internal corporate brand-building) and customers appreciation of those 
values is what determines the success of a brand (De Chernatony, 2002, p. 116). 

The internal corporate brand building process comprises actions that are taken internally 
before the brand is launched. These actions represent a coherent interaction of vision, 
culture and capabilities to form a brand identity which needs to be communicated 
externally and internally (De Chernatony, 2002, p. 115; Wallström et al., 2008, p. 41). As 
internal corporate brand building occurs within the firm, this study will not focus on brand 
image; branding from the customer’s view. We will go through related literature based 
from authors’ description of the internal corporate brand building process. 

3.6 The internal brand-building process in the service industry. 
There are hardly any models found that uniquely deals with the internal corporate brand 
building for service industry firms. De Chernatony et al. (2003, p. 5) gave two reasons 
for this. It is mainly due to the fact that service branding has to do with trying to introduce 
and promote a new service into the existing corporate brand. Therefore, it would not be 
realistic to tear down the existing corporate brand just because a new service wants to be 
branded. The inconsistent nature of brand building is the second reason given for having 
few service brand models. Most times, brand building models have to be altered to fit 
each organizational structure and culture. 
However, some authors have discussed bits and parts of it but not as a whole. Some have 
discussed internal brand building in service firms that focuses mainly on the significant 
role employees play (see e.g. Vallaster & De Chernatony, 2005), some have discussed 
corporate branding, however, not unique to service firms (see e.g. Harris & De 
Chernatony, 2001), some focused on branding in service firms which lays emphasis on 
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management involvement, gaining employee commitment (internal) and customer 
satisfaction (external) (See e.g. De Chernatony et al., 2003). Wallström et al. (2008) is 
one of the few authors we found that have discussed the internal brand building of a 
service firm as a whole. In line with De Chernatony et al. (2003, pp. 3-5) advice, we will 
discuss the process of internal brand building of a service firm using a pool of brand 
building models from different authors. The internal corporate brand process is 
characterized by different models each having its own unique sequential brand building 
stage. Some authors have more stages than others, however, we will group them into three 
phases which summarizes what we thing is the most relevant stages of internal brand 
building. Following each stage, we will develop a theoretical model of internal brand 
building and we will argue how they are influenced by CSR. 

3.7 The First Phase of the brand building Process 
Gregory and Sellers (2002, p. 44) suggested a four step process of brand building as a 
guarantee for a good firm’s performance. The first step of the model is intelligence 
gathering, which involves having a deep knowledge about the corporate brand and using 
this to form a basis upon which the brand strategy can thrive. Alternatively, Urde’s (2003, 
p. 1018) values emphasizes the importance of building brands through three crucial brand 
values that resonates with customers. Managers should start by focusing on the value that 
relates to the firm and next, on the values that sum up the brand (core values) (Urde, 
2003, p. 1019). The author states that firms ignore the crucial importance of values to the 
brand building process. They seldom understand it, apply it and enforce it (Urde, 2003, 
p. 1018). De Chernatony et al. (2003) developed the first model specifically for the 
service industry, unlike the other models we have discussed above. This was possible 
through a qualitative study of top consultants in the field of service branding (De 
Chernatony et al., 2003, p. 2). The model, although similar to other models lays emphasis 
to those areas crucial to the service industry. The nine-stage model is designed to have a 
feedback feature, allowing for checks and adjustments (De Chernatony et al., 2003, p. 
10). It starts with Identifying external opportunities to understand and evaluate what they 
are getting into, the market and the relevant environment. Identifying internal capabilities 
comes next having grasped the external environment. The firm has to now look inward 
to see what resources they have at their disposal. These first and second step are quite 
similar to intelligence gathering, the aforementioned first step by Gregory and Sellers 
(2002, p. 44), since they all involve gathering relevant information for the brand. Some 
other model unique for service firms was developed by Wallström et al. (2008). The 
authors came up with three steps in the internal corporate brand building process that 
begins with brand audit. Brand audit includes laying out a vision, mission and 
organizational culture that should be inline with the strong values. The organizational 
culture mentioned here is part of what De Chernatony et al. (2003, p. 11) calls structuring 
of organizational resources, the authors’ seventh stage in brand building. 

The steps discussed in the above paragraph is what we group into brand auditing, which 
will be adapted as the first stage in the internal brand building model for this study. These 
steps are all related although they have different names. We will suggest that prior to 
defining a vision, mission and an organizational culture, managers will have to gather 
relevant information about the brand and form the values they want the brand to stand 
for. Having done this, managers can now itemize each brand, differentiating or relating 
them based on their core values to help customers to easily identify and relate to them 
(Urde, 2003 p. 1028). Brand audit and our view of its relations to CSR will be discussed 
next. 
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3.7.1 CSR and Brand Audit in the Service Industry 
DeMers (2014) defines a brand audit as a thorough analysis of a brand in its present 
condition. It involves checking to see which features are most productive and which ones 
are not, which brings about reconstructing the brand identity and the messaging goals to 
achieve better returns. 

The conduct of a proper brand audit entails acquiring relevant information and analysis 
of important internal factors. When gathering the relevant information, managers need to 
take into account some principles of CSR 2.0 by Visser (2010) we discussed earlier. 
Creativity, responsiveness, scalability and glocality. We argue that the vision and mission 
of service firms should include responding creatively to local societal needs that require 
urgent attention. Given the importance of creativity, responsiveness and glocality, we 
seek to explore if and how service firms incorporate these principles in their vision, 
mission, and organizational culture. This is one research gap want to explore. Vision, 
mission, and organizational culture are the most commonly recognized factors that start 
the process of internal brand building (Wallström et al., 2008, p. 42). Firms need to merge 
the CSR 2.0 principles early on into the brand building process to ensure that it becomes 
part of the organizational culture of the firm. The brand vision comprises of the core 
purpose and values that serves as its code of conduct (De Chernatony, 2001, p. 443). We 
find it important that this core values are influenced by CSR commitments, because 
according to Urde (2003, p. 1019) they are the values that relates to the firm, that defines 
what the firm stands for and why it takes that stand. This values should be policies that 
creates competitive advantage for the firm and at the same time improve the communities 
where it operates (Porter & Kramer, 2011, p. 66). Organizational resources are about the 
firm’s employees who are the firm’s most important asset. As mentioned above, 
employees need to be committed to the brand, therefore, we believe this should form part 
of their training and recruitment process (De Chernatony et al., 2003, p. 11). Employees 
are being pickier over companies they work for. They would rather work for companies 
that are socially responsible (Skudiene & Auruskeviciene, 2012, p. 54). The same way, 
companies will attract employees who have a passion for similar CSR activities they 
undertake. This makes those employees dedicated to the cause of the company (Skudiene 
& Auruskeviciene, 2012, p. 53). Organizational culture includes workers' qualities and 
presumptions, which likewise direct their conduct (De Chernatony, 2001, p. 444). 
Managers have to make sure their employees grasp the purpose of the brand, how it relates 
to them and what role they play in it. Management also need to make sure that their core 
values and ethical principles are clearly defined and communicated to the employees so 
it becomes part of their organizational culture (Visser, 2010, p. 20). Building brands by 
creating such strong values within employees resonates with the customers and can be 
used to outwit competitors, yet the culture should be proper, versatile and mindful to the 
necessities of all stakeholders (De Chernatony, 2001, p. 444; Urde, 2003, p. 1028) 

3.8 The Second Phase of the Brand Building Process 
In continuation of the brand building process, Gregory and Sellers (2002, p. 44) second 
stage in the brand building process is strategy. Strategy outlines the brand’s significance 
and what it is about. Its features, communications and commitments which must be in 
line with the firm’s culture that would bring about sustainable growth (Gregory & Sellers, 
2002, p. 45). Similarly, De Chernatony et al.’s (2003, p. 10) third stage is to define the 
brand and develop a brand concept. It could be defining the brand in terms of image or 
function. It could also be defined in terms of values as discussed in the first stages (De 
Chernatony et al., 2003, p. 10). These two stages by Gregory and Sellers (2002) and De 
Chernatony et al. (2003) both point at developing those unique features that sets the brand 
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apart which customers can relate to. It involves looking at the brand from the customer 
viewpoint, to capture what they want the customer to believe in, sometimes called the 
brand essence (De Chernatony et al., 2003, p. 10). Urde (2003, p. 1019) associates brand 
essence to core values, which is the intrinsic part of the brand. Wallström et al. (2008, p. 
42) argue that brand identity should be the second stage or main stage in brand building. 
This is where firms need to think of how they want their brand to be viewed. There should 
be a core identity also called the brand essence as mentioned earlier (De Chernatony et 
al., 2003, p. 10; Wallström et al., 2008, p. 42). This is the promises made by the firm, that 
sticks with the consumers and creates a differentiation (Wallström et al., 2008, p. 42). 
This promises should be able to create value and meaning to the consumer (Wallström et 
al., 2008, p. 42). To ensure a creation of a strong brand identity, we believe that the fifth 
stage of brand building, ensuring internal commitment by De Chernatony et al. (2003, 
p.11) has to be taken into consideration. The management and employees, at all levels, 
from top to the bottom must believe and be passionate about the service brand. This is 
unlike the goods sector where some employees may not feel committed to the product. 
We skipped the fourth stage of brand building, considering feasibility of the brand by De 
Chernatony et al. (2003) because it is not common in other brand building models. It 
involves objectively evaluating the firms plans and asking if the plans are realistic, given 
the time, money and the firm’s pedigree. We assume that it may have been captured in 
the first stage of brand building. 
The stages discussed above all include the processes of giving a brand an identity. An 
identity that incorporates the values defined in the brand audit. This leads us to the next 
stage in our brand building framework for this study; brand Identity. We will now discuss 
how CSR influences brand identity in service firms. 
3.8.1 CSR and Brand Identity in the Service Industry 
Brand Identity has to do with the core identity, features, commitments and associations 
that a firm promises and presents to its stakeholders, in a bid to create a sustainable 
competitive advantage (De Chernatony et al., 2003, p. 10; Gregory & Sellers 2002, p. 44; 
Wallström et al., 2008, p. 42). The goal of brand identity is to create good reputation with 
the stakeholders that urges them to buy the company's services or invest in the company 
as supported by Arendt and Brettel (2010, p. 1474). CSR creates good reputation as we 
discussed earlier, so it should form part of the brand identity. We expect that at this stage, 
the firms’ values, vision and mission (influenced by CSR) from the first stage should be 
reflected in the brand identity. These are as a result of the growing importance and 
demand for not just CSR but for new ways of undertaking CSR as emphasized by (Carroll, 
2015, p. 90; Porter & Kramer, 2011, p. 64; Visser, 2010, p. 15). Stakeholders for service 
firms are becoming more informed, demanding sustainable ways of satisfying their needs 
and with this, we believe that firms also are adjusting to fulfilling those needs by using 
CSR in their identity (Visser, 2010, p. 15). However, we do not know if and how firms 
do this in practice and therefore, we will seek to explore if this growing demand for CSR 
affects the way they go about their brand identity. 

3.9 The Third Phase of the Internal Brand Building Process 
The last stage of the brand building according to Gregory and Sellers (2002, p. 45) is 
communicating the product of the strategies to relevant stakeholders. This messages must 
be clear and precise. Similar to Gregory and Sellers (2002, p. 45), De Chernatony et al.’s 
(2003, p. 11) sixth and eighth stage; to position and differentiate the brand and 
operationalization talk about communication. While the former is to differentiate the 
service from the numerous similar services, typical of the service industry, the latter deals 
with how the brand is communicated and delivered (De Chernatony et al., 2003, p. 11). 
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Firms also needs to carry their employees along in their communications, to ensure that 
the brand’s promises are realistic for them and that the message do not make them feel 
uncomfortable (De Chernatony et al., 2003, p. 11). The last stage by Wallström et al. 
(2008, p. 43) is the brand position statement. This is basically a way of telling the relevant 
stakeholders, employees inclusive, the vision and mission of the corporate brand in a 
simple statement. It needs to be clear and if more than one, consistent (Wallström et al., 
2008, p. 43). This clear and consistency is supported in the ninth stage by De Chernatony 
et al. (2003, p. 11) which is the delivery. It asserts that the brand must be checked that it 
has not promised more than it can deliver. 

We have left out the ninth stage by De Chernatony et al. (2003, p. 11) which is market 
testing. It is associated with the external brand building which is outside the scope of this 
study. From the last stages discussed above, we form the last stage of our framework, 
which we call brand position statement and communication. 

3.9.1 CSR and Brand positioning & communication in the Service Industry 
The service firms are mostly characterized by intangibility, inseparability, heterogeneity 
and perishability. These attributes of service products make it important to gather much 
information to help the decision making before buying (Zeithaml et al., 1985, p. 33). The 
reason why we believe that using CSR as a positioning strategy would create a 
differentiation is also affirmed by Crane (2012, p. 235). With the increased rise of social 
media, we believe it is a need to have a steady strong message compatible with the brand 
values, also mentioned by Wallström et al. (2008, p. 43). This messages and how they are 
delivered need to capture the emotions of people to get positive reviews especially on the 
internet platforms. In line with Visser (2010, pp. 19-20), how else can you capture the 
emotions of stakeholders unless you undertake CSR that matters. The truth is that social 
media is so active that you sometimes do not need to communicate it, if you undertake 
CSR that matters and creates shared value, it would go viral. De Chernatony et al. (2003, 
p. 11) warned that it is rather safer, to deliver more than expected. This is important to 
service brand because the product cannot be tested, so the consumer minimizes risks by 
checking previous user experiences (De Chernatony et al., 2003, p. 11). However, these 
actions could produce unfavorable reactions from consumers if not clear enough or if it 
is not genuine (Barone et al., 2000, p. 249; Becker-Olsen et al., 2006, p. 46). Customers 
will not hesitate to dismiss firms that they feel are deceitful and dishonest with their CSR 
activities (Becker-Olsen et al., 2006, p. 46; Sen & Bhattacharya, 2001, p. 238; Simmons 
& Backer-Olsen, 2004, p. 247). If a firm engages in an exhaustive and honest CSR, it 
eliminates the risk of any backlash and all stakeholders are likely to profit from it. There 
is also a need to make the employees fully aware of the position and message the firm is 
communicating, so they can stay true to it. However, we do not know how service firms 
actually incorporate CSR in their brand positioning and communication. 
Summarily, CSR tends to be more valuable in the internal branding of service firms than 
in the goods firm. Unlike the goods firms which are judged on the basis of objective 
quality standards, the service industries are judged on various factors, CSR activities 
being one of them (Zeithaml, 1981, p. 187). Since customers are not able to measure 
product quality of service firms before using the service, they try to minimize their risks 
by focusing not on the product but on the firm itself (Casado-Diaz et al., 2014, p. 559). 
Among the various ways service firms use to signal quality, stakeholders may use CSR 
activities of firms to form their judgments about a product (Crane, 2012, p. 235). They 
logically assume if a firm is genuinely socially responsible, it will translate those 
standards to its customers (Casado-Diaz et al., 2014, p. 559). Research suggests that 
customers would rather patronize firms that have incorporated CSR in their activities and 
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are seen as being socially responsible (Mackey et al., 2007, p. 818). Studies by Siegel and 
Vitaliano (2007, p. 775) showed that firms that sell products whose characteristics (such 
as quality) is hard to determine before consumption or products whose utility impact is 
difficult to measure even after consumption engage more in CSR. This is in comparison 
to those firms who sell products that its benefit can be felt before use. In addition, 
Salmones et al. (2005, p. 199) established that the value of a firm’s service and its CSR 
activities are directly related. In fact, its CSR positively impacts its service ratings. This 
is made obvious due to the homogeneity of service firms and their products (Calabrese & 
Lancioni, 2008, p. 108). For this reasons, we are of the opinion that service firms should 
try to take on at least one social responsibility and incorporate it in their internal branding 
process. However, these actions could produce unfavorable reactions from consumers if 
not clear enough or if it is not genuine (Barone et al., 2000, p. 249; Becker-Olsen et al., 
2006, p. 46). We will now present our model of the theoretical framework. 
 

Figure 3. Our model of the theoretical framework 

We have used some CSR definitions which Visser (2010) referred to as DNA Code for our model. 
We identified three stages of the brand building process. The question marks show the gaps that 
we seek to explore with our empirical studies. 
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4. Practical Methodology 
In this chapter we will outline our choice of data for our qualitative study. We will give 
an explanation of the sampling method as well as a description of the interview technique, 
the progress of the research instrument we used. We will describe how the interviews 
were transcribed and investigated and lastly we will present ethical considerations as 
well as critique of our practical methodology. 

4.1 Sampling 
In order to build strong fundamentals and to collect appropriate data for our research, our 
sampling method as well as the way we were able to reach out to our respondents were 
of importance for our thesis. Our sample is grounded on some criteria. Firstly, we needed 
to reach companies within the service industry, secondly we needed to get in touch with 
managers and employees who are involved or have knowledge of our topic. The 
respondent did not need to be experts but at least have some ideas. Before we chose which 
companies to interview, we made sure they were engaging with CSR in some way in 
order to be able to share their view of the concept. The internal brand building process 
was harder to find on the company’s webpage and therefore, we had no idea if they were 
going to contribute relevant information to our thesis. Since four out of three companies 
are quite big, we assumed they would provide some relevant answers. The last criteria 
were the geographical delamination. We chose three Service industries in Amsterdam, 
the Netherlands because Eva got contacts through the Swedish Chamber of Commerce 
and two companies were selected in Umeå where Chidiebere lived during the thesis 
course. 

There are concerns to take into consideration when adopting a sampling method and the 
focal concern is to what extent it can be seen as representative sample in order to get the 
information needed (Bryman & Bell, 2011, p. 441). We will present the methods we have 
used to ensure that the results will be as ideal as possible. 

4.1.1 Data collection method 
In order to be able to answer our research questions we needed to select our sample. Since 
our research is exploratory we chose to use the non-probability sampling technique 
(Saunders et al., 2016, p. 295). There are several forms of non-probability sampling. We 
have not tried to sample our interview participants randomly and therefore; we have used 
a purposive sampling. The goal of purposive sampling form is to gather participants in a 
strategic way, the purpose is to get relevant participants to the research questions (Bryman 
& Bell, 2011, p. 442). Since the purpose of our research is to understand and explore if 
and how service industry businesses incorporate CSR in their internal brand-building 
process, this method was chosen. Since purposive sampling is a non-probability sampling 
approach it does not allow us to generalize to a population and it cannot be statistically 
illustrative (Bryman & Bell, 2011, p. 442; Saunders et al., 2016, p. 301). 

During the sampling method, we have had volunteer who were part of our research. This 
method is called Snowball sampling, which is an example of purposive sampling in 
qualitative research. We contacted a person that one of the author met at the Swedish 
Chamber of Commerce and we used the person to find two of the participants (Saunders 
et al., 2016, p. 303). There is however some risk for bias with this sampling, a problem is 
that the respondents are likely to identify extra respondents who are similar to themselves 
which results to a homogenous sample (Saunders et al., 2016, p. 303). Since we were 
interested to reach managers who were most knowledgeable and experienced within the 
field of CSR and internal brand-building as well as potential employees, we trusted the 
person and his recommendations to be the most appropriate participants. 
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4.1.2 Participants 
When we searching for participants for our sample we used the Swedish Chamber of 
Commerce in the Netherlands’ member list to find companies within the service industry. 
We did not draw any lines regarding the amount of employees the companies had. We 
made a list containing 10 interesting companies and we ended up choosing two companies 
that were located at the same place as the Swedish Chamber and the third company were 
interviewed by telephone because of the time constraint. The fourth company was 
interviewed face-to-face in Umeå and the fifth company was a telephone interview in 
Sweden. We sent emails to all the companies with information about our research topic, 
our research questions, purpose and some summarizing information such as if they were 
willing to be part of our research and contribute by participating in interview. 

In this study we were collected 8 interviews from five service firms. We needed to get 
personal thoughts, perspectives and viewpoints from managers and employees, they were 
selected in order to be able to answer or research questions and purpose. There are some 
organizational concerns we had to take into consideration. The first concerns are about 
the time or resources. In order for the organizations to decide whether to participate or 
not we stated in the email that the interview will approximately last for one hour. All the 
interviews lasted less than one hour. The second concern is related to the sensitivity of 
the topic. Organizations are less likely to participate if the topic of the research could have 
any negative implications for the company. In order to overcome this concern, we were 
very clear about the topic, research questions as well as the purpose of the study. The 
third concern relates to the privacy to the data that would the participants would have to 
provide during the interview. To overcome this concern, we informed the participants 
already in the email but also before the interview if they wanted to be anonymous. We 
hoped that the organizations who participated got an interest by the subject of our research 
(Saunders et al., 2016, p. 235). There are a more detailed information and description 
about the participating companies in our empirical findings chapter. Next, we will 
introduce the interview approaches we used. 
A summarized table of the participants, the company, position, type of interview as well 
as time and date are shown below 

 
Table 3. Summary of interviews. 

4.2 Interviews 
The aim of our study is to get a better understanding about the service industry’s CSR 
and to explore whether they incorporate CSR within the internal brand building process. 
From this, it was suggested by Bryman and Bell (2011, p. 477) to follow a specific 
structure when preparing an interview guide, we developed the steps of the interview 
structure and design to some extent as their suggestion. Firstly, we identified relevant 
themes for our purpose and thereafter, prepared specific research questions based on the 
themes. We created the interview questions out of the themes but they also originating 
from the theoretical framework. We sent the interview guide to our supervisor in order to 
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identify any uncertainties or errors, we also pre-tested the interview questions on a 
voluntary company before the guide was settled. 
4.2.1 Semi-structured interviews 
In order to collect empirical data, we chose to conduct interviews. According to Saunders 
et al. (2016, pp. 390-391) there are two different interview categories; standardized and 
non-standardized. Because our study is exploratory and the aim is to provide a better 
insight to gain a better understanding about our questions. The answers to our questions 
are “how” companies within the Service industry use CSR and if they incorporate it in 
their internal brand building and therefore, we chose the non-standardized type. Using 
the non-standardized method, we aim to gain evolving themes from our interviews that 
has still not been developed during the theoretical framework. Moreover, we chose to do 
semi-structure interviews. Semi-structure interviews are good to use when the researcher 
is prepared to follow particular questions and themes but still have the freedom to add, 
changing the order or reformulation the questions along the way following the direction 
and flow of the interview (Bryman & Bell, 2011, p. 467; Saunders et al., 2016, p 391). 
The semi-structure interviews are different from a formal type of interview since the 
formal type is based on an answer/question system. The semi-structure type can in some 
way be comparable to a discussion and the data needs to be captured by recording and 
some note taking (Saunders et al., 2016, p. 392). Our aim was to conduct our interviews 
face-to-face in order to get the advantage of getting personal contact instead of having 
the interview by phone since it is very impersonal. However, due to the time constraint 
we managed to do five out of eight interviews face-to-face and the other three was made 
by a phone conversation. We did not experience that the phone interview was less good 
or that it gave us less valuable empirical data. Bryman and Bell (2011, p. 208) states that 
telephone interviews cannot contain observations, meaning that it is hard to respond to 
signs of confusion and unease from the respondents faces. We believe that the 
respondents we were interviewing by phone were honest if they did not understand a 
question, we did also make sure that the respondents were manager in the field relevant 
to our topics. They also got the same information letter about our research before the 
interview was taking place. 
4.2.2 Construction of questions 
Our research questions How does a service industry firm implement CSR? Do they 
incorporate it in their internal brand-building? and in what way does CSR influence the 
internal brand-building process? together with our three main topics; CSR, internal 
brand-building, CSR in the service industry, were used as a base for our interview guide. 
The theories and concepts founded in the scientific literature together with our own 
theoretical model became the foundation for the creation of our interview questions. 

After the creation of our interview questions, there were some issues to take into account. 
The questions were made in an open-ended way which allowed the participants to form 
the discussion and speak freely. Open-ended questions are also useful when exploring 
new areas or where the researchers have limited knowledge (Bryman & Bell, 2011., p. 
249). In order to overcome some disadvantages, we tried to avoid unclear terms in our 
interview questions in order to reduce the risk of confusion and misinterpretations 
(Bryman & Bell, 2011, p. 255). Our aim was not to judge the respondents reasoning nor 
the companies’ practices and therefore, we avoided negative words to keep the questions 
ordinary. We tried to avoid to make leading and loaded questions and the questions were 
therefore expressed suitably. According to Bryman and Bell (2011, pp. 256-257) the 
general advice is to keep questions short and therefore, we tried to make our questions as 
short as possible. 
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4.2.3 Conducting the interviews 
We carried out all interviews between May 3 to May 11. The interviews took place at the 
companies’ respective office except the telephone interviews. We divided up the 
interviewing because Eva was living in the Netherlands and Chidi was living in Umeå. 
Eva did 6 out of 8 interviews since most of the companies were located in Amsterdam. 
We were considering whether it was going to be fine to do the interviews alone or not but 
with the use of audio-recording we came to the conclusion that we would be doing fine. 
Before starting the interviews, we asked the respondents if they allowed us to record the 
interviews. All participants approved. Bryman and Bell (2011, p. 481) argues that 
recording of conversations is to all intentions and reasons mandatory. Some of the 
advantages that follows from recording are as follows; it helps to correct the natural 
limitations of our memories, helps to remember words or sentences respondents say in 
the interview and it concedes repeated considerations of the respondents’ answers. 
However, it can be very time consuming, it requires good tools and there is a need for 
transcription. Our interviews were recorded with our phones. For the first interview, two 
phones were used just in case something would happen with one phone. The respondents 
felt calm and comfortable throughout the interviews. Reasons for that could be that the 
interviews took place at their respective office. We conducted the interviews in English 
for certain reasons, Chidi and the companies interviewed in Amsterdam do not understand 
Swedish and since the thesis is written in English we strived to only speak English. 
A short introduction of our thesis, purpose as well as research questions had already been 
sent out. We started each interview by introducing the interviewee with the procedure, 
purpose and research questions again. We asked if they wanted to be anonymous, 
everyone agreed of not being anonymous. The participants were informed that they were 
not forced to answers all questions. To be as organized as possible, we used our prepared 
interview guide containing three different parts; personal/professional background, 
corporate social responsibility and internal brand building plus CSR. They were 
connected to our theoretical model. Our interview guide can be found in Appendix 2 and 
3. The audio-recording gained from the interviews were transcribed manually world by 
world shortly after the interview. We collected a rich set of data material. Bryman and 
Bell (2011, p. 481) argue that the researcher can easily remember details as well as obtain 
an improved overview by transcribing the interviews. It also makes data accessible for 
others to read meaning a reduced risk of bias as well as making the data usable for other 
ways than the original intention while still keeping the data of the original context. The 
transcribing took unexpected of time. According to Saunders et al. (2016, p. 572) it is 
recommended to transcribe as soon as possible in order to be effective and to keep details 
in mind. We sent a copy of each transcript to respective interviewee in order for them to 
read it through and make a final check in case they wanted to change or add anything. 
We did so also because we wanted to ensure respondent validity, meaning that they could 
agree to what they wished to express (Bryman & Bell, 2011, p. 396). 

4.3 Choice of data 
We have used secondary and primary data. Our primary data resulted from the interviews 
with managers, CEO, owner and employees. In line with our secondary data, Saunders et 
al. (2016, p. 316) advised, that when students are trying to answer their research questions 
or purpose, they should try to use existing literature that has been collected for some other 
purposes. This data is called secondary data. We searched through existing literature in 
order to find research gaps, avoid duplicating research and get materials which helped 
our study. These are what a good review of existing literature get us according to Hart 
(2001, pp. 2-3). 
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We used Umeå University’s library to get access to course literature and research-based 
textbooks as well as to gain free access to several databases where we collected scientific 
journals and peer-reviewed articles. The databases include DiVA, Emerald, Google 
Scholar, SAGE, ScienceDirect, EBSCO and Wiley. 
As we have defined the choice of data used for our research, we will now criticize our 
choice of data. 
4.3.1 Critique of data sources 
Using primary and secondary data have its advantages and disadvantages. Using 
secondary data allowed us access to a vast amount of resources saving us valuable time 
that we did not have the luxury of. It is also good that readers can check the validity of 
our sources since secondary data is permanent as said by Saunders et al., (2016, pp. 330-
331). One of the disadvantages of secondary data is that gaining access may be restricted 
and expensive (Saunders et al., 2016, p. 333). This was not a problem for us as we had 
free access to majority of materials via Umeå University Library. Saunders et al. (2016, 
p. 334) and Ejvegård (2009, pp. 71-73) mention another issues arising from the use of 
secondary data might be its dependency, it might be related to something other than our 
study and its credibility. We tried to overcome this by using peer reviewed articles to 
increase our chance of using credible sources. We have also taking our time to critically 
review materials to ensure that it relates to what we are studying. 

Primary data is well known for its authenticity since the authors collected it first hand 
from the field. It fits the requirement for freshness according to Ejvegård (2009, pp. 71-
73). It also helps us collect data well fitted for our studies since we have greater control 
on who to interview. We would have collected more primary data but given the eight-
week period for this thesis, we believe collected enough important data by interviewing 
five companies and eight people. 

Having argued for the critique for or choice of data source, we will move on and talk 
about our data analysis. 

4.4 Data analysis 
We have chosen to use a thematic analysis as it is a scientific, coherent and organized 
way of analyzing qualitative data to arrive at suitable conclusions (Saunders et al., 2016, 
p. 579). Thematic analysis is flexible and the procedure chosen depends on the 
philosophical assumptions and research approach of the study (Saunders et al., 2016, p. 
580). We will now proceed to discuss the procedures chosen in this study. 

Coding, commonly used in qualitative research is defined by Bryman and Bell (2011, p. 
578) as the process when the researchers are breaking down the primary data collected 
into distinct concepts and categories. These concepts and categories will serve as the 
primary unit of our analysis. This is the process we used in the analysis of data collected 
for this study. It deals with labelling each unit of data within our transcribed data, with a 
code that summarizes its meanings that have commonly been found in the empirical 
findings (Saunders et al., 2016, p. 580). Since qualitative data is huge, this helps 
distinguish each data set the authors are interested in accessing for further analysis. We 
used the constant comparison method, that enabled us to generate theory that is merged, 
consistent, not distant to our empirical data and credible (Glaser, 1965, p. 437). 
That being said, we now thought of how to generate our codes. We thought of coding by 
putting aside our knowledge of the subject area and concentrate on finding new themes, 
but this would be appropriate when doing a purely inductive study as explained by 
Saunders et al. (2016, p. 582). If we had a purely deductive study we would have started 
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with a bunch of pre-determined codes arising from our theoretical framework (Saunders 
et al, 2016, p. 582). However, our research approach is a fairly mixed approach, so in line 
with the constant comparison method (Glaser, 1965, p. 437), we started with deriving 
codes from the empirical data (first-order categories). This codes were strictly developed 
from the empirical data devoid of any theoretical considerations. Next we derived a 
second-order theme which is a combination of concepts from theoretical framework and 
from the empirical data we got. These codes are called vivo and priori codes respectively 
(Nag & Gioia, 2012, p. 427; Saunders et al., 2016, p. 582). We then used the second-order 
themes to generate aggregate themes for the theoretical model developed based on the 
empirical studies. 

4.5 Ethical considerations and gaining access 
As mentioned before, we had access to companies easily because Eva had an internship 
at the Swedish Chambers of Commerce in Amsterdam. This gave us access to various 
companies in their network. We found a direct number to the CEO of the company we 
interviewed in Sweden so it was easy to schedule an interview while the other was 
reached by contacting the local Umeå office which then gave the email of the appropriate 
person to contact at their head office in Stockholm. We had access to the numerous rich 
sources of secondary data freely through Umeå University library as we are students of 
Umeå University 

As argued on our ethical principal in chapter two, respect for persons, beneficence and 
justice were considered to be very relevant for our research. Furthermore, David and 
Sutton (2011, p. 30) label ethics as “the systematic study of or formalization of rules 
concerning the separation of good conduct from bad”. We will discuss a few different 
ethics we have used in order to make sure to manage the research in an ethical way. 
In line with the three basic principles by The Belmont Report (1975) that we used in 
chapter 2, Eriksson and Kovalainen (2008, p. 71) further argue that it is crucial to inform 
the participants with information about the study, for example with the research question 
and what the purpose of the study. As we already mentioned, we informed all participants 
with first an email and before every interview, we described the study and openly 
explained that the material will be only be used in our study. This allowed the participants 
to make the decision on whether or not to take part in our study. Everyone seemed happy 
after the interviews. We think that it might have been an eye opening for them as well. 
David and Sutton (2011, p. 47) explain that the researchers should respect the 
confidentiality, privacy and/or anonymity of the interviewees. We asked the participants 
beforehand already in the email if they wanted to be anonymous. Everyone told us that it 
is not an issue for them if we state their names as well as the company name. In addition 
to giving the right information about our study, we wanted to make sure that the 
participants felt relaxed, secure and that they could trust us. By letting the participants 
choose location and letting the participants take their time to answer each question and 
not interrupting them, we lowered their feel of pressure. Harm to participants take take 
many forms but we believe that the one mentioned should be enough for this study 
(Bryman & Bell, 2011, p. 129-132; Saunders et al., 2016, pp. 243-245). The final part of 
this chapter will be an explanation of the critique of our practical methodology. 

4.6 Critique of our practical methodology 
Before our interviews, we sent a brief introduction of our topic to the respondents so that 
they understand the purpose and meaning of our study. Yet still, during the interview we 
still had to explain some concepts to them. We did that carefully, to avoid influencing 
them with our views and guiding their response. An example is that one if the respondent 
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asked what we meant by CSR, maybe it was because of the language barrier, we did give 
a vague explanation but not a definition of it. We did this because we were hoping to get 
the respondents own definition of CSR. 

Two of the interviewees asked if the interview would be in Swedish, we informed the 
responded that it would be in English a couple of days before the interview. In that way, 
they could still decide on whether to be part of the study or not. Still, during one interview, 
the interviewee was not fully comfortable with English, so we encourage the interviewee 
to freely use Swedish when finding it hard to express some words or phrases. This helped 
the interviewee speak and express views easily and smoothly. Since one of us know 
Swedish, we did not see that as a problem. 
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5. Empirical findings 
This chapter presents our findings from a total of eight semi-structured interviews. The 
empirical data are classified into different themes and codes constructed from our 
theoretical framework, interview guide and purpose. Our empirical data will be 
presented company by company. The interview guides can be seen in Appendix 2 and 3. 

5.1 Amsterdam Business Support 
5.1.1 General information, personal/professional background, Manager’s perspective 
Amsterdam Business Support is a family owned company and it provides international 
business services such as legal and financial services, market research, sales assistance 
and human resources support. The team are used to take on an assisting role and have a 
background in either accounting, law or international business. They speak multiple 
languages such as English, Swedish, Spanish, German and Dutch. They have a good 
understanding of cultural differentiation and legislation between their client’s country of 
origin and the Netherlands. 
The interview was with Kathy who is the owner, part owner and the director of the 
company. It is a small company containing six people and they started in January 2012. 
Kathy has been working within the service industry since 2001. 
Corporate Social Responsibility 
Kathy define CSR as “Doing business with care, for the people and for the environment”. 
She explains that the world is changing and it is more legislation and discussions about 
responsibility in general. She things it is a good development since it leads to more 
responsible behavior. 
Challenges and negatives consequences 
“The bad development of it is that people who don’t do it, but are very good in coinciding 
checklists also get on without actually doing business responsibly, that worries me”. 
People who don’t feel responsible anyhow can get along because they do it right on paper, 
especially in big organizations. It can be a challenge with staff member to feel the same 
responsibility because they are not legally as a responsible, therefore, it is important that 
everyone has his or her responsibilities within the organization no matter what it is, at 
least be aware of responsibility with the tasks. 
Advantages 
Kathy explains that they have to take more time because of legislation, now they have a 
compliance officer for instance, it makes the company more aware of things and certain 
risks. Another competitive advantage is that they usually speak they language of their 
clients which makes it accessible. 
Driving force for engaging in CSR 
The driving force was the legislation that imposed. The legislation made them more aware 
and they decided to focus on another type of business also. Amsterdam Business support 
work with CSR with the help of compliance officer, checklists and procedures. They keep 
a list on which courses and seminars they join in order to keep educate themselves. 
Internal communication 
The company has monthly meetings with all of the staff were they discuss all kind of 
matters, communicate developments in law as well as development with respect of their 
customers, if they have any problems or incidents, media attention to any subject. Kathy 
believes the employees are affected by the companies CSR since they communicate it 
quite clearly what it means. 
CSR Importance within the service industry 
It doesn’t matter what you are doing within an organization, in order to keep the 
awareness, it is important to know what the tasks’ responsibilities are. Social in general 
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that affect anyone in the world. Kathy don’t see any reasons for why it would not be 
necessary to have a CSR within the service industry; “because as long as people are 
involved, there is a social responsibility”. 
She believes it will be even more “popular” in the future. She heard on the news that 
investment companies wants to know the whole chain of a company before they even 
consider to invest in the company, it is a logical consequence. Kathy mean that “It is a 
chain of a matter in a sense that everyone just wants to follow the rules, that is one thing, 
and with a possible consequence that they would do better business within the social 
sense”. 
Internal brand building 
The company’s vision and mission is to help foreign companies to start up businesses, 
especially in the Netherlands. It is connected to CSR since we help business grow in 
general as well as the economy of several countries and in the end it creates jobs. We will 
not just promote or help any business, we want to be able to stand behind it and we want 
to know their vision and mission is with their business. In the Netherlands it is common 
that companies start up their business because they can evade taxes. They will not help 
that kind of business because it is not the ultimate goal. 
Kathy describes that they started with their own names to make it more personal because 
their first vision was to stand out from all the bigger service companies that were 
becoming big factories and very impersonal, trying to get as much money as possible 
from clients. Now, it has developed into more general, not being so personal as they were 
at first, it has lead to a development into a different business name, it became Amsterdam 
Business Support meaning more general and appealable to all kind of foreign businesses 
and not make it some kind of exclusive company just for people who knows them. 
She believes they use CSR as a part of their internal brand building because they share 
with their staff as well as and people they work with, many corporation partners. They 
share what they do and what they don’t do, they also discuss matters on what they approve 
or disapprove on or what kind of business they like to promote. 
Kathy describes the organizational culture as very independent but they all are connected, 
“most people we work with are independent from legal and business kind of perspective, 
so we are all equal, and we are all equally responsible in that sense”. Associations they 
hope their customers and stakeholder gets from their corporate brand are; easily 
approachable, clear, trustworthy and non nonsense. The core values are; honestly, open, 
accessible, transparent and sharing. Kathy says “We share a lot to our network, 
knowledge that we already know, we don’t try to hide information just to earn money on 
our knowledge”. 
In order to make sure the employees live by the company’s values and communicate them 
in line with the brand they give presentations internally to communicate what they want 
and they talk about it always. The company’s brand position statement use to be “Second 
home for your business”, which also implies safety in some respect, Kathy goes on and 
argue that “it is your business, but we provide it like a second home because you are not 
really here yet”. Since they changed name to Amsterdam Business Support they don’t use 
any text because they think the name itself make sense, “it is clear enough that it is in 
English and we help foreign businesses here at the Central Station, at the Trade register, 
where everyone has to register a business”. She means that they have developed it inline 
with CSR since everyone should be able to start a business, it is more open. 
5.1.2 Personal/professional background, from an employee’s perspective 
Anna is working as an assistant at the company and has only been working there since 
March, 2016. 
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CSR 
Anna defines CSR as “it is more about how the company is branding themselves towards 
people outside, not so much to people inside the company, more how they see you as a 
company, how they work with the social, if you give money to organizations etcetera, 
and how you work with the environment and also ethical, if you do things right ethical so 
you don’t work with illegal organizations”. She describes that Amsterdam business 
support are very good from a legal perspective, have papers in place. They have good 
procedures on how to hire new employees, doing all steps and check that you did not do 
any illegal stuff in the past. Anna think she is part of the company’s CSR activities since 
she accepted to go through the procedure when they hired her. 
Internal brand-building 
Anna describe that the company stands a lot for flexibility towards their clients, they are 
very available to help them with all those needs that they have just to set up the business 
and then they also take on other things. 
When Anna started at Amsterdam business support she had a meeting with Kathy where 
she was informed about the business, how they started and how they have moved. She 
did also get a presentation where they represented about the company and what their 
future steps were. Anna describes the company’s internal culture as “good, very friendly. 
It is very focused, which I think is a good thing, working for a company that is very 
focused on tasks”. 
Internal brand-building improvements 
The company recently moved their office closer to the Central Station, they have the 
opportunity to build their brand internally in this building by just lunches or coffee with 
their internal colleagues, not just their own business but try to build the network through 
them, it might result in more business. 
Anna is not sure if she could have been trained more about the brand because she is so 
new. She states “I think I will grow more in the role and know more about the business 
while being here. Now in the beginning it is a little difficult because I am so focused on 
my tasks and not so much focused on the actual company itself”. 

5.2 Klarna 
5.2.1 General information, personal/professional background, Manager’s perspective 
Klarna is one of Europe’s fastest growing company and is founded in Stockholm in 2005, 
the headquarter is located in Stockholm. They offer easy-to-use and safe payments 
solutions to e-stores. The core is that the payments are done after the delivery. Klarna 
group has more than 1400 employees and exists in 18 countries, serves 45 million 
customers and work with 65000 merchants. Klarna have big clients such as Spotify, 
Samsung, Disney and ASOS and their goal is to become the world’s favorite way to buy. 
The interview was with Robert Bueninck. He is the country manager in the Netherlands 
and responsible for commercial activities for the Netherlands. In the NL they are about 
50-60 people. Robert has been working at Klarna for four years but has been working 
within the service industry for 12-13 years. 
Corporate social responsibility 
Robert defines CSR as “everyone in normal life have social responsibility as well, so on 
many levels, where it is environment, basic social structures or cohesion within the 
society”. He argues that Klarna has a quite high level of CSR, a lot of internal booklets, 
ethical policy - They deal with web shops and they have to chose which one to work with 
and not work with even though there is money to be made in the whole. When Robert 
started at Klarna, they had less than half than the employees they have now, “it becomes 
more and more professional when going from a startup to corporate”. Along those lines, 
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you get involved in CSR. “The more structure you get, the more structured this sort of 
things you get in return”. 
Robert explains that they have a CSR strategy but on various layers where it can fit into 
the basket. 
Klarna works for example with charity projects. The last one was when V&D (a big 
department store) went bankrupt at the beginning of the year. They were one of Klarna’s 
biggest customers and responsible for big part of their turnover. V&D stopped handling 
returns and it ended up that people called Klarna and said that they had an invoice but 
that they could not send back the goods to V&D. Klarna turned a difficult situation into 
a socially responsibility by keeping the invoices or sent the goods to the Red cross. They 
also let their employees chose a charity to give money to for Christmas present. 
On the ethical side, there are two levels. Shops in general that they have to decide if they 
want to work with or not. Klarna also issues credits so there are guidelines where they 
can issue credits and where to not. It is culturally. Klarna don’t give credits if alcohol or 
gambling is involved. It sometimes is legal in one country while in another country it is 
illegal, snus is a good example where it is legal in Sweden but not in the Netherlands. 
Challenges and negatives consequences 
People don’t take it serious because it can become too fluffy and it is something you 
should take serious. 
Advantages 
Robert discussed that internal policies give some sort of structure. Externally it can help 
to build a company’s image, reputation and it is important for the financial part. 
Driving force for engaging in CSR 
Ethics is part of the driving force. Robert says “we have merging guidelines which is also 
more external but it all fits”. The CSR started from day one but it is of course more 
developed now. 
Internal communication 
The CSR communication internally on the ethical side is part of the training for all 
employees, they use booklets internally with their ethical guidelines. Robert think that 
the employees are affected by the company’s CSR since people wants to work for a 
company where they feel makes the right thing. 
CSR Importance within the service industry 
Robert things that CSR is necessary in the service industry; “If you serve people, it 
becomes more important in a logical sense”. Logically it will become even more 
important in the future. He explains that with the internet of things and social media it 
will become much more easy and the reputation of a company is more and more important 
and therefore, having a good CSR in place will better the image of the company. Robert 
says “it can earn a company a lot more than it used to do in the past because it can get 
spread around the world”. 
Internal brand building 
Klarna’s mission is to become the world’s favorite way to buy. It has not changed since 
they started but Robert says “but you will never get there without having these things in 
place” (CSR). 
Robert explains that it is always a fight for priorities internally when being a smaller 
country and therefore, they do not use internal marketing. It is hard to get resources and 
therefore, the internal brand of the NL team is very important in order to make sure that 
they are still noticed and get the help the need. 
The culture of Klarna NL is really flat, very young, the age is on average 29-30. Makes 
it very vibrant and a lot of new ideas pops up. 
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Robert say that the associations they which their customers and stakeholders get from 
their corporate brand is smooth payment. Their slogan is “simplifying buying”. They 
want it to be seen as a very easy way to buy things online and great customer service. In 
the Netherlands they do not use Klarna that much as a consumer brand, they rather focus 
on the payment method and less on the brand due to the budget, it is too expensive. Their 
external values are; service minded, quality, you, place a team, learning commitment and 
their internal values are; simpler than any other way to buy, safer than you could imagine 
and smarter solutions for people. 
The company makes employee surveys to ensure that the employees live by the 
company’s values. Robert believe that customers chose to use Klarna because they like 
the company and the path they are on; they want to be a part of it. Also their international 
reach, something that their competitors do not have. Klarna have competitors in all 
markets but no one is so international. They are able to offer one contact, one integration, 
one contact person for the whole market. Klarna’s brand position are very pick able 
depending on the market. 
In order to communicate its brand identity internally they give training on every new 
employee and they gave a yearly kick-off where they go through their internal values. 
They use booklets and they measure on the employee’s performance. 
5.2.2 Personal/professional background, from an employee’s perspective 
Denise Dol started as an office coordinator, helped with office management activities, 
commercial planning and activities and now she is also a sale assistant. She has been 
working at Klarna for 1,5 years. 
CSR 
Denise define CSR as “It is the people, planet, profit dimension. If thinking about Klarna, 
it is the way they treat their employees and how they place their product in the market. It 
is hard because we are not a really green company. The balance how you treat your people 
the best way and if you are economically and ecologically balanced somehow. We have 
a digital product so different rules and aspects are taking into account”. 
Klarna is encouraging their employees to travel by car, use less paper, don’t print 
unnecessary. They also make sure the employees are happy with the organization. They 
have a multicultural organization and they are doing research, employee surveys and 
measure those aspects. Denise describes that charity is not that common in the 
Netherlands because they do not have the budget. 
Denise do not think she is part of the company’s CSR activities that much. She says; “the 
initiatives from the HQ are really good and cool but it is hard when we are so small”. She 
thinks it is hard to communicate it internally but she thinks it is more alive and tangible 
in Sweden where most of the employees works. 
Internal brand-building 
Denise describes Klarna’s internal culture as very friendly, open, transparent, flexible, 
moving fast forward. 
Internal brand-building improvements 
The internal marketing/management team is kick out somehow and Denise think they are 
responsible for the external and the internal value, brand position etcetera. In order to 
create a strong brand in the Netherlands they need resources because they cannot do it 
themselves. Denise says “I think repositioning of the marketing and the internal 
communication team would be much better for us and for other countries”. 
She thinks she could have been trained more about the brand, especially in a way how it 
really works since it is hard to understand the product, they way of working and some 
processes. It is important to understand it and to inform end customers about it. She argues 
“to our possible mergers or possible clients of Klarna you would like to give them also 
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the best view of Klarna since they haven’t heard about it most of the time either”. Denise 
give suggestions that they can have more common trainings on the brand and product. 
Now, they have more general basic meetings with more organizations together, the yearly 
kick-off in Stockholm and she thinks that work and helps to better understand the brand. 

5.3 Intertrust 
5.3.1 General information, personal/professional background, Manager’s perspective 
Intertrust is a global quality leader in the trust and corporate service sector. They provide 
a broad range of high-end legal and financial administrative services to funds, 
corporations, private individuals and financial institutes all over the world. Intertrust has 
450 employees in the Netherlands, total 1800 on a global level. The company is originally 
Dutch and started in 1952. Intertrust is headquartered in Amsterdam. 
Ellen Jongerius is responsible for the marketing and communication in the Netherland 
office. She has been working at Intertrust for three years but within the service industry 
since 2000. 
Corporate social responsibility 
Ellen define CSR as “Taking account all the responsibilities apart from just commercial 
objectives. Social responsibility to add value to the community. Not only talking about 
profit but also incorporate the planet and the people in the strategy”. Intertrust has a CSR 
strategy that was implemented in 2011. They have incorporated a foundation. Various of 
projects are funded and set up through the foundation. In every larger office around the 
world, they have CSR ambassadors. They are responsible for initiating CSR projects and 
to start CSR programs at a local level. They send out survey to all employees and they 
encourage the employees by asking everyone which themes they should focus on in their 
global CSR strategy. The theme is youth and education. The company have a global 
Green task force which means that they have to take the environment into account. They 
strive to reduce the amount of paper, energy, electricity in offices. They have organized 
several projects. 
Challenges and negatives consequences 
What they see is that they are a commercial business, so they see that they have a lot of 
billable colleagues, it is sometimes hard to combine it with the workload the employees 
have. Still there are a lot of efforts undertaken. 
Advantages 
Intertrust has helped to build an educational center in Gambia, that is one advantage for 
the children who get educated there, it is about 150 children. Through the CSR programs 
they “Biblionef project group” which is a foundation for donating books to children in 
less developed countries. 
Driving force for engaging in CSR 
Ellen argues that “The world is changing, so I think that we are all responsible for the 
world that surrounds us. It was not a questions but something we had to do. When you 
are a growing company you have to do it. How bigger we grow, how much more impact 
can we have”. 
Internal communication 
Intertrust has their own internal website with information such as strategy, activities, 
contact details, our last annual CSR report – the latter is an internal report. Ellen think 
that some of the employees affected by their CSR but everyone is aware of it. If anyone 
has an initiative or idea it is easy to find them, the CSR ambassadors are well known. 
CSR Importance within the service industry 
Ellen argues “Sustainability in the broadest sense should be incorporated in every (larger) 
organizations. We have certain responsibility for the planet as well as our other 
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stakeholders as for example our employees, investors (we are a listed company) and the 
public”. 
Ellen thinks that CSR will be even more important in the future as she states “Yes for 
sure. We will launch a CSR annual report that goes far beyond fund raising activities. 
This represents what sustainability and social responsibility means for us and how it is 
implemented. We are planning to launch it in September – together with Global HR in 
September internal as well as external”. 
Internal brand building 
The company’s vision and mission has not changed since their involvement with CSR. 
The management should first think of the purpose of the company – what is the purpose 
of their existence? She says that CSR might affect their mission and vision in the future, 
especially in their industry. “The trust and corporate services sectors faces some negative 
media attention. We should really look into our corporate story and positioning and be 
transparent in our activities”. 
Intertrust don’t have a separate CSR brand building. They have only had the Intertrust 
brand. The brand position has been defined in 2009 but they did a brand update in 2013 
when they had a merge. Ellen states “the internal brand building is not a priority for our 
colleagues to know about, it is more about the positioning I think, it is not about the 
branding”. 
It starts on the global level, they define the branding strategy and positioning together 
with sales and management. They share the brand guidelines in the marketing and 
communication community as well as in the sales community. From there, the local 
offices can work on their branding with the help of the guidelines. 
The organizational culture is informal and not very high hierarchy, but it differs since 
they are very global. They have a cultural diversity with many different nationalities just 
in the Netherlands. They are young and high educated. They try to find a good work life 
balance. Ellen mention that they organize social activities such as football team, hockey 
team, pub etcetera. 
The association they hope to get from their customers and stakeholders is that they are 
the quality leader in their industry and stand for a sustainable business. 
In order to make sure that the employees live by the company’s values and communicate 
them in line with the brand they have staff meetings, try to get more people engaged in 
CSR activities or to become ambassadors. “It is time to really tell our story because some 
of our people find it very hard to explain what we actually do and why we do it”. 
Customer chose Intertrust because they have the best people in their business. They 
educate their employees and they are the polity provider, they are far ahead of their 
competitors, they have high standards, high compliance standards as well and they are 
following the development very closely. It is incorporated in their strategy, always try to 
make it better and improve themselves. Their customers are very reputable also. 
The company position themselves as the quality leader and also the largest provider of 
corporate and trust service. Through a survey the company scored the quality leaders in 
2013 and the company’s people is very important for the customers. “That is why finding 
the right people and educate them is so important”. Ellen discussed that it is not the brand 
that is important but the positioning that is important. “Most of our people do not care 
about the logo or if the offering letters are in black or bold letters, they should know what 
our brand is standing for and what Intertrust stands for, the values and why we do what 
we do”. 

5.3.2 General information, personal/professional background, from an employee’s 
perspective 
Lisanne Wieringa works as a company lawyer, responsible for services companies with 
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legal services. She has been working at Intertrust for 1,5 years. She is a CSR ambassador 
at the office. 
CSR 
Lisanne define CSR as “For me it means that a company as Intertrust has responsibility 
towards community and the environment. A huge company takes a lot, for example 
energy, paper but with the corporate social responsibility program you can give 
something back”.  The CSR program started already when Lisanne became a trainee at 
the company. 
It is a challenge to get a lot of people involved since they are 450 people working there. 
Fundraising can sometimes be seen as negative because you ask people for money. 
She explains that the company are trying to get a more and more real strategy and having 
CSR ambassador is just a good start since they can inform the employees. It is still in 
progress. Lisanne thinks CSR is important within the service industry because “it open 
eyes, the main goal for social responsibility, to give something back since we take a lot. 
It is good”. 
The company communicate CSR through their internal website and every quarter they 
have magazine with interview with the CSR ambassador or interview when something 
happens on the CSR side. They have quarterly meetings with the directors. Lisanne feel 
that she is part of the company’s CSR. 
She thinks that CSR will change in a different way in the future, not that much with money 
but rather with knowledge, more to help with our heads. 
Internal brand-building 
The company stands for legal financial services regarding the law in accordance to the 
Dutch law. She was not asked anything about the brand during her recruitment but more 
about what they were doing at the company. 
She describes the internal culture as very nice, young employees, many different cultures. 
There are also many different people like financial, legal IT. 
Internal brand-building improvements 
Lisanne feel that the company could have done more training about the brand. It was a 
long introduction her first day where the new employees got informed about every service 
at Intertrust. “It would have been better to have it after maybe two months, than you 
would have a little idea on what you are going to do and then you can have a better 
overview”. 

5.4 Storuman Energi 
5.4.1 General information, personal/professional background, Manager’s perspective 
The company started in 1999 and has now 15 employees. It is an energy company which 
sell energy all over Sweden. They do not have their own production but buy electricity 
via the power exchange Nordpool. The headquarter is in Storuman, south of Lappland 
Nils-Gunnar is the CEO of the company and has been working with energy since the 
beginning of 1980. He got the idea in 1993 when there was a regulation in Norway 
markets, opening of markets. He thought it might be a good idea for Sweden as well. 
Corporate social responsibility 
Nils-Gunnar explain that the company has a business plan. In the business plan they have 
described some things which are important. One thing is that they should have the 
company built on the soul of the Nordic people, honestly and keep the word and that 
makes the employees very secured in the role of a service provider. 
The CSR strategy is included in the business plan. They have a website which is mobile 
friendly and can show the real time consumption. “We are trying to use the customer 
profile of buying electricity to suggest to the customer a better deal”. This is what they 
want to implement in the future. “We have the information; it is just to put it together in 
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a good offer”. 
Challenges and negatives consequences 
In 20 cases we have had issues with agreement with the customer, consumer agency and 
the electricity branch. Nils-Gunnar argues that they do not know why because they 
followed the rules. “Sometimes I think it is very popular to get honest because we are a 
threat. If you buy hour-by-hour for a lower electricity price, there is a person on the other 
side who sells the same thing very expensive who feels bad”. 
On challenge is to predict the consumption the next day in order to offer a better deal, 
they are discussing with Royal Institute of Technology, Stockholm. It is important 
because in the future they can have a low margin if they are good at prediction the costs, 
if they are not good at it, the margin will be high because of the risks. 
Advantages 
Nils-Gunnar states “We try to take the position on buying electricity hour-by-hour and 
the most important thing, the benefits. One of our issues from the beginning was that we 
have to be as the customer. We don’t own hydropower, we don’t own electricity 
producers, we don’t know them prior, we just buy electricity and package it for you for a 
good deal. We stand on the same side, and that would be a very advantageous when 
discussing with the media. They give the right view from the customer’s side if they 
focused on Energy, so we have been related several times before when we were active at 
PR, a lot of good PR”. 
Driving force for engaging in CSR 
It was the business plan who was the driving force. They did an agreement between the 
owners, the big owners, the government- Storuman and an electricity company in Norway 
in order for Nils-Gunnar to put it in the stockholder agreement. “We have to stick to the 
business plan”. 
Internal communication 
Meetings and every year they have the business plan on the table. Nils-Gunnar is unsure 
if the information goes back to all employees because he does not talk with all employees, 
the middle bosses are in charge of that. It is important that everyone knows what is 
expected from respective employee. If there is a lack of fulfilling the expectations, then 
education is needed. He states “I think the biggest problem is to keep employees updated 
with what is happening”. 
Nils-Gunnar knows that all employees are affected by the company’s CSR, “but it is one 
thing if they know it and it is one thing if they buy it, with their souls”. 
According to a survey, it showed that 60% gave the right answer to the company’s 
trademark. Many young people scored right. Nils-Gunnar explain that the reason might 
be that they are on Facebook. A young person is responsible for Facebook and makes 
crazy ideas sometimes. It is good and they get some advertisement. 
CSR Importance within the service industry 
“The most important thing is looking at the issue by the customer’s eyes”. The company 
has been measured on for three years and are now top of the SIFO Elbarometer. 
Nils-Gunnar think that CSR will be even more important in the future, it is very much 
demand driven. 
Internal brand building 
The brand building process is to have a good business plan and to stick to it. Nils-Gunnar 
explains “I have all the responsibility for communication to the media so I have the 
opportunity to talk about the brand the same way always. And I try to inform the 
employees the same by talking once a year and things like that”. They talk about how to 
keep the brand name. 
It is important to build the trademark from the soul; it is easy then to implement it. If it 
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gets changed, it is important to talk about the changes and explain it to the employees so 
that they understand what it is and what the change is about. 
The organizational culture is that everyone should have joy in working. Nils-Gunnar 
argues “I have no problem if they work hard and talk about working hard because if you 
get to work hard, you get good results. I want to show the results to the employees. It is 
not so easy all the time in the Swedish way. If you measure the staff all the time, we used 
to do that a lot and it was very good. Now we have a change in the organization and going 
back to discuss and measure and find better ways to be better because then you get the 
impression by yourself that it is good”. 
The company want their customer and stakeholders to be proud, feel important. 
Innovation, secure and the soul of Lapland is the corporate brand core values. They want 
to be trusted. Now with the new product “Elmixen” they are fulfilling the opportunity to 
make a really good buy. Everyone get to the change to chose from a full menu. 
Storuman’s brand position statement is “En att lita på”. 
It is hard to tell why customers buy our products instead of our competitors. He states 
“We have a non-sexy product, something you need and it is and a desired product. The 
company’s goal is to make this deal so interesting for the customers that they feel that it 
is good, that they enjoy buying electricity from Storuman. The customers can for example 
see their electricity consumption in real time every 15 second, they can show it to their 
kids when cooking for example”. They can customize their customers’ needs. They have 
a unique product, the only company that offer more than a fixed price product. 

5.5 CGI Sweden 
5.5.1 General information, personal/professional background, Manager’s perspective 
CGI provides IT and business process services. They help their clients’ ongoing evolution 
and CGI is committed to help their clients to achieve their business goals. CGI provide 
their professionals with rewarding careers and offer shareholders greater returns over 
time. CGI is a Global company with business in about 40 countries. The company was 
founded in 1960 and have about 4000-5000 people working in Sweden, about 10000 in 
the Nordic and around 60000 globally. CGI Sweden is headquartered in Stockholm but 
the head office for CGI is in Montreal, Canada. 
Elin Swedlund is CSR & Environmental Coordinator at CGI Sweden. She has been 
working within the service industry for 12 years and for CGI for 10 years. 
Corporate social responsibility 
Elin defines CSR as “It is the responsibility that a company has within certain areas. In 
CGI, those areas are responsibility towards our members, if you are an employee in CGI 
then you are a member. Responsibility towards our members when it comes to labor 
rights, health and security issues”. 
“Being an ethical company, with high ethical values. Having a framework for anti-
corruption”. 
“That the management of the company have a clear, structured and well communicated 
management system in the company. Having a responsible company”. 
“Supporting NGOs with like using our license or products for free”. 
“Then of course, environment is part of our CSR. All of these, spills over to our suppliers 
in the supply chains and our partners. We strive to have responsible suppliers and 
responsible partners. Those six areas would be our CSR – members, ethics, governance, 
community, environment and suppliers. 
Elin explains that CGI (which is an American company bought Logica Sweden a few 
years ago. They realized since CGI bought Logica Sweden they were much more mature 
than Logica was when it comes to ethics and anti-corruption. CGI had an ethics policy of 
over a hundred pages that each member has to sign every year otherwise you get fired. 
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They have anti-corruption training all members have to go to, and the policies and 
framework for anti-corruption. 
Elin argues “In the same way we were far ahead in Europe when it came to the 
environment and having an environmental management system. We had our 
environmental aspects clearly defined and we had processes and action plans to manage 
this environmental aspects, we follow up on management level, the improvement of those 
environmental aspects. We have key performance indicators (KPIs) on our environmental 
aspects which doesn’t exist in America. So I think we were a good match, together now 
I feel that we have a very good CSR framework, where we learning from each other. Also 
in America they are donating much more money to the community and also in India, it’s 
much more donation and working with the local schools and so on, than we do in Europe. 
I think in Europe we have the highest taxes; we do pay all our taxes (part of being a 
responsible company is that you pay all taxes where you are) so we do not pay as much 
in donations. From the entire company we donate 1% of our total revenue every year to 
NGOs”. 
They recently had a women meeting. Elin explains “When it comes to members we 
constantly working on having equality between genders, we had women of CGI, we met 
yesterday. We have a big network. We have our VP, a very big mentor for women in 
other companies so they can also improve. 
“When it comes to the environment we are now going to be re-certified according to the 
new version of ISO 140001, so we are doing an analysis of the old requirements and the 
new, which means that we need to improve more in management. We need to include an 
environmental plan in our business plan, which is the requirement of some standards. 
When it comes to suppliers, we constantly and just updated our CSR code of conduct on 
a global level. We are also updating our entire procurement process including CSR and 
other ethical policies we have within the company so that our suppliers can adhere to 
them as well. We are also implementing the process to follow-up on our suppliers, make 
sure they do comply with our requirements. When it comes to the society, we had 
yesterday a presentation for the bank and the police, with some students doing a master’s 
thesis writing on how bit coin and other crypto currencies are used to pay for child sexual 
abuse materials and how processes can be used to track those payments and maybe even 
stop them”. 
“I mean there are a lot of things going on all the time, so I can’t really say which is the 
last we did” Next week they are having an exhibition of electric cars, to see if they will 
investigate in them, they are also increasing the number of electric charging points for 
cars for their members. “There are a lot of things, high and low, going on all the time” 
she says. 
Challenges and negatives consequences 
Elin argues “Anything you do is positive but you can always improve”. 
Advantages 
Elin describes “The vision of CGI is that we are all members of the company, most of us 
are shareholders in the company. So we are all in this to create a company we can be 
proud of and that is one of our core values in the company. I think by having that 
perspective, the members can feel secured that the working in a company that they know 
actually contributes to the society”. 
Driving force for engaging in CSR 
Some of the pieces are from the very foundations of CGI. Six years ago, they had a very 
structured management framework, it became on of the key success factors for the 
company. The clients’ requirements and expectations are also a driving force. They have 
the certification, ISO 14001, it is required for them to have by their clients. 
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Internal communication 
They have CSR day and CSR week where they show what kind of things they do as 
donations and also sustainable solutions that they develop with clients. Elin states “I think 
that people who work in the company feel that they work in a company that can take 
responsibility and that feels good. They can relate to the way the company looks at CRS 
which is one advantage. Our members never feel that they work in a company that they 
cannot relate to. In Sweden, we work with the police and the bank to prevent payment for 
digital pictures, images and movies of children that are sexually abused and tortured. We 
are proud that we help them with technologies to track and prevent those kind of 
payments. We have worked and developed lots of sustainable solutions with clients, for 
cities and manufacturing companies especially in Europe. We have focused on CO2 
emission, information, eco-driving, energy. When I started this five years ago, we were 
talking a lot about it, and today I have a lots of very successful examples where we had 
actually done it. We are really contributing to delivering sustainable business to our 
clients. That something we have achieved mostly due to our CSR framework”. 
CGI communicate their CSR engagement internally through emails, news flow on the 
internal web page, and when there are special actions going on they put up information 
signs. They also use an external webpage to communicate and inform their members to 
go and look at it. 
It is up to all employees if they are interested in the company’s CSR, some are, and some 
are not. Everyone is welcome to have ideas. 
CSR Importance within the service industry 
Elin CSR is important and necessary in any industry due to a lot of issues. She states 
“starting with the members, people are being more and more picky where they want to 
work and if you want to track the best employees/members, the ones who really care and 
put much effort into the work, they would also care about company. You also know that 
the financial sector has really awakened. The year 2015 was a year, that the financial 
sector actually took a stand when it came to sustainable investments So if you want to 
borrow money, you have to show to the investment company that you are a financially 
sound company and they also going to ask if you are a sustainable sound company. You 
need to have a good CSR report and make sure that you have some thorough data in your 
CSR report showing that you actually do things, that you actually contribute and improve 
all the time. Then of course the clients are asking for it, the clients especially when it 
comes to clients working with the public sector. They have lots of requirement from their 
clients that they need to be sustainable, so they are putting forward those requirements 
down the supply chain and ask that we be sustainable too. So we have to put down our 
CSR in a structured way to show that we are”. 
Elin think that CSR will be even more important in the future “Before when I was in 
school, they told us about time, quality and money. Those are the three cornerstones of 
being a successful company. It’s four cornerstones today- time, quality, money and 
sustainability. If you don’t have sustainability, you ain’t gonna be playing anymore! You 
gonna be out”. 
Internal brand building 
The company’s vision is that they are going to build a company that the members and 
owners are proud of. It has changed after their implementation of their environment 
management system. They are including the environment management aspects into their 
processes. She explains “So if you have a procurement process, a project management 
process, a delivery process, if you are developing a new product (in our case a product 
would be a salary system or HR system we are delivering to our client), then you have to 
manage the environmental aspects within what you are doing, the clients requirements. 
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You have to be able to also communicate the KPIs for the environmental impacts on what 
you are doing”. 
CSR is part of the company’s internal brand building because they have a non-financial 
report which includes all CSR areas. But Elin argues that it can be improved. 
Since they have a management system, everyone has the same processes, the same role 
definition, the same system, it is same in the entire company, there is no local processes 
or local support systems. The rules are applied to all countries – it makes the 
communication in the company easy. Elin states “The person who founded the company, 
who is one of the biggest owners and chairman of the company, runs the company with 
his heart and he has a very strict policy and belief in this management foundation that we 
using. You have to sign the ethical policies and follow the processes or you out! That 
aligns the company in a really good way”. 
They want to be seen as the company delivering quality, high quality. That’s measured 
up to the highest level. As a company, they ask clients frequently what they think of the 
company, they have the structured way of asking it. And those KPIs are followed up on 
the very highest level. CGI tries to deliver quality on time. 
Elin thinks that they can associate themselves with CSR better because they know that 
their clients are asking for innovation and sustainability. Every time they meet with clients 
they say they want more innovation from them, and they say sustainability is on their 
agenda. Elin says “they ask if we can do better in those areas”. 
Customer chose CGI over other companies because of their quality and stability. Their 
brand position statements are quality on time, experience. 
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6. Analysis 
This chapter will include an analysis based on the theoretical framework and the 
theoretical model developed based on the empirical studies. We discuss our findings by 
looking first at CSR in general for service firms. Thereafter we will discuss the definitions 
and descriptions of CSR from our service firms. After that, we present findings based on 
CSR relations to employees, brand audit, identity, positioning and communication. It then 
becomes easy for the reader to follow since it is structured following our theoretical 
model developed from the empirical studies. 

6.1 CSR Definitions and descriptions 
Our empirical findings indicate that the interviewees’ definitions of CSR included some 
terms of responsibility that is included in Carroll’s pyramid. Carroll (1991, p. 40) argue 
that all blocks in the pyramid have to be involved in some way in order to reach the point 
of acceptance but from our findings, it seems like all companies do not include all 
responsibility in the pyramid. This can be questioned since Carroll argues that all stages 
of the pyramid have to be involved in some way. If this stay true, then the firms need to 
engage more in CSR, which however may be different for service firms. However, we do 
not know if the service firms are accepted. Porter and Kramer (2011, p. 64) argue that 
most businesses remain stuck in their social responsibility mindset and places social 
issues at the periphery of their interests and not at the core. It is crucial for businesses to 
renew company success with social progress and according to Porter and Kramer is 
shared value not philanthropy, social responsibility nor sustainability, but a new model 
to achieve economic success, it focuses on the business center and the areas which is 
important for them (Porter & Kramer, 2011, p. 64). It is evident from our empirical 
findings that all companies have their own CSR strategies, but they all stress upon 
different areas of Carroll’s pyramid (1991, p. 40). All firms argue that CSR is an 
advantage and that it logically will be even more important in the future. The reason might 
be that the consequences of climate change has become discussed to a larger extent. The 
world will become more populated and the demand for food, energy and water will 
increase and therefore, the resources will become even more scarce. 
The following parts follows the same structure as our theoretical model developed from 
the empirical findings. 
6.1.1 Employee responsibility 
From our empirical findings from the interviews with the managers it was found that all 
companies are focusing a lot on their employees. This can be related to Visser’s (2010, 
p. 17) CSR 2.0 model where the author mentions that businesses should regularly invest 
in its social and human capital through education, trainings, and employee welfare. There 
is also evidence from the interviews conducted from the employees that they all mention 
that they get training within their respective company. One of the respondent mentioned 
that she felt that she works for a company that takes responsibility. Further, another 
employee stated that it feels that the company treat the employees in a good way. The 
statement underscores the importance of the responsibilities to employees as part of CSR. 
This stand was further complemented in Visser’s (2010, p. 20) CSR 2.0 model. The author 
had listed fair labor practices-working conditions, employee rights, health and safety to 
include key indicators of CSR (Visser, 2010, p. 20). However, from the empirical findings 
based on the interviews with the employees, it is true that they all want more training by 
their company. It is therefore a problem since the managers might think that the training 
they provide for the employees are enough, meanwhile the employees argue that it should 
be more trainings and other similar activites. Thereby, there is a need for a change in 
order for the employees to feel that they know the company. The managers and employees 
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are not coherent. It might be a need for an updated and new training strategy in order for 
the employees, at all levels within the company, to feel that they know what the company 
do and what they stand for. 

6.1.2 Community Responsibility 
One manager indicated that community responsibility is one of the six areas of their 
CSR.  Community responsibility falls under societal contribution, which includes 
philanthropy and supply chain integrity as stated by Visser (2010, p. 20). Another 
company helps to fund an educational center for orphans in Gambia, charitable donations 
in the words of Visser, (2010, p. 20). Another company cancelled debts for customers 
because one of their biggest clients went bankrupt. This is a good responsiveness where 
a firm responded good towards the community when facing a crisis. This is an act where 
companies are actively participating in the community as Visser (2010, p. 20) stresses. 
Since the company that went bankrupt belonged to the firm's value chain, it might have 
been bad for the firm's reputation. These CSR actions all depict that this firm see CSR as 
a responsibility to the community.  

From the empirical findings it is clear that the bigger companies are the ones who engage 
in philanthropic while the smaller companies did not talk about this. The smallest firm 
we interviewed did not talk anything about Carroll’s last stage of the pyramid, which is 
the philanthropic stage, also known as the societal dimension (See e.g. Carroll, 1979; 
1991). Carroll (1991, p. 40) further argues that all blocks in the pyramid have to be 
involved in some way in order to reach the point of acceptance. However, Carroll also 
mentioned that the basic responsibilities are closer to the bottom, and when the company 
meets lower part of the pyramid that is obligations to the law and to shareholders, it can 
move to the higher level responsibilities that society benefit from (Carroll, 1991, p. 49). 
The reason why the smaller companies do not engage the higher stages might be the lack 
of resources or it might be accepted by the society since smaller firms are less likely to 
make large footprints on our planet. Instead of engaging in charity or other philanthropic 
activities, one of the small company mentioned that they share their knowledge as well 
as the fact that they are helping companies to startup their businesses which helps the 
economy to grow and in the end also create jobs. This goes in line with Porter and Kramer 
(2006, p. 83) who claim that no philanthropic activity can compete with the business 
sector in the area of creating jobs, wealth and innovations which leads to better social 
conditions and standard of livings in the long run. This can further be connected to 
Visser’s (2010, p. 19) four DNA bases where value creation is not limited to financial 
performance but towards economic development where job creation is one of the benefits. 
One of the large company mentioned that the percent spent on the community differ 
depending on the countries they operate. This company based this statement on their 
belief that they spent more money in the USA compared to in the EU, as they pay more 
taxes in EU. It might also have to do something with the culture and not only the money. 
It might be more popular to spend money on the community in the USA than in the EU. 
6.1.3 Ethical Responsibility 
This definition, ethical responsibility, was stated by the respondents and did not come as 
a surprise. Carroll (1991, p. 41) stated that it is expected of firms to be ethical. Ethics as 
we talked about in the introduction of this thesis is the main focus when discussing CSR 
in the business community (Lugli et al., 2009, p. 34). Four out of five managers agreed 
on this. One manager said they choose not to help companies whom they think come to 
do business in Amsterdam with the purpose of evading taxes. This action by the company 
relates to the need for corporations to operate at levels beyond the required law, in order 
to meet the higher expectations according to Carroll (2015, p. 88).  Code of ethics is one 
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of the important tools for implementing CSR inside the organization (Lugli et al., 2009, 
p. 34). Ethical practices are part of good governance stated in Visser’s CSR model 
(Visser, 2010, p. 20). One manager said that their investors demand structured reports on 
their CSR engagements which include ethical commitments. Lugli et al. (2009, p. 34) 
state that this is importance as it has to be published within the firm, in order to make 
employees comply with it and outside the firm to create a shared value. One of the firms 
said that they have to take the ethical side into two levels. They have to look at shops in 
general and they have to decide if they want to work with them or not. They are being 
careful when choosing who to issue credits to, for example, the do not give credits if 
alcohol or gambling is involved. The manager emphasized that it differs depending on 
where they operate. For example, where one product might be legal, it might be illegal in 
another country where they operate. Based on this, it is a clear connection between the 
empirical findings and what Buhmann (2016, p. 193) and Porter and Kramer (2011, p. 
68) stress upon. They state that corporations might face complex situations resulting from 
the mix of international and national legal system. National governments and 
international powerful organizations might have contrasting and diverse approaches to 
laws and regulations. Culture and different organization might even make it complex for 
corporations on a local community level. Further, governments in different countries are 
lawfully requesting corporations report showing their work with CSR (Buhmann, 2006, 
p. 194). These ethical commitments by the firms shows that service companies cannot 
afford to be unethical especially after the global financial crisis in 2008. The society was 
awakened to the devastating effect of unethical practices with the actions of Lehman 
Brothers. The beam is more towards service firms, as they are judged by not only by their 
services but by the firm itself due to the intangibility of the products. They cannot hide 
unethical practices, they would be caught, much thanks to the rise of global connectivity 
and social media. 
6.1.4 Environmental Responsibility 
One manager puts forth a strong argument for environmental responsibility, by saying it 
is not all about profit making but the planet should be merged in the business strategy. 
All firms agree with this responsibility. Companies need to start taking a bold step in 
caring for the environment to stop the limitless depletion of resources (Visser, 2010, p. 
20). The biggest company interviewed is ISO40001 certified (it is an environmental 
management system and they need to fulfill the criteria). The manager said that the 
environment is part of their CSR and that it spills out over their supplier in the supply 
chains and partners. The company strive to have responsible and sustainable suppliers 
and partners. All of the companies mentioned that they do not make business with any 
company without first checking if they are sustainable too. According to Cone 
Communication (2015), studies reveal that 96% of consumers’ perception will be positive 
and 93% of them will pledge loyalty to a company that tackles social and environmental 
issues, CSR is hence a very important issue for firms. This can be connected to what 
Carroll (2015, p. 88) and Gallagher (2015, p. 59) argues for: if a company is not in line 
with society’s wider view of ethical behavior, the whole corporation and its reputation is 
at risk. Arendt and Brettel (2010, p. 1474) support by arguing that a good reputation with 
the stakeholders urges them to buy the company's services or invest in the company, CSR 
creates good reputation and is today more and more important. It might be hard to grasp 
what service companies can do for the environment since they do not manufacture 
products. It was found from our empirical findings that one of the service firm has a Green 
taskforce which means that they have to take the environment into account. They strive 
to reduce the amount of paper, energy, electricity in offices. They have organized several 
projects. It seems like service firms focus on simpler environmental tasks and of course 
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avoid to make business with firms or clients who are not being sustainable. One of the 
small companies is leading the campaign for hour-by-hour electricity billing respectively. 
They came up with an innovative idea which saves both energy and money for their 
customers. The firm also mentioned that they are cooperating with a university in order 
to keep up with new technology which will lead to better solutions for the society. The 
firm's actions are thus depicted to have environmental integrity. The author states that 
firms should strive toward sustainable ecosystems. Creativity is what accounts for the 
success of businesses. In this age of responsibility, societal and environmental issues need 
to be the focus of the creativity nature of business (Visser, 2010, p. 15). Creative business 
ideas aimed at solving some social needs is pivotal to the CSR 2.0 (Visser, 2010, p. 15). 
This might be the future, that small companies who do not have the resources (money) 
instead focus on their knowledge in order to create good solutions for the environment 
and the people. This argue is strengthened by one of the employee interviewed where she 
argued that she does not think CSR will be about money in the future but rather it will be 
about sharing knowledge. 

6.1.5 Client/Customer Responsibility 
Although customer responsibility is not explicitly stated in the interviewees definition of 
CSR, we were able to extract it from some of their broad answers. They have a 
responsibility to their clients or customers (interviewees use these terms interchangeably) 
and investors. It relates to Porter and Kramer’s (2011, p. 66) value creation. The service 
firms are being responsible by creating sustainable and responsible services for clients, 
transparent and providing quality services to them. Visser (2010, p. 20) captures this by 
requiring transparency or responsible reporting, responsible goods and services, similar 
to quality assurance that most respondents talked about. Some managers stated that they 
stand on the same side with the customers and some say they work side by side with 
clients to reach their goal. These actions confirm what Porter and Kramer’s (2006, p. 83) 
asserts, that business and their stakeholders exist for each other. The service firms 
understand that they are answerable to their customers’ demand, especially when it comes 
to business-to-business customers. One of the firm’s manager state that their clients are 
translating their own client demand for sustainability to them. They in turn demand same 
from their suppliers. It is a typical example of supply chain integrity that Visser (2010, p. 
20) had talked about, where everyone down the supply chain is held accountable for the 
impact of their business operations on the environment. For the small firms that shy away 
from this sustainability responsibility, it will trickle down to them one way or the other 
down the supply chain. This calls for a reorientation of their CSR priorities. 

These definitions above are used in the model we developed from our empirical data. 
Having established the definitions of CSR, we will now discuss how CSR influences 
internal brand building and how it is implemented in internal brand building in the service 
firms we studied. 

6.2 CSR implementation and influence in internal brand building 
From the empirical findings, we identified five aggregate themes that represent the 
internal brand building process. We have also identified the second order themes which 
will now be explained as the channel through which CSR is implemented and how it 
influences the brand building process 

6.2.1 Influence of CSR on Employees 
In our theoretical framework, under brand audit, we discussed the relevance of employees 
as an organizational resource. From our empirical findings from the interviews with the 
managers we have seen how relevant the employees are to the internal brand building 
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process. This made us single out employees as one of the stages in the internal brand 
building process. Every brand building process all boils down to them in the end. They 
are the one who communicate with customers, they speak for the brand, they deliver the 
service. If they do not believe in the values, vision and mission of the company, then they 
would not act it out. It would result for example, in an Hauwei employee using a Samsung 
phone. A prospective customer who notices that, may more likely have some misgivings 
about the Huawei brand. This can be related to De Chernatony et al. (2003, p. 11) which 
state that employees are the firm’s most important asset. One manager stated that their 
clients scored their employees high on a survey and that they have the best people. They 
put a lot of effort in employee educations and training, same as the other firms. Visser 
had discussed this as circularity, that demands that businesses should regularly invest in 
its social and human capital through education, trainings, and employee welfare (Visser, 
2010, p. 17). The firms also incorporate CSR programs and activities in their recruitment, 
trainee programs, education and motivation of employees. They are building their brands 
by creating such strong values within employees, which resonates with the customers and 
can be used to outwit competitors (De Chernatony, 2001, p. 444; Urde, 2003, p. 1028) 
Engaging employees with CSR ambassadorial teams, taking on CSR projects and having 
a structured CSR framework is used to make the company more attractive to employees, 
as confirmed by Skudiene & Auruskeviciene (2012, p. 54). Employees are becoming 
pickier with where they work, they will rather work for companies that are socially 
responsible (Skudiene & Auruskeviciene, 2012, p. 54). 

Despite these efforts that the managers talk about, some employees mention that they are 
not giving enough brand orientation. They feel the need to be more educated about the 
brand. These incoherencies can affect the whole corporate brand. Especially in the service 
context where the service offer is created through interaction. Firms need to realize that 
employee loyalty to the brand is one advantage competitors will find hard to reproduce. 
However, management may need to take a look at themselves, it could be that it stems 
from the management talking the talk and not walking the talk. 
6.2.2 Influence of CSR on Brand Audit 
As discussed earlier in our theoretical framework, a proper brand audit entails acquiring 
relevant information and analysis of important internal factors. The important internal 
factors in our theoretical framework were vision, mission and organizational culture. 
From the empirical findings it was found that the following CSR themes are the 
organization’s main visions; sustainability, ethics, transparency and honesty. We call 
them CSR themes because they all feature as key indicators in our empirically developed 
model. These are the channels through which CSR influences the brand audit of the 
service firms. The service firms are setting their visions to be sustainable, ethical, 
transparent and honest in line with what Casa-Diaz et al. (2014, p. 559) stated. The 
authors states that as a result of the intangible nature of service firms’ product, consumers 
tend to make their purchase decisions based on other factors, which includes CSR. The 
authors also stated that consumers now shift their attention to the firm to make their 
purchase decisions, consumers think if a firm is genuinely socially responsible, it will 
translate those standards to its customers (Casado-Diaz et al., 2014, p. 559). These are the 
reasons why the firms’ visions all have CSR features that Visser (2010, p. 20) stated. The 
author called for firms to make active steps at building a sustainable environment rather 
than embarking on massive marketing campaigns to boost their images. Nothing that 
ethics, transparency and honesty should characterize firm operations which the firms are 
doing. The service firms we studied do not only include CSR in their brand audit but are 
making efforts at improving, in line with changes over time due to the expectations of 
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CSR (Blombäck & Scandelius, 2013, p. 363). One company stood out as they were highly 
involved in constantly improving their CSR portfolio and the manager overly emphasized 
that there was an opportunity to do more. Blombäck and Scandelius (2013, p. 363) 
confirms this feature with big firms, stating that this changes are not optional for large 
listed companies, it is essential. One manager says that by helping foreign companies to 
start up their business in the Netherlands, they help economies grow in general; an 
example of shared value and wealth distributions as demanded by Visser (2010, p. 20). 
One manager says that they do not give credit to anything related to gambling and alcohol, 
a sign of value creation through not promoting harmful products (Visser, 2010, p. 20). 
Another manager says they take a position on which client they will accept and which 
they will not. One manager will ethically not help any business that are only out to use 
Amsterdam as a tax haven. These are actions that show good governance, that demands 
commitment to responsibility and prevention of corruption according to Visser (2010, p. 
20). Transparently as Visser (2010, p. 20) noted, the service firms share business across 
their network, they do not believe in monopolizing ideas. It seems service firms are well 
aware of the growing importance of CSR especially to service firms that they are taking, 
steps to keep up. Despite the steps they are taking it seems they still need to align social 
responsibilities with their business operations as Visser (2010) talked about. Businesses 
and social responsibilities ought not be told apart. 

Organizational culture includes workers' qualities and presumptions, which likewise 
direct their conduct (De Chernatony, 2001, p. 444) while organizational structure has to 
do with how the firm coordinates and controls roles and tasks. Speaking in terms of 
organizational culture, most of the firms talk about having a multicultural set up. This is 
part of Visser (2010, p.20) fair labor practices, where no employees should be 
discriminated against based on any factor include ethnic background. In terms of 
organizational structure, most firms agree to a flat, informal and independent structure, 
while one firm is hierarchical.  This different organizational set-up is in line with good 
governance as stated by Visser (2010, p. 16) where organization have to set up effective 
structures that would allow CSR to be successful. It is easy to see how CSR influences 
brand audit and how it is implemented by these service firms. That there is a gap filled. 
We move on to brand identity, to see if we can fill the gap of how CSR influences and is 
implemented in brand identity. 
6.2.3 Influence of CSR on Brand Identity 
From our theoretical framework we stated that brand identity are those features, core 
identity, commitments, associations the firm has promised in its vision and mission, that 
stakeholders can relate to, thereby strengthening the service firm’s brand. We gathered 
from our empirical study that quality assurance, creativity, innovation and compliance 
are what reflects the brand identity of the firms we studied. The firm's’ commitment to 
quality assurance is a way of creating shared value as Porter and Kramer (2011, p. 66) 
posited. The authors have realized that providing quality products will keep society 
satisfied enough to stimulate and increase demand. The firms are delivering on quality, 
using CSR related indices to signal quality, which helps customers minimize the risk 
associated with intangibility of service product (Casado-Diaz et al., 2014, p. 559). The 
nature of service firms’ product makes quality assurance very crucial to their survival as 
that is what most customers may spread by word of mouth about a service firm. This is 
the reason to why most of the firms focuses on it. It is also reasonable to say that when 
customers stop using a service, it will be difficult to persuade that customer to return to 
that service. The service cannot be felt or its benefits predetermined before consumption 
like a tangible product, so convincing the customer that quality has improved is almost 
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impossible. Providing quality products, and compliance leads to value creation and good 
governance according to Visser (2010, p. 20). Compliance includes payments to 
government and responsible reporting amongst others. Furthermore, some of the firms 
are being creative and innovative. They are finding new ways and solutions to deal with 
their customer needs and societal problems which is consistent with what Visser (2010, 
p. 15,16) put forward when talking about the principle for success of CSR. The author 
stated that a firm’s business creativity and innovation should be directed towards solving 
societal needs on a large scale, just as some of the firms are doing. Notably, one manager 
aims to contribute to being environmentally friendly by charging electricity hour-by-hour 
is a scalable effort. Unconsciously, the companies are creating shared value (Visser, 2010, 
p. 20), by engaging the students in this innovation and solving societal problems. This 
shows the companies are reacting to the changes in CSR, as put forward by Visser (2010, 
p. 18). A change from CSR based on philanthropy to a collaborative one, risk-based to 
reward-based, image-driven to performance-driven, where it becomes natural, as these 
companies are doing, to make the world a better place. 

Service products cannot be measured until they are consumed as we have discussed. Due 
to their homogeneity it is hard for stakeholders to differentiate them (Zeithaml et al., 
1985, p. 33). This is why positioning is very important to a service firm to create a 
differentiation and to stand out (Crane, 2012, p. 235). We will now discuss the brand 
positioning of service firms. 
6.2.4 Influence of CSR on Brand Positioning 
We found out that some firms position themselves in line with their brand identity and 
their vision. One of the firm’s manager took positioning very serious as they focus more 
on that. In support of this, Berry (2000, p. 135), stated that the intangibility of services 
does not just apply to the customers alone, it is also intangible to the employees too. 
Positioning the brand, the authors state, serves as a medium to establish a mental picture 
of the service and justify its existence to customers and employees alike. Firms want to 
be seen as a quality and trusted brand. Two managers talk about positioning themselves 
as a partner which is in line with, a CSR change from philanthropy to partnership as 
Visser (2010, p. 18) stated.  Companies are growingly contracting out their services to 
smaller firms and focusing on their core product. With this growth, comes a homogeneity 
in service firms. Customers are now focusing more on who is doing the job, not who can 
do the job (Casado-Diaz et al., 2014, p. 559). This has made it imperative for service 
firms to be more creative with their positioning, by adding CSR related concepts. 
Concepts like asking customers to be partners and not just customers, by being open and 
earning their trust as the firms are doing. It is noteworthy that some of the respondents 
struggled with responding to their firm's positioning statement. This does not look well, 
because if managers do not know their firms positional statement, what then do they 
expect of the employees, yet alone their customers. This reflects the incoherence between 
the managers and employee we identified in the employee brand building stage. 
Positioning may take place whether a firm does take active steps at it or not, because 
consumers may form their views regardless. In this era where we are witnessing a lot of 
new technologies springing up, it is left to the service firms, which have no physical 
product like the goods firms to try to take the advantage of CSR based brand positioning 
to set itself apart for now and maybe future. How they communicate the position they 
take to their internal staffs, who are then to communicate it to the customers is what we 
discuss next. We will now go on to analyze how service firms communicates all of the 
stages of their brand building internally. 



 

55 

6.2.5 Influence of CSR on Brand Communication 
The firms have indicated several ways they try to clearly communicate their brand given 
its importance as supported by Berry (2000, p. 135). Berry stated that a clearly 
communicated brand identity and position helps an employee to measure how much they 
are working towards the achieving the aim of brand as stated in the stages prior to this. 
The firms engage employees as ambassadors, in team building and trainee programs in a 
bid to communicate the brand messages. This is in line with Berry (2000, p. 135), who 
pointed out that internal brand building includes clarifying and selling the brand to 
employees, sharing the with employees the brand strategies. On the whole, it involves 
creatively communicating the brand to employees. However, if they choose to do it, some 
are still trying to find the best way to make sure everyone understands it.  

De Chernatony et al. (2003, p. 6) argues that the extent to which employees buy into the 
brand is as important as recognizing and satisfying a client’s requirement. These problems 
could maybe be due to their multicultural nature. Research tells us that regardless of the 
communication approach chosen, the possibility for miscommunications in a 
multicultural organization such as the firms we studied is expected because of various 
languages or diverse styles of understanding and communication (Vallaster & De 
Chernatony, 2005, p. 189). CSR communications should be something that should be 
taken more seriously. It could be that the firms are not dedicating more time in team 
building and engaging all employees in CSR related activities. As one manager stated, 
combining billable activities with this, given their tight schedule, is a challenge. This 
seems not be a choice for service firms; it should be a part of work duty to participate in 
CSR related team building and education. In the midst of business activities, it becomes 
clear that the companies could spend more time on educating and engaging the employees 
in the CSR activities they are undertaking and how it affects their brand building. 
However, communicating the brand values to the employees is one thing and the 
employees accepting and acting it out is another thing, that is the dilemma that exists from 
our empirical study. 
In light of our findings above, we came up with a new framework as depicted below in 
figure 4. We came up with new themes defining CSR and we were able to fill up the gaps 
that inspired this study. We also found that we had to include employees as part of the 
internal brand building process. Finally, we discovered that the firms viewed positioning 
and communication as two different things, so they became different stages in the brand 
building process. 
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Figure 4. Our theoretical model developed based on the empirical studies   
 
The above model (figure 4) is a summary of our theoretical framework (based on theory 
from our main research fields - CSR and Internal brand building) combined with our 
empirical findings. It formed the creation of the model. We will further describe the 
reasons behind the model in more detail.  
 
6.3 Description of developed theoretical model based on the empirical studies  
6.3.1 CSR definitions  
Our empirical findings indicate that the service firms we interviewed defined CSR and 
included some terms of responsibility. We established five main themes in terms of their 
definition, based on their collective responses as listed in Appendix 5. They include 
Employee Responsibility, Community Responsibility, Ethical Responsibility, 
Client/Customer Responsibility and Environmental Responsibility. These themes 
replaced the previous themes in our the theoretically developed model which was adapted 
from Visser’s model. The difference is that Visser’s themes were more broadened but 
ours were narrowed down to the specific definitions from the service firms. However, the 
definitions from our service firms are still captured by Visser’s model as can be seen 
when explaining the influence of CSR on internal brand building. 
6.3.2 CSR influences on Internal brand building  
We start by first explaining the two new stages of the internal brand building process. 
Our theoretically developed model (figure 3) has been modified based on our empirical 
findings to include two more stages in the internal brand building process (figure 4). We 
reiterate that this adjustment was made based on our empirical findings and we were able 
to theoretically back it up. 
6.3.3 Employees as a new stage in the Internal Brand Building Process 
In our theoretical framework, under brand audit, we discussed the relevance of employees 
as an organizational resource. From our empirical findings we have seen how relevant 
the employees are to the internal brand building process. Employees and managers 
unanimously emphasized that it is crucial to their internal brand building. Every brand 
building process all boils down to them in the end. Berry (2000, p. 135) sums it up by 
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emphatically stating that internal brand building involves “explaining and selling the 
brand to employees. It involves sharing with employees the research and strategy behind 
the presented brand. It involves creative communication of the brand to employees. It 
involves training employees in brand-strengthening behaviors. It involves rewarding and 
celebrating employees whose actions support the brand. Most of all, internalizing the 
brand involves involving employees in the care and nurturing of the brand”. They are the 
one who communicate with customers, they speak for the brand, they deliver the service. 
If they do not believe in the values, vision and mission of the company, then there is a 
problem. In our theoretical framework, we stated that the employees are the firm’s most 
important asset. This goes in line with De Chernatony et al.’s (2003, p. 11) argues.  
6.3.4 Brand Positioning and Brand Communication as separate stages in the Internal 
Brand Building Process 
We also found out from our empirical findings that brand positioning and 
communications should be separated and denote a stage each in internal brand building 
process. They are two important stages of the process and having them together might 
undermine their importance. Authors like Wallström et al. (2008, p. 43) have combined 
brand positioning and communication together but discussed brand communication in 
terms of external communication. We are discussing brand communication in terms of 
internal communication in the service firm and our empirical data necessitated setting 
them apart. Of the brand positioning, Harris and De Chernatony (2001, p. 444) stated that 
the brand positioning need to be defined clearly and precise. It should set out what the 
brand is, to whom it is for and what it has to offer. Meanwhile brand communication does 
not include positioning alone, it involves communicating all processes to the employees 
so that they in turn communicate it to the service customers. The service industry is an 
interactive industry, so communication is key to customer satisfaction. Employees will 
not act out the brand or defend it if they do not understand it (Berry, 2000, p. 135). From 
the incoherence between the employees and the managers about this issue, it was obvious 
that this is one aspect that should be given some deep thoughts. The managers state that 
they do their best to communicate the brand yet still the employees do not fully grasp it. 
The employees on the other hand, state that the firms are not doing enough to educate 
them about the brand. This issues make it important to have them as separate stages in 
our model. 
In the model (figure 3) prior to empirical studies, we had some question marks or rather 
some gaps that we aimed to fill, those gaps which are the channel through which CSR 
influences internal brand building as depicted in our empirically developed model (figure 
4) will now be explained. Overall, all the firms we interviewed implement CSR in their 
internal brand building and it influences the process and procedures that occur within the 
firm before the brand is launched. 
It is evident that CSR is implemented in employee management in the service firms we 
studied. It influences employees’ recruitment, training, education and motivation. 
Skudiene and Auruskeviciene (2012, p. 54) state that employees would rather work for 
companies that are socially responsible and that if companies’ employees relate to the 
CSR engagements of the firm, this translates into loyal employees. Loyal employees are 
very important to the service firms as we have discussed above when we talked employees 
as a different stage in the brand building process. Due to this the firms are incorporating 
CSR in their recruitment, training, education, motivational activities. CSR influences 
employees through the equal employment opportunity. It is a part of employee right that 
no one is discriminated against as stated in our theoretical framework. The firms are using 
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employees CSR induced performance standards to measure employees to know how 
dedicated they are to the brand. 
As discussed earlier in our theoretical framework, a proper brand audit entails acquiring 
relevant information and analysis of important internal factors. The important internal 
factors in our theoretical framework were vision, mission and organizational culture. 
From the interviews, we have found these CSR themes as being the service firms’ visions; 
sustainability, ethics, transparency, flat/hierarchical organizational structure and 
honesty. We call them CSR themes because they all feature as key indicators in our figure 
4. The firms are committed to providing sustainable solutions as their environmental 
responsibility. Transparency and honesty is part of their ethical vows. Flat/hierarchical 
structures aim at good governance as an ethical and client responsibility. The service 
firm's mission to have these CSR themed visions could be explained by the nature of the 
service industry, where CSR cues appeal to consumers since services are intangible 
(Casado-Diaz et al., 2014, p. 559).  
Brand identity includes those features, commitments, associations the firm has promised 
in its vision and mission, that stakeholders can relate to, thereby strengthening the service 
firm’s brand. The features, commitments and associations we found include; quality 
assurance, creativity, innovation and compliance. They represent some CSR indicators 
and principle that Visser (2010, p. 18, 20) had discussed which influence the service 
firms’ identity branding towards gaining consumer loyalty as discussed above. Quality 
assurance is a promise to stakeholders. Creative and innovative solutions for societal 
problems as a responsibility to the community while compliance is an ethical 
responsibility.  

We found out that the firms position themselves, in a manner portraying their brand 
identity and the visions they choose in their brand audit. This is not surprising as they 
would want to those CSR themed indicators to reflect on their brands. Some of the firms 
want to be seen as partners and be accessible to their client/customers. Some also want to 
reflect quality to assure the community that they are providing responsible services. 
Ethically some others look to gain stakeholder trust by refraining from unethical 
practices. 
The service firms indicated different means of communicating their CSR to their 
employees, a crucial part of the brand building process as we had stated in when we 
discussed employees as a stage in brand building. They all use a mix of intranet, meetings, 
internal memos, reports and magazines, and team building to communicate all their CSR 
responsibilities. 
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7. Conclusion 
This chapter will present the conclusions we have been able to draw from our study. It 
will also motivate our answers to our research questions and argue for the 
accomplishment of our purpose.  
 
We explored if service firms incorporate CSR in their internal brand building, and how 
they do it. We found out that the service firms do have their own definitions of CSR. They 
defined CSR as a social responsibility. Service firms have responsibilities such as; 
employee, community, environment, client/customer and ethical Responsibility. 
Although they differ in their commitments to each responsibility, they do agree that all 
the responsibilities are relevant. This was a good insight as it helped us to develop our 
model based on the empirical studies. We found out that it is more important for service 
companies to take responsibility to their employees. 
We also discovered from our empirics that employees form a crucial part of the internal 
brand building. They form one of the most important asset to the firm. Therefore, we 
decided to make it a stage in the internal brand building model. We also had to separate 
positioning and communication into different stages in the internal brand building 
process. This was necessary given the importance and differing responses towards these 
stages. Another addition to our empirical developed model.  
 
In response to our first research question: 

• in what way does CSR influence the internal brand building process in service 
firms? 

CSR influences the internal brand building in service firms through their employees, 
brand audit, brand identity, brand positioning and brand communication, which are the 
identified stages of the internal brand building processes in service firms. The fact that 
service firms have defined CSR in these terms signifies that service firms are reacting to 
the evolution of CSR. They are coming to terms that CSR goes further than ethical 
behaviors to include other responsibilities. The service firms however differ in how much 
commitment they put into each of them as we will see in the response to the second 
research question. It became clear that large companies put more effort to the community 
and they also motivate their employees to engage in the company's’ CSR activities.  
The answers to the second question effectively filled the gaps we initially had. They 
depicted the channels through or by which the influence of CSR on internal brand 
building was implemented. In implementing CSR in internal brand building, we analyzed 
the influences on each stage of the process and identified the implementation channels. 
In response to our second research question:  

• how do service firms implement CSR in their internal brand building process? 
CSR is implemented in service firm’s employees through employee education, training, 
recruitment and motivation. Service firms realize that they could attract the best 
employees through their CSR engagement. An employee who identifies and relates with 
a service firm’s CSR commitments is more likely to feel secured, dedicated and loyal to 
the job. Service firms also incorporate CSR programs in the training of new employees 
and education of their staffs. This helps boost employee motivation and commitment to 
achieving the CSR influenced values and goals of the firm brand. It is also implemented 
by using CSR measurement standards and equal employment opportunity. Measuring 
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employees by their commitment to CSR and not their assigned daily portfolio, helps build 
and make sure that employees are knowledgeable about the firm brand. Service firms 
realize the importance of equal employment opportunity to a CSR oriented internal brand. 
Having a multiethnic and non-sexist organizational environment seems to go well with 
stakeholders. 

CSR is implemented in a service firm’s brand audit through a flat/hierarchical 
organizational structure, ethics, sustainability, transparency and honesty. Service firms 
are reacting to the evolution of CSR by adding to or realigning their firm's vision and 
mission towards CSR related goals. The visions for their firms included to be a 
sustainable firm. One that is transparent, honest and ethically upright. Having a 
flat/hierarchical organizational structure given the size of the firm to enable the success 
of CSR inside the firm. A hierarchical structure seems to be common with larger firms, 
and it may be that it helps enforce CSR down the management chain. Multicultural 
organizations appeal to a service firm's diverse clientele.   
CSR is implemented in a service firm’s brand identity through quality assurance, 
creativity/innovation and compliance. Service firm’s brand their identity by delivering 
quality product that include commitments it had made in its visions and missions. They 
are also engaging in creative and innovative solutions that solve societal problems. 
Complying with CSR performance indices is a bold step at creating a CSR firm brand. 

CSR is implemented in a service firm’s brand positioning through partnership, 
accessibility, quality, trust. Service firms are jostling to take a position that would make 
them stand out. While some position themselves as partners, some position themselves 
an open and trustworthy brand. Reasonably, some still position themselves as their brand 
identity suggests. 
CSR is implemented in a service firm's brand communication through intranet, meetings, 
publications and teams. Communicating this to their staffs is a very important stage in the 
internal brand building. The service firms try different means to get the message across 
but still, they face challenges. We conclude from our findings that it may result from the 
fact that the firms are not allocating more time and resources into brand communication 
through CSR oriented team building activities. Doing that might ensure that all staffs 
becomes more committed and kept well-informed of the service firm’s CSR 
commitments.  
With our researched questions answered, purpose fulfilled, and gaps filled, we think that 
incorporating CSR in brand building processes for service firms poses a challenge 
especially to the small young firms. The larger firms we studied had a relatively clearer 
CSR framework compared to the smaller firms. The smaller service firms engage in CSR 
by adapting their businesses naturally to CSR causes. They are using that as a leverage to 
compete with the big service firm who have the financial might and network to undertake 
a better CSR framework. It might also be that this strategy the small firms use might serve 
as its insurance for future survival and success.  
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8. Future implications 
This chapter will include inputs in existing business administrative research as well as 
practical suggestions for business managers. This is followed by the truth criteria 
assessments. 

8.1 Implications for service firms 
Rather than focusing on any CSR activity, it makes more sense to use a strategic CSR 
approach. No matter what size, any company can contribute with something that increases 
the sustainable development in the constant increasing competitive marketplace. When 
focusing on a strategic CSR, its benefits such as customer relationships, human resource 
management, cost savings, access to resources and innovative opportunities, inspires 
firms to have better social and environmental responsibilities. For small firms that might 
not have the capital for engaging in the “old CSR”, it is important to have a strategy that 
focuses on smart and sustainable solutions. This will further lead to developments of new 
markets which will lead to further growth opportunities. A strategic CSR will also help 
service firms get long-term relationships with not only their employees but also with their 
stakeholders, consumers and the society as a whole.  

From our empirical study, we identified the lack of knowledge in the field of internal 
brand building and how CSR can be used in internal brand building to strengthen the 
corporate brand. Service firms regardless of their sizes need to have a structured CSR 
framework and a structure internal brand building framework. It should be a ground for 
all service firms, at least before they take a step further at integrating the two as we have 
done in this study. Doing this would send a serious, clear and coherent message to the 
most important asset in the internal brand building, the employees. If service firms do not 
put efforts into their employees, they would continue to struggle with getting all 
employees onboard and involved in building a strong corporate brand. We believe that 
CSR is the insurance that service firms can use to guarantee the future, given its increasing 
relevance and the increase of employees being pickier, opting for companies who are 
socially responsible. Paying lip service to it would prove detrimental to their survival as 
any firm that lags behind would not be spared on social media’s virility.  
Managerial Implications 

Tips for managing CSR in service firms is that they should do more than just training. A 
new strategy on how to get all employees onboard, making all employees, no matter the 
position stays true to the corporate brand. We had mentioned before, it is crucial that the 
employees live up to the firm’s core values and know what the firm stands for. Managers 
need to realize that an employee that is loyal to the brand is a source of competitive 
advantage that is hard for competitors to duplicate. Given the interactive nature of selling 
in the service firm, these employees are the brand ambassadors that customers use to form 
their judgment about a service firm. This is in a bid to minimize the risk inherent in the 
intangible nature of service products. Management of service firms need to start leading 
by example by taking active practical steps of brand loyalty that employees can relate to. 
They also need to make sure employees understand the brand by evaluating how much 
they know about the brand. For larger firms it might not be enough to follow the 
guidelines (CSR regulations and laws) but rather focus more on new ways of training 
their employees. Once again, the employees are a service firm’s most valuable asset and 
therefore, companies need to make sure they teach their employees everything about the 
corporate brand.  
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8.2 Future research 
As far as we know, we are one of the first who explore how service firms incorporate 
CSR in their internal brand building. We did our best given that this is a novel study and 
the limited time available to us to carry out this research. There are however more 
exhaustive approaches that could be taken to enhance this study. When exploring the 
influences of CSR on a service firm’s internal brand building, one should consider the 
size, age, location and wealth of the firm as this might affects and impacts the degree 
CSR implementation in their internal brand building. We recommend researchers for 
future studies carry out a broader and a more comprehensive study where more service 
firms are should be studied. This study is a mix of large and small companies and it would 
be of interest to study companies which are of the same size. It would allow for a better 
comparison and explanation.  
We also recommend that more employees are interviewed in subsequent studies to get 
more in depth empirical data since they are the most important asset for service firms. A 
quantitative study could be of value since it is not fair to draw conclusion from only one 
employee’s perspective since people are likely to have different viewpoints. 
8.3 Assessment of truth Criteria 
We will explain some of the most relevant truth criteria for our thesis. We focus on 
alternative criteria for evaluation qualitative research developed by Bryman and Bell 
(2011, pp. 395-398). The different criteria are as follows: dependability, credibility, 
transferability, confirmability and authenticity. 

Dependability goes in line with reliability. Changes are expected in an interpretivist 
related research. The researcher should capture and document all changes that occurred 
to enable a reader to grasp the underlying reason for the changes and stay in line with the 
research objectives (Bryman & Bell, 2011, p. 398). Throughout this study, we have 
explained and described all phases of the research process. Credibility stresses the need 
for the answers collected from the respondents to be in line with the questions the 
researchers asked (Bryman & Bell, 2011, p. 396). To guarantee this, Bryman and Bell 
(2011, p. 396) advised that the researcher should form some bond with the respondents 
strong enough to realize satisfactory data. The analysis and findings should be discussed 
with their respondents. The researchers need to constantly cross-check the analysis, to 
make sure that their opinions do not adulterate the responses of the respondents (Bryman 
& Bell, 2011, p. 396). In order to guarantee this, we sent transcripts to our respondents so 
that they could read it and see that there were no misunderstandings. In some cases, we 
had to add or change some words or sentences. Our empirical findings in this thesis are 
based on the participants of respective firm. Transferability as the name implies, bothers 
with the ability of a reader to replicate the research in another context. This can be 
achieved if the researcher accurately and comprehensively documents the steps followed 
in the research (Bryman & Bell, 2011, p. 398). We believe that it is possible to replicate 
our research in other context in some degree since we have described the research 
questions, design, context, findings and interpretations. However, as mentioned before, 
our aim is not to generalize our results, our aim was to explore and interpret if service 
firms used CSR in their internal brand building. The reader still has the opportunity to 
judge the transferability of our research to another scenery if wanted by the reader. 
According to Bryman and Bell (2011, p. 398), it is impossible to be wholly objective in 
business research, thereby the authors mention the evaluation criteria of confirmability. 
Since our epistemological standpoint is interpretivism, we are part of what we have been 
studying and can therefore not be considered to be objective but rather subjective. We 
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have ensured to denote where our own opinions are being used and therefore, we show 
that we have performed in good faith. 
Authenticity criteria was developed as a criterion for trustworthiness in 
constructivist/interpretivist approach to qualitative research (Saunders et al., 2016, p. 
206). It includes fairness, ontological authenticity, educative authenticity and catalytic 
authenticity (Bryman & Bell, 2011, pp. 398-399). Fairness requires that the researcher 
seeks and take into account the different views of respondents. Ontological authenticity 
then demands that these views are developed and interpreted exhaustively, educative 
authenticity request that respondents are taught about the views of others. Catalytic 
authenticity talks about the degree to which our research brings about actions. That is, 
how much this research has process changed the attitude or the thinking of the 
respondents. During our study, we had the opportunity to explore the social context from 
different people (managers, employees, CEOs). We used quotations in order to present 
interesting and relevant viewpoints from our interviews, this allowed us to show a fair 
presentation from our empirical findings. Many of the participants said that our research 
topic was very interesting but complex and some questions seemed hard for them. We 
think that our study helped the companies to get more interests in CSR and internal brand 
building and that they might develop it further in the future. In our discussion, analysis 
and conclusion we have highlighted what we found interesting and important for the 
service firms. Lastly, we have present advice for the service firms and potential future 
research. 
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Appendix 

Appendix 1 – Information email to the companies 
Hello XXXX 

Here is some information about our thesis. 
We want to encourage our respondents to have a possibility to come up with their personal 
ideas and be free to openly respond. Our study is exploratory and we will ask open 
questions to get new ideas or perceptions on our problematic. 

We will give little details about our topic and focus since we don’t want you to prepare 
the answers. 

Our interview questions will include questions that connects to our research questions 
which are as follows: 
• How does a service industry firm implement CSR? Do they incorporate it in their 

internal brand-building? 

• In what way does CSR influence the internal brand-building process? 
The aim with our research is to get a better understanding about the service industry’s 
CSR and to explore whether they incorporate CSR within the internal brand building 
process. 

If it is possible we want to interview a top level manager (managers are mostly in charge 
of internal brand building) are the but we would also like to interview one employee, 
possibly the one who interacts with the customers (employees are the brand ambassadors 
for service firms since services cannot be felt before being consumed) since the core 
principle of internal brand building is to foster a relationship with the employees. We 
want to see if they understand and believe in their brand promise. 

The level is a bachelor thesis within marketing and management, Umeå school of business 
and economy (USBE). 

Kind regards, 
Eva Eriksson 072XXXXXXX 
Chidiebere Emmanuel 076XXXXXXX 
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Appendix 2 – Interview guide for managers 
Before the interview: 

• The interview contains with 29 questions and will approximately take 1 hour. 
• Would you like to be anonymous? 
• Will it be okay if we record the interview? 
• We will transcript the interview and then send an email with our empirical 

findings in order for you to confirm what we have written about this interview. 
• The excerpts of this interview would not be used in any way as to cause harm to 

the company, the respondent and any one concerned, rather we try to highlight 
any information that would portray the company, the respondent and those 
concerned in a good way. 

Personal/professional background 

1. Can you explain your role and position at (the company’s name)? 
2. When did the company start and how many employees work at (the company’s 

name)? 
3. How long have you been working within the service industry and at this company? 

Corporate social responsibility 

4. How do you define corporate social responsibility? 
5. Can you discuss the evolution of CSR in your company? 
6. Can you discuss three advantages that has followed with your involvement     
in CSR? 
7. Can you discuss challenges or negative consequences? 
8. Does the company have a CSR strategy? 
9. Why did the company decide to engage in CSR, what was the driving force? 
10. Can you discuss how the company works with CSR? 
11. Which CSR activities did the company last implement? 
12. How does the company communicate its CSR engagement internally? 
13. Do you believe that your employees are affected by the company’s CSR? 
14. Do you think CSR is necessary in the the service industry? Why/Why not? 
15. Do you think that CSR will be a more important question in the future? 
What CSR activities does the company plan to implement next? 

Internal Brand Building + CSR 

16. What is your company’s Vision and Mission and has it changed since your 
involvement in CSR? 
17. Can you discuss your brand building process? 
18. Do you use CSR as a part of the internal brand-building? Discuss why or 
why not 
19. Can you describe the organizational culture of the company and how it is 
affected by CSR? 
20. Can you discuss the associations you hope your customers and stakeholders 
get from your corporate brand? 
21. How have this association evolved before and after CSR initiatives? 
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22. What is the corporate brand core values and how did the company came up 
with those? 
23. How do top management ensure that all employees live by the the 
company’s values and communicate them in line with the brand? 
24. Why do you think customers chose to use your company instead of another? 
25. What is your Brand position statement(s)? 
26. Can you discuss the motivations for your brand position statements and 
how/why they have changed in line with your CSR initiatives? 
27. Why aren’t CSR expressed in this? 
28. How does the company communicate its brand identity internally? 
29. Would you like to add anything? 

After the interview 

• Thank you for your time! 
• Can we contact you if we come up with further questions? 
• You are more than welcome to contact us if there is anything you would like to 

add 
 
Appendix 3 – Interview guide for employees 
Before the interview: 

• The interview contains with x questions and will approximately take x minutes. 
• Would you like to be anonymous? 
• Will it be okay if we record the interview? 

Personal/professional background 

1. Name? 
2. Can you explain your role and position at (the company’s name)? 
3. How long have you been working at XXX ? 

 
CSR 
4. How do you define CSR? 
5. In what way does the company engage in CSR? 
6. Do you feel that you are part of the company’s CSR activities? 
Internal-Brand Building 
7. Can you describe what the company stands for? 
8. Were you asked anything about the brand in the recruitment procedure and in what 
way did you get trained to learn about the corporate brand? 
9. How would you describe the company’s internal culture? 
10. In what way do you think the internal brand-building can get improved? 
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Appendix 4 – Data structure for CSR definitions and descriptions 
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Appendix 5 – Data structure for CSR influences in Internal Brand Building 

 
 
 
 



 

 

 
 
 
  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 


