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Abstract
Background: The fashion industry is a recurring topic in the media, especially regarding the
responsibility the fashion companies should take, which has created skepticism
from stakeholders. This skepticism is based on that the stakeholders do not
know what the companies do concerning corporate social responsibility and
the companies communicate CSR with the hope of creating legitimacy on the
market. How apparel and footwear communicate their CSR efforts and their
performances in self-assessed tools compared to their actual efforts have not
been researched before, hence the purpose of this thesis.
Purpose:

The purpose of this research is to map and analyze how apparel and footwear
companies communicate CSR efforts in comparison to their claimed CSR
performance. This in order to reach a better understanding of how apparel and
footwear companies communicate their CSR efforts how consistent they are
with their self-assessed performance they communicate to their stakeholders.

Method:

Content analyses have been conducted on the sample, which contained 59
companies in the Sustainable Apparel Coalition (SAC). First, the content
analysis has been performed on communication channels used by the sample
when communicating CSR and the claimed CSR performances been collected
from the Higg Index. The sustainability efforts in comparison to the
performances have been analyzed based on a discourse analysis on five of the
chattiest companies in SAC, which was performed after the content analysis in
order to create a mixed method approach.

Conclusion: This study has presented how frequently apparel and footwear companies
communicate their CSR efforts and performances. It has also shown what
channels primarily used when communicating CSR and how they choose to
prioritize their performances. Additionally, the result and analysis in this study
have shown that the most talkative companies in SAC, namely H&M, Inditex,
Patagonia, PVH and Salomon, communicate quality in their available
sustainability information. The way they all incorporate CSR in their business
model is also a way of showing dedication and perhaps even quality in their
sustainability efforts and claimed performances.
Keywords: CSR Communication, Communication Channels CSR, Sustainable Apparel Coalition, Higg Index,
CSR Efforts, CSR Performance, Greenwashing
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1 Introduction
This chapter will introduce the broad field of communicating corporate social responsibility,
the possible associated consumer skepticism but also customer loyalty, and narrow down to
the purpose of this thesis.

1.1 Background
The fashion industry's responsibility has been a recurring topic in the media, especially in
recent years after the fire in a garment factory that occurred in Bangladesh in 2013 (Clean
Clothes 2016). One of the fashion companies that has been a repeated example in the
responsibility discussion is H&M, which lately has been in media again concerning factory
workers in Cambodia (Aftonbladet 2016a). The conditions in factories and interviews with
garment workers were displayed in a short series (Aftonbladet 2016b), which once again
questioned the responsibility fashion companies actually takes (Gaskil-Fox, Hyllegard & Ogle
2014; Du, Bhattacharya & Sen 2010).
Corporate social responsibility (CSR) is an attractive research area lately due to all the
attention and questioning regarding amount of responsibility from companies (Gaskil-Fox et
al 2014; Du et al 2010; Kozlowski, Searcy & Bardecki 2015). A lot of researchers have
connected CSR with corporate governance theories and have studied CSR from a theoretical
point of view and how the presence of CSR in companies can be analyzed (Brown & Forster
2013; Dare 2016; Tagesson, Blank, Borberg & Collin 2009). CSR for fashion companies have
been prioritized lately, which might have contributed to a transparent, open with what they do,
and permeated sustainability work in the industry for several companies (Kozlowski et al
2015). A common way, based on the most cited definition, to define CSR is through Carroll
(1991), which describes it as the combination of ethical, philanthropic, economic,
environmental and legal responsibilities used in a company. This definition will therefore be
used in this study when discussing CSR and the implications of it. The relationship between
CSR and sustainability is that they are equivalent to each other and the definition of
sustainability contains the same building blocks as in CSR, namely the combination of ethical,
philanthropic, economic, environmental and legal responsibilities (Gopalakrishnan, Yusuf,
Musa, Abubakar & Ambursa 2012). Therefore, CSR and sustainability will be treated as
synonyms. The combination of the building blocks in CSR can be applied as a competitive
advantage and used for innovation in companies, which makes CSR much more than a
liability that prior researcher has labeled it (Porter & Kramer 2006).
CSR brings a lot of advantages but not every one agrees to this occurrence, such as Friedman
(1970) who claimed that companies only take responsibility in society in order to create
profits and to contribute to the stakeholders of the company. Hence it would be an uneven
distribution of wealth if the companies take responsibility to distribute the profits to the
welfare (Friedman 1970). Friedman (1970) argued that companies should focus on what they
do best, which is to generate profit to its stakeholders and to pay tax to the government, and
this will in turn contribute to an even distribution to the welfare. Therefore will companies
contribute to an even welfare it they let another authority be responsible for the welfare
(Friedman 1970). Criticism of CSR is founded in why companies should take responsibility
when the government can do it more effectively (Friedman 1970). This criticism of the usage
of CSR and the approach that companies should assign the distribution of welfare to the
government do exist amongst other stakeholders as well (Dawkins 2004). Stakeholders and
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the stakeholder theory is defined in the theoretical framework as individuals such as suppliers,
employees and owners that have an effect or are affected by the an organization and its
achievement (Freeman 201), but later in this thesis stakeholders will refer to consumers and
media or other individuals that are interested in a company’s CSR communication.
Consequently it portrays companies differently based on their efforts in CSR and, as a lot of
researchers have shown, the way companies choose to communicate their CSR towards the
society (Dawkins 2004; Kozlowski et al 2015). Communication is described as a way of
transferring information from one part to another and CSR communication is therefore how
CSR information is reaching outside of the organization (Dawkins 2004; Kozlowski et al
2015). There is also an information overload, which means that there is too much information
thrown at us and it is difficult to analyze and assess it in order to make a judgment about the
quality of the information. This thesis has therefore tried to assess the available information in
order to judge whether there is any quality in the communicated information.
The practice of CSR and the increased awareness amongst both researcher and stakeholders
can be one of the many reasons for the establishment of initiatives regarding reporting
guidelines, CSR communities and ratings as well as certifications (Gjølberg 2009). CSR
performance have been used as a way to rate and compare CSR, since the performance is
measured through indicators that are connected to the CSR and therefore enable a
performance rating (Gjølberg 2009).
The increased awareness was one of the incentives for the establishment of the Sustainable
Apparel Coalition (SAC) in 2010 with the focus on measuring sustainability performance thru
a self-assessment tool named Higg Index, which the coalition created in 2011 (SAC 2016b).
Through this tool the apparel and footwear industry will achieve a better understanding of
how to work more sustainably and what social and environmental impact they have (SAC
2016b). The companies in the coalition fill in the tool themselves, but the information is not
accessible to the public and the companies are not allowed to disclose the information of the
index in marketing purposes, since the self-assessed information is not yet verified1. The
disadvantage is that it all comes down to the accessibility of information in order to achieve
the attention and benefits from it but the available information should be trustworthy when
communicated, which it might not be since the companies evaluate themselves and no
verification have been made. Another initiative that is used in the apparel and footwear
industry is Global Reporting Initiative (GRI) that was established in 1997, which is a
recommendation and guideline organization for reporting and communicating sustainability
(GRI 2016). It is a widely used reporting standard that strives to expand the communication
and to integrate sustainability in the organization as well as enabling transparency towards the
stakeholders by using the standards for reporting (GRI 2016). Nevertheless, it does not
emphasis how to improve the CSR performance, which differs from the concept of initiatives
that emphasizes result-oriented ratings and certifications such as ratings and certifications
(Gjølberg 2009).
Beyond SAC with the self-assessed tool Higg Index and GRI there are a number of other
initiatives that serve other purposes, such as the Bluesign, a private company, that works with
how to decrease the environmental effect from textile products by implementing a system for
the supply chain in order to produce environmentally friendly products (Bluesign 2016a).
Another initiative that is worth mentioning is FairTrade, which is a certificate mainly shown
through a product label with a mission to encourage fair-trade and a more sustainable future
Jonas Larsson, Personal communication, Representative from SAC, The Swedish School of Textiles,
University of Borås, 2016
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(FairTrade 2016a). The FairTrade ranking used in fashion is mainly the FairTrade cotton,
since it encourages usage of FairTrade cotton as well as it supports the farmers with the
mission of minimum price and health and safety to the workers (FairTrade 2016b). These
initiatives are commonly used in the fashion industry and symbolizes a certain responsibility
and sustainable effort (Bluesign 2016b; Shaw, Hogg, Wilson, Shiu & Hassan 2006). An
initiative with a similar purpose like the Higg Index, which is to communicate the
sustainability in a garment, is the EU Product Environmental Footprint (PEF) (EC 2016a).
The EU PEF is a pilot project that involves around 280 organizations and companies for the
time period 2013-2016 in order to reach a better understanding of how to communicate and be
transparent towards the stakeholder concerning the environmental impact (EC 2016b). The
range of initiatives shows that there is a need to improve the current flow of information from
companies. These initiatives are not the main focus since this study concerns the selfreporting situation regarding sustainability, therefore is SAC the most suitable initiative to use
when studying the efforts and performances of fashion companies.
CSR is an important area since many companies are applying it to their business models and it
can be seen as legitimacy reasons for doing so (Brown & Forster 2013). The usage of CSR
can be described as a result of pressure from stakeholders as it has lead to a priority for
business leaders, not just in fashion (Porter & Kramer 2006). To a certain extent can the
communication of CSR be important to the society since it creates a link between the
stakeholders and the company, as well as contribute to advantages both in the supply chain
and environmental aspects furthermore obtaining the relationship and create customer loyalty
(Dawkins 2004; Kozlowski, Searcy & Bardecki 2012). Stakeholder theory, institutional
theory and greenwashing can in addition to customer loyalty explain how CSR
communication works and how companies communicate their CSR performance? These are
research areas with little or no research.
Studying the usage of communication channels in the apparel and footwear industry when
communicating CSR, through a content analysis, and comparing it to CSR performances will
contribute to a better understanding of how companies communicate their CSR efforts
compared to their self-assessed performances.

1.2 Problem Discussion
As presented in the background, CSR-communication is important in the relation between an
organization and their stakeholders (Gaskil-Fox et al 2014). In this relation, the interpretation
of CSR communication is central. Previous research shows that there is distrust towards the
companies and their reasons for communicating CSR efforts (Brønn & Vidaver-Cohen 2009).
1.2.1 CSR Efforts
Challenges regarding communicating CSR are the distrust and skepticism that the stakeholder
might feel, which is contradicting since they demand for more communication but still feel
that the company uses it to promote or advertise the company rather then focus on the actual
performance in CSR (Du et al 2010). Brønn (2013) argues as well that companies use their
CSR efforts in order to market both the company and their products, and that it will work as
an advertisement rather than information source. CSR efforts can be described as the
commitment taken by a company regarding their CSR work and CSR performance referred to
as the measured activities, which often are communicated (Gjølberg 2009; Oh, Bae & Kim
2016). Previous research has shown that stakeholders create skepticism when they feel that
the company is using the communication to influence in a biased way by using CSR as a
3

promotion rather than for transparency reason (Du et al 2010). The stakeholders tend to
inquire information regarding the efforts and performance from the company, and less
demand on the reason that required them to start working with CSR (Du et al 2010), which
shows that the stakeholders want to view the communication as a action plan and to enable
them to see how the companies authentic efforts will contribute to CSR.
1.2.2 Communication of CSR Efforts
On the one hand can the CSR efforts be perceived as a promotion towards consumers and
media; on the other hand is there an increased demand for this type of information from
stakeholders including consumers and media (Du et al 2010). However, the communication,
in the shape of available information on websites and in reports provided by the company,
should according to Du et al (2010) contain accurate measurements and actions as well as the
companies should try to elude the usage of communication as a tool for promoting their good
work in an overwhelming way, which might be unauthentic and dishonest. The main
challenge, according to Gaskil-Fox et al (2014) is to communicate CSR in a certain way that
creates credibility amongst the stakeholders and not interpreted as a promotional tool, but a
transparent way of showing the CSR efforts and initiatives. Further difficulties that prior
studies has indicated are how much the company should communicate and if they should
include all the CSR initiatives they perform or just highlight the parts that the company find
most rewarding for building trustworthiness (Brønn 2013). The expectations that exist from
stakeholders can have an impact on the legitimacy of the company if these expectations are
not met (Douglas, Doris & Johnson 2004), which should be encouragement for companies to
communicate the demanded information from stakeholders in order to remain the legitimacy
and loyalty. Greenwashing is an occurrence in which companies fabricates their CSR
performances in order to convince the stakeholders that they are a responsible company and
cares for the environment, which is a false image of the reality with the strive of being
portrayed as legitimate (Delmas & Burbano 2011).
Communicating CSR from the companies’ point of view can have a different area of usage
and not as a source of information towards the stakeholders, since it may be used to build a
brand image and to obtain a certain prestige in the media (Brønn 2013). The communication
of CSR towards stakeholders can have a strong impact on the judgment towards that
company, which arguments above has shown based on preceding research (Du et al 2010).
Previous studies have indicated that consumers prefer to a certain extent companies that
encourage CSR work; consequently it can be a contributing factor to the amount of companies
working with CSR (Brønn 2013). The corporate reputation is also a reason for the increased
interest in CSR for companies, as previous studies as well has demonstrated (Brønn 2013).
Enabling this flow of information to stakeholders requires a channel for communication from
the company, nevertheless the channels used for communication of CSR differ and there are
both benefits and disadvantages with each channel. Morsing & Schultz (2006) argues that the
usage of non-financial reports is a good way of communicating towards the stakeholders,
though the disadvantage is that the disclosed information in the report may not live up to the
stakeholders’ expectations. Hence the reconstruction of the report can encourage the company
to include information that does not contribute to the demanded information from
stakeholders and therefore be seen as a way of reporting too much information that the
company think will create legitimacy (Morsing & Schultz 2006). Another useful
communication channel for CSR, according to Kavitha & Anita (2011), is the company
annual report, which has been used as the main channel for a lot of companies since they have
not developed a separate non-financial report. The usage of internet and company websites
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are channels that is most frequently used by larger companies and can be seen as a useful way
to reach different stakeholders in a convenient way (Kavitha & Anita, 2011).
If CSR is not communicated then it does not have the desired effect, since it will not reach the
stakeholders, henceforth the CSR efforts will not generate the attention the companies desire.
What companies themselves communicate regarding CSR performance compared to what
they actually perform is also a theoretical difficulty, since prior research have not agreed on
how and what to communicate regarding CSR in order to clarify the actual performances and
efforts taken by the company. Hence, there is not theoretical framework that in a well-defined
approach argues for how to communicate CSR in the best way. This can lead to that
communication is even more important than prior research has shown since it exist equivocal
results and no answer to the gap in the results. Earlier research has not studied what channels
that companies use when communicate their CSR efforts and if they are trustworthy with the
communicated information. What function has their CSR communication according to
themselves compared to the disclosed information? Common arguments for the
communicated information can show some motivation to mirror a distorted picture of reality.
There exist a confusion regarding the communication channels and whether or not the
companies communicate what they actually claim to be performing. The advocating ones and
the critics do not have an answer to this dilemma, that is why this explorative study is
required.

1.3

Purpose and Research Question

The arguments above in the problem discussion narrowed it down to the purpose and
research question of this study.
1.3.1 Purpose
The purpose of the study is to map and analyze how apparel and footwear companies
communicate CSR efforts in comparison to their claimed CSR performance.
This study will contribute to a better understanding of how apparel and footwear companies
communicate their CSR efforts and how consistent they are with their self-assessed
performance they communicate to their stakeholders.
1.3.2 Research Question
The purpose of this thesis will be answered through the following research question:
•

How do apparel and footwear companies communicate their CSR efforts in
comparison to their claimed actual CSR performance?
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1.4

Thesis Outline

The outline of this thesis will follow the succeeding chapters.
Introduction is the first chapter in this thesis. The chapter provides the reader with a
background of the research field and continues with the problem discussion, in which the
frontier of the research area is presented. The problem discussion narrows down to the gap
that exists in this research field, which will be fulfilled through the purpose and research
question of this study.
Methodology of the thesis will be presented in chapter two. This chapter will contain the used
research design and chosen methods for collecting data together with how the method will be
valid and reliable.
Theoretical Framework that this thesis is based on will be explained in chapter three in
order to create a better understanding of chosen research area and the useful theories and prior
research, which is the underlying of the thesis.
Result of the quantitative method will be displayed in chapter four. This chapter will contain
a review of the collected data and display it in frequency tables, which will contribute to an
overview of the result and enable a better analysis in the subsequent chapter.
Analysis of the empirical result from the quantitative method in relation to and connected
with the theoretical framework will be in chapter five.
Result and analysis of the qualitative approach based on the selection of sample from the
quantitative analysis will be presented in chapter 6. The result is based on a performed
discourse analysis used on the websites of the sample.
Conclusion of this study will be presented in chapter seven. The purpose and research
question will be reflected upon and answered based on the analysis of the result and analysis.
Discussion of the findings and the connection to the introduction will be presented in chapter
eight as well as the contributions are emphasized in this chapter. The chapter will end with an
analysis of future research, which will demonstrate the limitations of this thesis and how it
can contribute to future research within the restrictions.
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2

Methodology

This chapter of the study contains the chosen method approach and how the collection of data
and selected sample has been considered. The research quality regarding the validity and
reliability of the thesis will summarize the chapter.

2.1

Mixed Method Approach

The research strategy for this study was chosen based on the problem and research gap
presented in the problem discussion and in order to explain this problem a mixed method
approach with a quantitative content analysis and a qualitative discourse analysis had to be
used (Bryman & Bell 2015). This approach since it enabled a comparison of the available
content of CSR communication from the chosen sample while a deeper understanding of the
usage of chosen indicators have been applied and elaborated (Bryman & Bell 2015;
Kozlowski et al 2015). The starting point of the research strategy have been from existing
theories and based on that have the empirical data been deduced (Bryman & Bell 2015).
This approach permitted a comparison of both numbers and words; hence it created a deeper
understanding of the existing problem this study is based on. The mixed method approach was
an explanatory sequential design, since it begun with a quantitative research and the
qualitative research was used in order to elaborate the findings (Bryman & Bell 2015). The
mixed method approach was the most suitable approach because the purpose of the study
required both a mapping of the communication channels as well as a profound understanding
of how companies communicate their CSR efforts in comparisons to their CSR performance.
The interpreting of the quantitative findings has contributed to an understanding of the quality
and depth of the presented CSR information.
Previous studies in this research area have used a content analysis as the only method but this
thesis strives for greater understanding for both what channel companies use for
communicating CSR and how they are communicating their CSR efforts in comparison to
their performance. In order to answer the research question the mixed method is the most
suitable method, even though it is not used that often in research regarding CSR
communication.
The problem characteristic in this study is that stakeholders do not know what the companies
do regarding their CSR efforts and if the communicated performance is consistent with what
they present regarding the CSR efforts and how they perceive the information compared to
the performance needs to be explored, which is the characteristic of the problem in this study.
2.1.1 Quantitative Content Analysis
The most appropriate method to build this study on was to use a content analysis, which prior
researcher have used and would therefore contribute to validity and reliability of the chosen
method in this study (Sherman 2009). This method is mainly based on the quantitative
method, since it pursues raw material constructed on the set categories beforehand (Bryman &
Bell 2015). Indicators can be used in this method in order to study a certain concept, and this
indicator should be a measurement of the possible concept (Bryman & Bell 2005). Content
analysis is a well-known method for exploring published documents by an organization, such
as annual reports and other available documents and writings (Bryman & Bell 2015). Bryman
and Bell (2015) describes this method as a two-way approach, in which pictures and signs as
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well as text can be studied, but a coding manual and schedule has to be set beforehand in
order to enable an analysis of set topics and indicators.
Content analysis has proven to be a frequently used method when researching available
documents from companies, especially concerning sustainability information (Gallego 2006,
Roca & Searcy 2012; Sherman 2009). Previous studies have used the method when reviewing
documents and other available information, such as corporate websites, in order to achieve a
larger data collection and to enable an analysis of the information in a comparable way
(Gallego 2006; Roca & Searcy 2012; Kozlowski et al 2015). Gallego (2006) used content
analysis when researching companies in different industries and what available information
regarding sustainability the companies communicated on their websites, and what indicators
they referred to concerning CSR. The method was carried out by using the companies
websites to contain the data and Gallego (2006) observed that the sample normally used two
different ways of communicating CSR furthermore than their websites, either a separate
sustainability report or incorporate the CSR work in the annual financial report. The different
ways of communicating led to the method of content analysis in all of the samples
communication channels and on this basis could the collection of data and comparison occur
and all the indicators used could be presented (Gallego 2006).
Additional researchers that have applied the content analysis are Roca and Searcy (2012), in
which they have studied the available communication channels regarding Canadian
companies and the content were analyzed based on beforehand chosen indicators. The applied
content analysis method consisted of first an overview of the available communication
channels, such as websites or CSR reports, and then indicators were set, which was the basis
for a deeper analysis of the entire content communicated from the companies (Roca & Searcy
2012). Roca and Searcy’s (2012) content analysis consisted of tables, charts and texts and
resulted in a comparison of the length of CSR reports and frequency of indicators within it.
The basis of the method in Roca and Searcy’s (2012) research were within the foundation
they created when defining and coding their indicators and how they were to analyze CSR,
based on the meaning of the words and different synonyms that researchers frequently use in
their studies. Their definition of CSR used when performing the content analysis, are amongst
other researchers definition, sustainability, accountability and corporate responsibility, which
was presented in a list and a frequency table was done to display the usage of the definitions
and which one was used for specific indicators (Roca & Searcy 2012). Roca and Searcy
(2012), just as Gallego (2006) divided after the definition of CSR their indicators, which was
the combination of environmental, social and economical efforts, and each category had a
contribution on the overall CSR work of the company and Roca and Searcy (2012) therefore
argued for this to be the most suitable method for the content analysis.
2.1.2 Qualitative Discourse Analysis
The qualitative discourse analysis consisted of an analysis of the discourse available on the
corporate website for the chosen sample, that also can be defined as a short case study on
multiple companies, and it included an analysis of the language used when presenting CSR
efforts and performances (Bryman & Bell 2015). Additional analysis were made on how
trustworthy and the depth on the available information, in order to assess the quality of the
information. The author have based on this method interpret the information and then made a
judgment about the quality of the information in comparison to the purpose of the study,
which has the focus on CSR efforts in comparison to performance. The discourse analysis
have complemented the content analysis since it has contributed to a deeper analysis of the
discourse (Bryman and Bell 2015) and has led to a greater assessment of the communicated
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CSR information in accordance to the purpose. The main focus in the discourse analysis have
been on the environmental efforts, hence the same focus in the content analysis since the
chosen benchmarks have a greater environmental emphasis.
The discourse analysis have contained a reviewing of the discourse on the companies
according to the content analysis talk the most regarding their CSR efforts. Based on that have
the author interpret whether the proposed talking contains trustworthiness and depth in order
to judge if there exist quality rather then quantity in the communicated information. The
author have therefore looked at what type of language was used when presenting the CSR
efforts and performances, what information that was included or excluded, if references were
used, if the company collaborate with any independent organizations, if the information was
easy to read and how accessible the information was on the website. All these conditions were
compared to the previous benchmarks and also included an overall impression concerning
CSR with an environmental focus.

2.2

Sample

The chosen sample for this study have been selected from the population of all companies in
the apparel and footwear industry with exclusivity on companies in SAC, with a nonprobability sample that was corresponding to the industry, hence it can be argued as a
representative sample based on the size of the sample (Bryman & Bell 2015). The nonprobability sample can be defined as a sample that have been chosen based on particular
criteria’s and purposively based on the study (Saunders, Lewis & Thornhill 2009). The
sample can also be descried as a convenient sample, because of the convenience due to the
accessibility to the research (Bryman & Bell 2015).
Prior research have chosen the sample containing companies in different industries in order to
analyze differences between the industries, and the criteria have been the commitment to CSR
and developed communication regarding their CSR work (Gallego 2006; Roca & Searcy
2012). Kozlowski et al (2015) selected their sample from SAC, since it would represent the
industry and the companies were market leaders in their CSR work. The sample contained 14
apparel and footwear companies, which then was argued to represent a major part of the
industry, and contributed to different useful indicators for the content analysis (Kozlowski et
al 2015).
2.2.1 SAC
As mentioned in the background is SAC a coalition containing around 150 brands,
manufacturers and retailers together with environmental organizations, academic institutions
and government (SAC 2016b). They are working together to improve the environmental
impacts and the sustainability in the supply chain as well as in the products produced (SAC
2016a). SAC have three modules for the Higg Index: Brand Module, Facility Module and the
Product Module (SAC 2016c). The Brand Module allows the companies in the coalition to
score their performance in both social and environmental impact and in different categories,
which is then summarized in the Higg Index and can be analyzed in benchmarks though
throughout anonymous scoring (SAC 2016c). These scores in benchmarks can allow
companies to compare themselves to others in SAC as well as contributing to some sort of
best practice if sharing scores with members in SAC, which will contribute to transparency
(SAC 2016c). Facility Module concerns scoring of the producers and suppliers and the
Product Module is the scoring of the products in terms of materials and processes (SAC
2016c). The module used in this study is the Brand Module, because the study will examine
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how the brands and retailers communicate their CSR efforts compared to their CSR
performance.
The sample in this study have been chosen based on the criteria that the companies are
retailers or a brand in the apparel and footwear industry that communicate towards their
stakeholders as well as registered member at SAC. This criteria lead to a sample of 61
companies, whereof 47 brands and 14 retailers based on the data at SAC available on 13 April
2016. A requirement for performing the content analysis have been that the available data was
in either English or Swedish, therefore have two companies in the sample been deselected in
the analysis since they did not fulfill this requirement. Hence the sample had a loss of two
companies, which makes the sample of a total 59 companies. A detailed list over the sample
will be presented in chapter four.
The chosen sample will contribute to an understanding of how frequently fashion companies
communicate their CSR efforts and will therefore contribute to the purpose of this study. The
result of the study could be a guideline for companies and other industries, because this
sample is representative of the frontier in the apparel and footwear market regarding CSR,
consequently will this study demonstrate the meaning of communicating CSR performance,
which might influence other to communicate CSR.

2.3

Data Collection

The data collection that was most suitable for this study was based on methods used in
previous research, which enables a greater reliability and a more developed method have been
applied since it have shown to be applicable in prior studies (Gallego 2006; Kozlowski et al
2015; Roca & Searcy 2012; Skouloudis et al 2009). The common denominator in these prior
studies are that the collection of data have been done manually by reviewing available
communication channels and through this obtain data based on set indicators and categories.
The data collection that has been used for comparison to the communicated information from
the companies’ communication channels was acquired from the self-assessment tool Higg
Index available only for registered at SAC. I got access to the SAC website where I could
gather the information regarding the benchmarks of the Higg Index and the information was
anonymous, which refers to that the available scoring for each company was not displayed
only the benchmarks for each category in the self-assessed tool.
2.3.1 Coding Manual
The coding manual is a requirement in order to conduct a content analysis, since the set
categories and words needs to be listed in a way that will cover the research area and to catch
any subjects that other wise would have been overlooked (Bryman & Bell 2015). Analyzing
whether the sample communicate their CSR efforts and what type of communication channels
they use have prior research performed by searching for CSR in all the available
communication channels for the sample (Gallego 2006; Roca & Searcy 2012). The coding
manual for this study contained the word CSR that have been divided into several words,
indicators, and phrases that might have been used instead of CSR. These words have been
based on prior research and the coding were used when analyzing sustainability and reporting
for companies. Roca and Searcy (2012) used “accountability”, “corporate social
responsibility”, “sustainability”, “triple bottom line” and “sustainability development” when
performing the content analysis because all of the words are associated with CSR and
therefore measure what was intended to be analyzed. Further definition of CSR that has been
applied is “economic, social and environmental information” which displays the definition of
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CSR and thereby captures the companies CSR work (Gallego 2006). I added two other terms,
“ethical” and “responsible”, because I think that companies might use a broader definition of
CSR and by adding these terms my coding manual covered more possible definitions of CSR
than previous studies did.
2.3.2 Data From the Sample
Communication channels can be split into two different ways. First one is the corporate
channel, which includes channels that the company controls such as website, annual report
and sustainability reports. The other channel is an independent channel and concerns media,
such as newspapers and TV, and word-of-mouth, which are channels that the company cannot
control that easily, but they are seen as more trustworthy (Brønn 2013). The collection of data
have only been selected from the corporate channels, since the company have control over
these and is therefore more suitable for this type of analysis.
Gallego (2006) established the content analysis on the company websites since the available
information was significant to the research area and the communication channels used was
selected because on the presentation outwardly towards the stakeholder. Kozlowski et al
(2015) collected data from the sample by analyzing the corporate website and available
reports such as annual and sustainability report and other related documents that are
communicated towards stakeholders. Gallego (2006) and Kozlowski et al (2015) summarized
the content analysis in frequency tables, which displayed the frequency of the chosen
indicators, and the communication channels used by the companies. Roca and Searcy (2012)
performed their content analysis on the published sustainability reports, or corresponding
reports, by the sample and analyzed the length and content based on the chosen indicators in a
frequency table. The prior research in communication of CSR and how to analyze the content
have all based there analyze on the available information on corporate websites or published
reports that strives to communicate with the stakeholder and summarized the content after
frequencies.
The data from the sample in this study have been obtained in a similar order as previous
research, since it has shown to display a useful analysis and the communication channels
available from the sample are the best way compared to the characteristics of the problem in
this study. Therefore, a review of all the 61 companies in the sample regarding their CSR
efforts and how they communicate it have been made and compiled in frequency tables.
Frequency tables indicate how often the companies write the CSR efforts in the chosen
communication channels, which enables a better overview and comparison between
companies. The collection of data for the content analysis have been made from the
companies corporate channels, between 2-6 May 2016, and these channels will be displayed
in appendix one. The discourse analysis was performed from July to August 2016.
2.3.3 Data From the Self-Assessment Tool Higg Index
Another way of communication CSR can be by using a standard platform, which the selfassessment tool available for the companies in SAC can be used as (SAC 2016a). The
companies in the coalition fill in the tool themselves, but the information is not accessible to
the public and the companies are not allowed to disclose the information of the tool in
marketing purpose, since the self-assessed information is not yet verified but will be soon2.
By comparing how the companies communicate their CSR efforts to their CSR performance
Jonas Larsson, Personal communication, Representative from SAC, The Swedish School of Textiles,
University of Borås, 2016

2

11

as well as what information they communicate according to the self-assessment tool is a new
way of analyzing what is actually communicated compared to performance in SAC that is not
available to the stakeholders, which is not emphasized in prior research. Exploring this gap in
research by mostly looking at frequency and then supplement with a discourse analysis in
order to obtain deeper knowledge has not been done before.
The data, in form of scoring performance, from Higg Index has been obtained by getting
access to SAC and their benchmarks, which includes weighted value relative to the industry.
A composition of performance in categorizes have been selected and for 2014 I chose the
benchmark with the highest score and the lowest, which were transportation and care and
repair. I did the same for 2015 and that resulted in transportation as the highest score and
packaging as the lowest according to the Higg Index. The Higg Index has a scale from 0 to
100, where 0 is the lowest and 100 highest performance. This data is anonymous and is
therefore an average index and an indication of how the companies work with this specific
indicator. The figure below displays the benchmarks available for self-assessment at Higg
Index. I only chose to analyze the highest and the lowest score for two years due to lack of
time and therefore excluded materials, manufacturing and end of use in this thesis. I also
wanted to look deeper into the benchmarks in which the companies had a good score and a
bad score, in order to analyze if there exist any difference in amount or frequency of
communication.

Figure 1 Benchmarks in Higg Index (Author Illustration)

The selected benchmarks have been the reference of the analysis of how well and often by
frequency the sample communicates what they have a high and low performance and if they
communicated their performance according to the benchmark. For 2014 benchmark had care
& repair the lowest Higg Index, with and average median index of 21.18, and transportation
had the highest calculated average median index with 65.6.

Table 1 Score Benchmark 2014

The benchmark for 2015 indicated that packaging hade the lowest calculated average median
Higg Index with a scoring of 16.9 and transportation had the highest score of 48.3.
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Table 2 Score Benchmark 2015

The benchmark end of use was overlooked since it did not include a median value and had
missing data. The self-assessed information in these benchmarks contained indicators, which
was chosen since it contained words and phrases that have been coded to reflect the measured
concept.
The coding regarding the benchmarks are primarily based on words and phrases used in Higg
Index and words that are equivalent to the indicators.
2.3.3.1 Care & Repair
In Sweden does the average people throw away more than 7.5 kilograms of textiles per year
without recycling it (Naturvårdsverket 2016). According to EPA (2016) does the average
American dispose of 37 kilograms of textile waste every year, which might show the
importance of care and repair in order to decrease the waste. That is why care and repair is
used as an indicator of sustainability, since it can lengthen the life cycle of a product and
potentially reduce the amount of waste because the consumer will repair the product and care
for it in a way that will lengthen the durability. Care and repair therefore aims at how the
companies can inform the consumer on how to take care and repair the product themselves.
The coding for care & repair aimed to cover everything that concerned care, repair and
service, which were mentioned in the Higg Index.

Table 3 Coding Manual Care & Repair

2.3.3.2 Packaging
Packaging of apparel and footwear products is a huge waste problem, since the package is
mostly used once and then it is either recycled or most commonly not recycled at all (Zero
Waste Europe 2016). Packaging is therefore connected to CSR through its impact on the
environment; hence it is used as an indicator in the Higg Index.
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Table 4 Coding Manual Packaging

The coding manual for packaging contained equivalent words and phrases, which are
associated with packaging of apparel and footwear products.
2.3.3.3 Transportation
Transportation has an impact on the environment due for example to the amount of carbon
dioxide emission caused by transporting goods, which can be measured and described as the
carbon footprint (WTO 2016). The relation between CSR and transportation is therefore thru
the impact on the environment hence it is a suitable measurement of CSR performance.

Table 5 Coding Manual Transportation

Transportation was coded after words and phrases that were used in the Higg Index and
equivalent words that can be associated with the indicator.
All the coding made for CSR, the same as sustainability in this report, have a focus on the
environmental dimension, hence this paper have looked at the environmental part of CSR.
The benchmarks have also an environmental emphasis, which is aligned with the overall area
concerning the environmental segment of sustainability. This was a deliberate choice because
sustainability concerns different areas and a narrowing was needed in order to deepen the
knowledge in just one area and not be to broad.
The disadvantage regarding the Higg Index is that it all comes down to the availability of
information in order to achieve the attention and benefits from it. Hence, the available
information should be trustworthy, which it might not be since the companies evaluate
themselves. Another disadvantage is the fact that the sample size in the benchmarks was not
equivalent to the sample size in the entire SAC. For the benchmark were the sample size only
27 companies for 2015 compared to 45 for the benchmark 2014, and the sample in SAC that
corresponds to brands and retailers are 61 companies. This small sample regarding
benchmarks can be a result of that not all companies have submitted the self-assessed
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information yet. The reason for including both the benchmarks from 2014 and 2015 are due to
the fact that the sample sizes in the benchmarks were low compared to how many companies
that are included in SAC regarding brand and retailer. The available information from the
communication channels might be updated later and therefore are the data from both years
still relevant to include in the thesis.
2.3.4 Gap Analysis
The gap analysis is the main analysis of this thesis, hence it combines the quantitative and
qualitative method in order to explore the gap regarding how often companies write what
actions they take concerning sustainability and what they actually claims to perform regarding
it. The content analysis regarding both communication channels and whether or not the
sample communicate what is included in the benchmark with both the low and high index
have lead to a gap analysis. The gap analysis has included three steps and summarized in
frequency tables. First, all of the communication channels used for communicating CSR in the
sample have been mapped out, and the second step has been to analyze whether or not the
indicators for care & repair, packaging and transportation benchmarks are communicated in
the observed channels. The last step of the gap analysis have been to analyze if there exists a
gap between the disclosed information in the self-assessed tool and the communicated
performance in the available corporate communication channels, which concerns if the
companies communicate what they claim to be doing according to themselves. Which,
Schramm-Klein, Morschett & Swoboda (2015) claims to be a problem since companies claim
to have an implemented CSR strategy that is communicated to stakeholders but it does not
correspond to the actual actions taken by the companies and therefore will this analysis show
if there could exist a gap. In the gap analysis was the discourse analysis in the qualitative
method the most important approach, since it explored deeper what a smaller sample of
companies actually communicate on their websites concerning sustainability and the
benchmarks. The discourse analysis was performed more in a case study of the chattiest
companies, which then contributed to the gap analysis with the information of what
companies say they do. The combination of the quantitative and qualitative method lead to a
gap analysis that could both analyze how the companies communicate and how often as well
as what they present towards stakeholders compared to the benchmarks based on the selfassessed information.

2.4

Research Quality

Quality and credibility of this thesis has been considered through the validity and reliability of
the method (Bryman & Bell 2005; Kumar 2014). Reliability concerns how reliable a
measurement is and how this measurement corresponds to the actual measured concept
(Kumar 2014). When discussing how reliable a method is, different level regarding reliability
should be considered (Bryman & Bell 2005). These should contain how stable the
measurement is and that it should be considered over a time period and not contain too much
fluctuations as well as the internal reliability, which concerns the dependability of the
indicators used in the method (Bryman & Bell 2005). These considerations have been
comprehensively reflected in this method, and since the research strategy and data collection
is based on prior research method and adapted to the current problem and purpose will this
increase the reliability seeing that the method is repeatable and has shown results that are
dependable in relation to the measured concept.
The validity in research method concerns whether or not the chosen indicators measure the
intended concept (Bryman & Bell 2015). The adapted method for this study have considered
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the validity and therefore introduced several indicators to measure the chosen concepts, in
order to measure what intends to be measured and not to leave out something that could have
contributed to a better measurement and a more valid result.
The indicators used to increase the validity of the method have been coded in a manual, which
contains the advantage of contributing to the reliability of the research, since the coding can
be consistently performed as well as it is a transparent method (Bryman & Bell 2015). The
usage of a coding manual for the chosen indicators also increases the reliability since the
method of coding has been applied in prior research and it has been refined and adapted to
this study (Kozlowksi et al 2015), and therefore can the method of using a coding manual
increase both the validity and reliability of this research. However, there is no way to know
the validity of the primary data itself since it is self-reported, and this is something that has
been considered throughout the thesis.
As a further consideration regarding the validity and reliability of this research have possible
biased sampling been considered. This research contains no or minimized biased since the
sample is based on the frontier in CSR efforts and therefore consists of retailers and brands
from the SAC that communicate towards their stakeholders, and no further selection regarding
sample have been made in order to reduce biased result.

16

3

Theoretical framework

The theoretical framework will contain frequently used theories in order to understand the
usage of CSR and its connection to stakeholders as well as the way of communicating it. The
chapter begins with stakeholder theory and then continues with institutional theory to prior
research regarding communication to create customer loyalty and greenwashing. A summary
will end this chapter and connect the theoretical framework with the later chapters in the
thesis.

3.1 Theoretical Background
To give the reader a better understanding of the linkage between CSR and stakeholders CSR
reporting will be explained as well as how to use it from the stakeholder theory perspective.
CSR reporting can be defined as non-financial information regarding the environmental,
social and economical impacts, which companies publish to their stakeholders (Kozlowksi et
al 2015). The reporting can be communicated through a variety of channels, such as corporate
website, annual report and non-financial report (Roca & Searcy 2012). This reporting is still
voluntary to a lot of companies but there has been an increase in disclosed sustainability
reporting the last years and the structure of the sustainability report can be steered through
guidelines such as GRI (Kozlowski et al 2015).
The usage of sustainability reporting, a different phrase for CSR reporting, according to prior
research, is to enlighten the stakeholders regarding the responsibility taken by the company
(Roca & Searcy 2012) but also to disclose information towards stakeholders in order to be the
basis of decision-making (Skouloudis et al 2009). The sustainability reporting can therefore
be used as the joining between stakeholders and the company’s CSR efforts in order to
achieve the beneficial relationship that stakeholder theory relies upon (Friedman & Miles
2006; Skouloudis et al 2009). Sustainability reporting has in prior research been shown to be
the most suitable way of communicating CSR, though it only reaches a small selection of
stakeholders when reporting in through channels as annual financial report and sustainability
reports (Lock & Seele 2016). The industry and size of a company have been proven in prior
research to have an effect on the disclosed sustainability information, regarding the amount of
information and the accessibility (Tagesson et al 2009).
The annual report has historically been used as the main channel for sustainability
communication but later have the corporate website been seen as the most efficient way of
communicating towards the stakeholders concerning the CSR efforts, as well as it portrays the
company in a global and modern way (Tagesson et al 2009). Disclosing CSR information on
corporate websites have also been proven to be a useful way to improve the relationship with
the stakeholders since it is an efficient communication tool that creates a more interactive
communication between the organization and the stakeholder (Kim, Park & Wertz 2010).
Communicating on corporate websites have also contributed to a better dialog and
communication channel with a lot of the stakeholders, such as consumers, suppliers,
shareholders and media, which therefore indicates that the website is a useful channel when
reaching a larger amount of the stakeholders (Chaudhri & Wang 2007; Esrock & Liechty
1998). A separate CSR report have been described as the most suitable communication
channel when reaching non-governmental organizations (NGOs) and investors, and since they
are actively seeking for the information can the annual report and the standalone CSR report
therefore be considered the most appropriate way to reach them (Du et al 2010).
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Du et al (2010) as well as Dawkins (2004) portrayed independent communication channels,
such as word-of-mouth and communication at the point of purchase, as the best way to extend
the CSR information to consumers and others that are considered the general community.
According to Morsing and Schultz (2006) do the consumers prefer CSR information from
corporate websites and annual report, since it is accessible in a more subtle way and increases
the credibility since it is not communicated in an immodest approach. If a communication
channel is interpreted as less controlled by the organization, the more credible do the
stakeholders consider it to be since companies can control the accessible information thought
their own communication channels (Du et al 2010). Lock and Seele (2016) describes in their
research that sustainability reporting can be perceived as credible, but there exist room for
improvement and that companies should focus on standardization and that the reporting
should contain credible and trustworthy information. There also exist a connection between
credibility and length of a sustainability report, but their research could not confirm that the
more experienced a organization is regarding sustainability reporting the more credible is can
be achieved (Lock & Steele 2016).

3.2

Stakeholder Theory

Stakeholder theory focuses on the stakeholder, who can be defined as individuals or groups
that may have an effect or be affected by the achievement of an organization (Freeman 2010).
The awareness of the stakeholders may lead to a shift in management since they need to
manage the stakeholders in a way that would contribute to the resources of the organization
(Deegan 2002). Therefore can stakeholder theory be used in a strategic way; hence the
impact stakeholder may have on the organization but it is depending on the perceived image
and reputation of the organization (Deegan 2002). Stakeholders to an organization can be
customers, society, suppliers, owners, employees and the public that has some sort of
relationship to the organization (Freeman 2010). Media can also be considered a stakeholder;
even though there is no stake involved in the relationship but an influence on the organization
do exist (Friedman & Miles 2006). For a fashion company may the media have an impact on
what to disclose, since the fashion industry is a recurring topic in media. Consumers have as
well an influence on a fashion company, since the company strives to create a relationship
with the consumer in order to create loyalty and the consumer might not always search for
information but can be affected by the media. These two stakeholders more considered to
have a greater impact based on communication and promotion from fashion companies and
are therefore the main focus areas concerning stakeholder theory. The figure below illustrates
possible stakeholders to an organization.

Figure 2 Stakeholders (Author Illustration)
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The purpose of an organization should be to manage the interest of the stakeholders and to
benefit them, but the theoretical point of view also describes the organization as a group of
stakeholders, which explains why the organization is included as a stakeholder to benefit
(Friedman & Miles 2006). Therefore, the basic point of view in stakeholder theory is that
organizations exists and work in order to satisfy their stakeholders (Friedman & Miles 2006)
and without the stakeholders would organizations cease to exist (Freeman 2010). Stakeholder
theory is mainly concerned with categorizing stakeholders into segments, which would enable
a better understanding of the effect and how to handle the different segments (Friedman &
Miles 2006).
The connection between stakeholder theory and CSR is mainly the influence CSR have on
responsible behavior and manage the organization in stakeholders interest and therefore can
organizations responsibility towards stakeholder have a beginning in the CSR way of thinking
together with the classification of stakeholder from the theory (Friedman & Miles 2006).
According to Friedman and Miles (2006) the combination of CSR and stakeholder theory can
be used in order to understand the management of an organization.

3.3

Institutional Theory

Institutional theory is a frequently used theory for explaining companies’ commitment to CSR
and why companies in the same industry have similar strategy and organization regarding
CSR (Brown & Forster 2013). The institutional theory can enable a more meaningful and
accepted organization (Suchman 1995). The theory can be explained thru how institutions act
and to be perceived as legitimate.
3.3.1 Isomorphism
There are three different pressures from outside an organization that change the companies
towards a homogeneous way and can be captured by the occurrence of isomorphism
(DiMaggio & Powell 1983). The first one is coercive isomorphism that refers to governmental
rules and regulations, which forces organizations to act and look in a certain way that is
accepted and can be demonstrated through the way organizations look in a certain country,
and therefore can regulations be the reason for the homogenous organizational structure in a
country (DiMaggio & Powell 1983). The second force is normative pressure, which is a
thought in the society regarding a behavior specific for a professionalism or individuals that is
common in example a certain country or university that the organization reflects in the
structure since the individuals oppress similar way of acting and thoughts (DiMaggio &
Powell 1983). The last organizational change is the mimetic isomorphism and shows when a
organization mimics another organization that is seen as successful and therefore a leading
institution, and competitors consequently mimics the institutions behavior in order to become
successful (DiMaggio & Powell 1983).
An example would be if we can see companies obviously following Patagonia regarding their
The Footprint Chronicles® tool on each garment (Patagonia 2016f), which would be mimetic
isomorphism since the companies mimics Patagonia’s tool in order to be more successful. The
mimetic behavior is more obvious if the origin of the behavior is specific for a certain
company, such as the tool developed by Patagonia.
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Not being perceived as legitimate is one of the underlying factors for organizations to yield
for the isomorphic force and to create the homogenous organization, which is frequently used
in order to achieve the desired portrayed image to the stakeholders (Deegan 2002).
3.3.2 Legitimacy
Legitimacy, defined as acting and justifying actuality of an organization after acceptable
behavior and norms (Suchman 1995), was before the 1970s considered a terminology in
economical performance, but has later become to be known by the society as a way of
portraying an organization in a certain way, which corresponds to the demand from society
that organizations should be socially aware (Patten 1992). The shift in the view of legitimacy
appeared in the late 1980s when the oil industry suffered a backlash in legitimacy from the
society due to an oil spill, which affected the perception of the entire industry, though it was
only one company that was causing the spill (Patten 1992). The attitude from the society
towards the industry was the causing factor regarding the behavior of the companies, which
resulted in an increased reporting and disclosure of the environmental impact in annual
reports (Chauvey, Giordano-Spring, Cho & Patten 2015). Patten (1992) emphasizes that the
difference in legitimacy occurred when organizations responded to the decreased legitimacy
by increasing environmental reporting, which would restore the trustworthiness and the
perceived perception. It is not only the industry that can have an affect on the legitimacy, but
also the size of an organization have some impact on the perception and the shift in the
disclosed environmental information (Chauvey et al 2015). Not all fashion brands may be
seen as “bad” or not legit because of the industry they operate in because of events like the
fire in the garment factory in Bangladesh, but some brands are more recurring than others in
the responsibility and legitimacy discussion of the fashion industry.
The legitimacy theory and the study by Patten (1992) indicate that the legitimacy can be
achieved by an increased environmental reporting towards the society. Additional research
suggests that legitimacy is the underlying factor for companies to engage in environmental
reporting, and that they are seeking to be perceived as acceptable by the society (Deegan
2002). Although legitimacy has been seen as a way to survive but lately been more considered
as a way to manipulate and falsely cerate a corporate image rather than seeking for acceptance
by disclosing information (Chauvey et al 2015; Deegan 2002).
The challenge regarding legitimacy is that the perceived acceptance by the society can change
over time, or a specific event (Patten 1992), and what organizations strived to in order to be
perceived as legitimate may not remain constant and therefore requires another solution or an
adaption to the needs of the society (Deegan 2002). Communication can be used as a activity
for achieving legitimacy, which could be used when adjusting the perceived image and then
communicate changed values or practices that is consistent with society’s perception of
legitimacy (Deegan 2002). Communicating CSR is therefore used in order to counter the
forces from stakeholders and to achieve legitimacy as well as corporate image (Brown &
Forster 2013), also contribute to a dialog with the stakeholders, since they approval will
contribute to the reputation and legitimacy (Pérez 2015).
3.3.3 Brand Image
Brand image may be defined as the consumer perception and memory of a brand regarding
their preferences and associations towards the company (Keller 2009). The brand image and
personality can be achieved though CSR, since the basis of an image is based on how the
brand is perceived and what emotional relationship exists between the brand and consumers
(Gosh, Gosh & Das 2013; Keller 2009). A well developed CSR strategy and disclosed
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information that meets the demand and expectations from the stakeholders will contribute to
an image that reflects the brand in a positive way, which will be accepted by the stakeholders
as trustworthy (Blombäck & Scandelius 2013). Being a legitimate organization (Patten 1992)
and create a relationship with the consumer that is perceived as truthful will foster a brand
image and at the same time promote the CSR commitment of the organization (Gosh et al
2013; Blombäck & Scandelius 2013). A strong brand can be created by authenticity in the
CSR commitment and a good reputation among the stakeholders based on a positive portrayed
CSR obligation (Blombäck & Scandelius 2013).

3.4

Prior Research

To further explain the theoretical framework in this thesis have prior research on relevant
topics been considered and explained below. This has been included in order to create a better
understanding of how to consider transparency and customer loyalty regarding CSR
communication as well as the occurrence of greenwashing.
Prior research has been included in the theoretical framework because it explains how
organizations apply CSR communication in order to be transparent and to create customer
loyalty. Transparency will be used to explain why organizations communicate CSR and to
what extend they choose to communicate their performance (Lock & Seele 2016). Research
on customer loyalty may help improve the understanding of the underlying reason for
communicating CSR as well as what type of information organizations tend to communicate.
Greenwashing is defined as communicating false actions regarding CSR in order to create a
more environmental friendly image towards stakeholders (May et al 2007). This leads to an
increased skepticism towards CSR communication because it is difficult to distinguish what is
greenwashed information and what is actual performance (Delmas & Burbano 2011). The
SAC is an attempt to reduce greenwashing since it highlights transparency and contributes to
an increased insight into the supply chain, which would reduce the attempt to greenwash and
restore the confidence in the fashion market (Delmas & Burbano 2011).
3.4.1 Transparency
Transparency can be defined as an open-decision making and openness in disclosed
information (Ball 2009). When communicating CSR can transparency be a requirement and it
should provide the stakeholders with an insight into the company (Dubbink, Graafland & van
Liedekerke 2008). Sustainability reporting can be seen as transparent, but prior research has
shown that standards and guidelines are the basis for transparent reporting since it has an
impact on the credibility of the reporting (Lock & Seele 2016). This view of transparency
match the research by Coombs and Holladay (2013), which strengthens the result that
transparency is not equivalent with being responsible but it, contributes to extend the CSR
communication to stakeholders. Companies strive to be transparent in their CSR
communication, as well as credible, and should be considered to be a good quality for a
company when it is perceived as transparent (Coombs & Holladay 2013).
Stakeholders, more precise consumers and media, have an impact on transparency, since they
will judge whether or not they find the information accessible and relevant compared to their
demands (Coombs & Holladay 2013). Coombs and Holladay (2013) therefore defines
transparency as driven by stakeholders and that companies should be liable for the
information communicated that is claimed to be transparent before the stakeholders can
evaluate the information as legitimate and transparent. If stakeholders do not perceive a
company as transparent then they can have an impact by forcing more transparency in the
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communication (Coombs & Holladay 2013). Nevertheless, companies should strive to be as
transparent as possible, since it can be a way of displaying their CSR efforts in a good way
and distinguish them from companies that perform poorly in their CSR efforts and
communication (Dubbink et al 2008). However, Dubbink et al (2008) argue that there exist
disadvantages with being fully transparent, namely it can be argued as a moral dilemma to
disclose too much about a company. Instead companies should determine the transparency
level based on the CSR strategy and have in mind the demand from stakeholder and the
specific industry in which the company operates (Fernandez-Freijoo, Romero & Ruiz 2014).
Fernandez-Freijoo et al (2014) argue that transparency is ambiguous since CSR
communication contributes to transparency but companies have to be transparent in order to
communicate CSR, which is contradictory according to prior researchers. Customer
relationship and loyalty can be seen as a result of transparency, since the companies initiate a
relationship with the consumer by being transparent in the sustainability reporting (Amran &
Ooi 2014).
3.4.2 Communication to Create Customer Loyalty
Customer loyalty depends on two aspects according to Moon, Lee and Oh (2007) namely if
the company produces quality products as well as a well developed CSR commitment and
communication. As mentioned by Amran and Ooi (2014) can the company achieve consumer
loyalty when the sustainability reporting is observed as transparent but a company can also
achieve consumer loyalty when it is perceived as a responsible corporate citizen and
consumers are aligned with the company as ambassadors (Du et al 2010).
The loyalty will occur when the consumer has a relationship with the brand and purchase it
because it reflects the personality and values of the consumer or who the consumer is aspired
to become (Gosh et al 2013). A longer relationship will therefore arise if the consumer
believes that the CSR efforts are trustworthy along with the communication that is perceived
positive and credible (Blombäck & Scandelius 2013). An organization that is perceived to
have a positive CSR commitment and communication will have an impact on the purchase
behavior of the consumer, since it creates a long-term relationship (Schmeltz 2012). Sen and
Bhattacharya (2001) similarly implies that a positive CSR communication have an impact on
the consumer loyalty, which therefore can be a motivation to have a more positive
communication in order to create loyalty.
3.4.3 Greenwashing
Greenwashing is a phenomenon described as a way of convincing stakeholders that you are
doing something good for the environment by being a part of environmental friendly
organizations, but it is a way of hiding the actual activities that are damaging the environment
(May, Cheney & Rooper 2007). Another used definition is that companies engage in positive
CSR communication while they are actually performing poorly in their CSR activities
(Delmas & Burbano 2011).
Communicating fabricated CSR performance can lead to mistrust from the consumers toward
companies, even though a company is not conducting greenwashing, because it may have
damaged the entire market (May et al 2007). The communication through advertisement and
other publications from a company can be misleading and creates skepticism from consumers
since they cannot judge whether or not it is greenwashing or actual performance (Delmas &
Burbano 2011). This occurs when companies communicate actions that are considered to be
“green”, also described as environmental friendly (May et al 2007).
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Measures that could be taken in order to reduce the greenwashing could be to require more
transparency, since it would contribute to a better insight and therefore could false portraying
be revealed (Delmas & Burbano 2011). Additional actions that have been taken, according to
Delmas and Burbano (2011), are amongst other the creation of the collaboration SAC, since
the coalition provides a better insight into the entire supply chain and decreases the risk of
greenwashing since the information is transparent amongst the companies in the coalition.
Whether or not a company is conducting greenwashing depends on how consumers perceives
the company and the communicated intentions (De Vries, Terwel, Ellemers & Daamen
Dancker 2015).

3.5 Summary of Theoretical Framework
The theoretical framework has contained essential theories in order to later analyze the result.
As mentioned, the stakeholder theory concerns what type of stakeholders an organization
have and what impact they may have (Deegan 2002). Sustainability reporting as a linkage
between stakeholders and the organization is explained as well as what type of reporting that
is suitable to a certain stakeholder (Friedman & Miles 2006; Skouloudis et al 2009).
Stakeholder theory together with sustainability reporting improves the understanding of how
and why organizations tend to report CSR and to whom the report is addressed.
The institutional theory is presented after the stakeholder theory, since it explains why
organizations tend to look in a certain way. Pressure and regulations from outside an
organization tends to be the reason for the homogenous organizational structure, which
isomorphism explains with the three types of outside pressure (DiMaggio & Powell 1983).
These three different pressures all affect the organizational structure since it strives to create
an organization that is perceived as legitimate towards the stakeholders (DiMaggio & Powell
1983). The institutional theory regarding isomorphism will contribute to increased knowledge
of why the sample has similarities as well as differences.
Brand image and legitimacy have been included in the theoretical framework since it enables
a gained understanding of how the organization is perceived and how organizations can use
this information in order to portray themselves in a certain way (Keller 2009; Patten 1992).
Brand image and legitimacy have been included in the theoretical framework since it enables
a gained understanding of how the organization is perceived and how organizations can use
this information in order to portray themselves in a certain way (Keller 2009; Patten 1992).
Prior research has been included in the theoretical framework because it explains how
organizations apply CSR communication in order to be transparent and to create customer
loyalty. Transparency will be used to explain why organizations communicate CSR and to
what extend they choose to communicate their performance (Lock & Seele 2016). Research
on customer loyalty may help improve the understanding of the underlying reason for
communicating CSR as well as what type of information organizations tend to communicate.
Greenwashing is defined as communicating false actions regarding CSR in order to create a
more environmental friendly image towards stakeholders (May et al 2007). This leads to an
increased skepticism towards CSR communication because it is difficult to distinguish what is
greenwashed information and what is actual performance (Delmas & Burbano 2011). The
SAC is an attempt to reduce greenwashing since it highlights transparency and contributes to
an increased insight into the supply chain, which would reduce the attempt to greenwash and
restore the confidence in the fashion market (Delmas & Burbano 2011).
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4

Result

The result is presented in this chapter. The empirical data is displayed in tables and
frequency tables, which contributes to an overview of the result and enables a better analysis
in upcoming chapter.

4.1

Communication Channels

Table 6 Communication Channels for Sample
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Table six displays the sample and what type of communication channels that are used when
communicating CSR. This table is an overview of the sample and what channels for
communication that is currently used. The table is strategically placed in the report in order to
enable a better understanding of the following calculations and tables. The sample contains
the apparel and footwear companies that are members of SAC, hence they are considered to
be in the forefront of sustainability work. The table above displays what companies that
present their anything to do with CSR in each of the chosen communication channels.
For example, the table displays that Walmart do not write anything concerning CSR, or even
mention CSR or equivalent, in their annual financial report. However, Walmart communicates
CSR on their website and have a sustainability report in which they mentions CSR. Another
example is H&M, as shown in table six do they communicate the word CSR in all three
communication channels, but the table do not distinguish how many times the word CSR or
equivalent is mentioned.
The table below (table seven) presents the percentage distribution among the communication
channels used by the sample. The table displays the distribution in percentage when excluded
the companies that could not be in the data collection, since the information was not available
in English or Swedish.

Table 7 Percentage Communication Channels

Below have the sample been divided into retailer or brand, which is to demonstrate the
differences between them.

Table 8 Retailer Communication Channels

Table 9 Brand Communication Channels

The difference between retailer and brand in SAC is how the company wants to define
themselves. There is no distinction in how they fill in the self-assessment tool in SAC, it is
more how they label themselves. In the future there will be a difference in how to fill in the
tool for Higg Index since a retail module will be an independent module for retailers, hence
the label a company choses might change because there will be other indicators for retailers
than for brands3. In this result above, there is no other difference than the label the company
choses themselves to identify with.
The table below (table ten) displays how many in the sample that communicate through all
channels and how many that only uses one or only two channels or how many that does not
use any communication channels at all regarding their CSR efforts. In this table have the two
companies that do not have information in English been excluded, since information
regarding amount of communication channels have not been collected. As presented in the
3

Jonas Larsson, Personal communication, Representative from SAC, The Swedish School of Textiles,
University of Borås, 2016
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table below, there are two companies that do not use any communication channel, which
represents 3.4 per cent of the sample. The most common amount of communication channels
in the sample is to use two channels, but what combination of channels differs between the
companies but the most common combination is the usage of both website and sustainability
report (see table seven for percentage for each communication channel).

Table 10 The Amount of Channels

4.2 CSR Performance
This section of the result will present the data regarding the CSR performance, which was
collected through a content analysis on the sample regarding the benchmarks in Higg Index.
To describe it more in detail have I searched for the chosen benchmarks on the corporate
website, in the annual financial report and in the sustainability report in order to see whether
or not the chosen benchmark is mentioned. The focus have been to see if the companies
mentions the words that are coded as the benchmarks and not to calculate the number of times
they mention the words. For example, that means that if a company inform on their website
that they strive to use a more environmental friendly transportation of their products, then this
will be noted as a performance regarding the specific benchmark concerning transportation. If
a company does not mention the word for the benchmarks or equivalent then this will be
coded as a “no” and if a company writes about a benchmark ten times, then this will still only
be coded as a “yes”. This because the content analysis has not considered how many times the
words is mentioned, only that they are mentioned or not. If n/a in the result (see appendix 1.1,
1.2 and 1.3) then this means that the benchmark could not be found because there was no
communication channel that had any information at all concerning CSR.
The result regarding the CSR performance have therefore contained a reviewing of the three
communication channels in order to see if the benchmarks are mentioned, which then have led
to the calculations in tables below. The result is presented in tables that display percentage
concerning the communicated performance and connected to which communication channel
that’s used.
Table eleven displays how many companies in the sample that communicates each of the
three performances. In this table have the two companies that do not have information in
English been excluded and the two companies that do not use any communication channels
are included in the sample, even though they do not communicate the performance.

Table 11 Communication of Performance

As demonstrated in the table above, are performances regarding packaging and transportation
communicated by 67.8 per cent and 69.5 per cent. Only 42.4 per cent of the sample
communicates some sort of performance concerning care and repair towards the consumer in
order to lengthen the product lifecycle and how to care for the sustainability of the product.
The table do not present whether the companies communicate more than one of the
benchmarks and if the same companies communicate both packaging and transportation and
not care and repair. This table is for demonstrating how many of the sample communicates

26

each of the benchmarks and what type of communication channels used is not included in the
table.
Table twelve exhibits what communication channels the sample prefer to use when
communicating their performances.

Table 12 Communication Channels for Performance

The displayed data demonstrates that 61 per cent of the sample communicates their packaging
performance on the website while only 6.8 per cent communicate information regarding the
care and repair performance in the annual financial report. The differences between how
many that communicates through the website compared to the annual financial report is
dramatic.
The following tables exhibit how many companies that communicate two of the benchmarks
together through the communication channels. This in order to present a better overview of
the connection between the benchmarks and to see how common it is that the sample tends to
communicate more than one performance. These tables should be studied from top to bottom
and the star (*) marks that there could not be a calculation since the same performance could
not be communicated twice. Table 13 demonstrate how many of the companies that
communicate two of the benchmarks through their website.

Table 13 Combination of two Performances Website

As shown in table 13 do 47.5 per cent of the sample communicate packaging and
transportation together on the website, while only 15.3 per cent communicate care and repair
and packaging through the same channel. This could be interpreted, as it is more common to
communicate packaging and transportation together than care and repair and packaging.
Table 14 presents a lower percentage regarding the disclosed information in the annual report.
Only 6.8 per cent of the sample communicates packaging and transportation together, while
two companies communicate care and repair in the same report as packaging.

Table 14 Combination of two Performances Annual Financial Report

Regarding communication of two performances in the non-financial report is there a greater
difference between the combinations of performances. It is twice as much companies that
communicate packaging and transportation compared to eleven companies that have care and
repair together with either packaging or transportation.

Table 15 Combination of two Performances Sustainability Report
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Below have the companies that communicate all three performances, care and repair,
packaging and transportation in each channel been presented. Communication on website
contains nine companies that all have communicated the three performances. This
corresponds to 15.3 per cent of the sample that communicate all performances on their
website.

Table 16 All Three Performances on Website

Regarding communicating in the annual financial report is there only two companies that
communicate all three performances and this corresponds to 3.4 per cent of the sample. This
is considerably lower than the disclosed performance on the website.

Table 17 All Three Performances in Annual Financial Report

Disclosing information about the performances in a non-financial report contains ten
companies in the sample, which is 16.9 per cent of the entire sample. This can be interpreted
for this sample as a more common way to communicate all three performances compared to
the annual financial report and the website.

Table 18 All Three Performances in Sustainability Report

As presented above is there no single company that communicate all three performances in all
three communication channels at the same time, but there are a couple of companies that at
least communicates all performances in two channels.
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The result chapter has been presented above and it has contained tables of different
frequencies and distribution regarding the sample and what communication channels used as
well as the communication regarding their CSR performances. The chapter began with an
overview of the sample and what communication channel used when communication CSR.
This was followed by tables containing frequencies for various divisions concerning how the
sample communicates CSR and frequently used channels for classification of either brand or
retailer. The second part of the result contains tables regarding CSR performance and later
how these are communicated through the channels. The chapter ends with three tables that
summarizes the companies that communicate all three performances and what channels they
use. These companies could be seen as the more chatty ones, since they present information
regarding all three benchmarks.
To summarize it, in order to get this result I looked at each website, annual financial report
and sustainability report to see if and what they say concerning care and repair, packaging and
transportation. This process was time consuming since I had to look at 59 companies’
websites, annual financial reports and sustainability reports. It was very different levels and
details of communication in the sample since some companies had a lot of different pages on
their website that I had to look at before I could find anything regarding the benchmarks and
others had less information to review. Beforehand I had some expectations regarding some
companies, such as H&M and Patagonia, and some of them lived up to the expectations and
others did not. Walmart was a company that I though would have more information regarding
CSR and the benchmarks, since it is such a big company and therefore would have the
capacity to communicate more. A company that was a bit of a surprise was PVH, this because
I did not expect a company that has more expensive brands would be so invested in the
communication of CSR.
The result will be analyzed based on the theoretical framework in following chapter and a
further qualitative analysis of the five most “talkative” companies will be performed in later
chapters.
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5

Analysis

This chapter contains the analysis of the result connected to the theoretical framework, in
order to attain a better understanding of the result. The analysis has been divided into two
parts. The first part contains the analyzing of the communication channels for the sample and
the second part comprehends the CSR performance comparison to the communicated CSR
efforts.
The entire content analysis of the sample is available in appendix one, but all the calculations
and tables provided in the result chapter reflects the content analysis, hence the placement in
the appendix. The result presented in previous chapter will be analyzed based on the available
theoretical framework, which will increase the knowledge of the findings and to explain how
the sample communicates their CSR efforts and their CSR performance.

5.1 Communication Channels
Table six in the chapter regarding the result presents an overview of the entire sample and
what communication channels they use when communicating their CSR efforts. The table also
displays the two companies that did not have any information in English and therefore
contributed to a loss in the sample, which went from 61 companies to 59 for the continued
analysis.
5.1.1 Website as Communication Channel
Table seven shows the percentage and the distribution of the communication channels in the
sample, based on the data available in table six. What could be concluded by this information
is that 94.9 per cent of the sample, corresponding to 56 companies, use their corporate website
when communicating their CSR efforts. As previous mentioned in the theoretical framework
is the usage of the corporate website as a communication channel for CSR efforts a modern
way to communicate and it connects the company to the global industry of fashion (Tagesson
et al 2009). Communicating through the website is therefore a more common channel for CSR
efforts since it can have a larger range when reaching stakeholders and it allows the
stakeholders to search for the information they find interesting (Chaudhri & Wang 2007). The
interactive way of using a website is another reason for the widespread use in the sample
(Kim et al 2010). Chaudhri and Wang (2007) as well as Esrock and Liechty (1998) states that
using a website creates communication with a lot of the stakeholders, which can enlighten the
usage of websites by 94.9 per cent of the sample since it reaches more than one stakeholder.
Websites are also explained as a channel preferred by the consumers and investors since it is
convenient and the information is not redundant because they can seek for the information
themselves (Morsing & Schultz 2006). Kavitha & Anita (2011) argues that communicating
CSR efforts on the corporate website is frequently used by larger companies, nevertheless
have the size of the companies in the sample not been analyzed but a majority of the
companies have an existent on the international market.
The stakeholders are largely the same for the sample, since they operate in the same industry
and the main difference is between retailers and brands, which will be analyzed later in this
chapter. The difference in stakeholders should not be an explaining factor for the three
companies that does not communicate their CSR efforts on a corporate website.
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In addition to stakeholder theory and CSR reporting should institutional theory be considered
when analyzing why companies have the same CSR strategy (Brown & Forster 2013), which
can be supported by the result that 94.9 per cent of the sample use website when
communicating. Brown and Forster (2013) have also stated that companies in the same
industry can have tendencies to have similar strategies in CSR, this can also support the
findings regarding why 94.9 per cent of the sample use website as a communication channel.
Another theoretical framework that can support the findings and explain the occurrence of the
sample can be concerning isomorphism and what outside pressures that may force
organization into a homogenous structure and strategies (DiMaggio & Powell 1983). The
potential pressure that could result in the amount of CSR communication on corporate
websites would be in form of a mimetic isomorphism as well as normative pressure, since
governmental rules would not be applied in this situation (DiMaggio & Powell 1983). The
normative pressure could appear in the way background and education among the workers
have shaped them to communicate CSR in a certain way, and to appreciate the modern
channel that the website is considered to be (Tagesson et al 2009). As for the mimetic
isomorphism, this could emerge in a way as to the most successful and market leader
regarding CSR communication would set the standard and the other companies would then
mimic this behavior in order to achieve the same success and legitimacy as the leader
(DiMaggio & Powell 1983). For the sample in this study are there no reasons to think other
than they follow the leader, since they all compete in the same industry and in order to be
successful and considered a sustainable company would a mimic behavior be a suitable
strategy.
Concerning the legitimacy of the chosen channel for communication, should the legitimacy
increase for the 94.9 per cent of the sample that applies this strategy, but for the three
companies that do not use their website for CSR communication would this affect the
legitimacy of their efforts. The legitimacy is explained by Suchman (1995) as the way to act
after acceptable norms in the society, which therefore justifies the actions towards the society
and the company would be portrayed in a certain way. Communicating CSR through a
corporate website should be viewed as an acceptable communication channel and a behavior
that would be portrayed as trustworthy and transparent company.
5.1.2 Annual Financial Report as Communication Channel
Regarding annual financial report shows the result that 30.5 per cent of the sample
communicates their CSR efforts via their financial report. The annual financial report have
according to Tagesson et al (2009) been the most commonly used way of communicating
CSR historically, since it is an report that the companies usually publish since it contains the
financial information of the company. Communicating through the annual financial report
could therefore be seen as a convenient way of communicating, because it does not require
the company to publish another report or to use resources elsewhere (Roca & Searcy 2012).
Given that the stakeholders of a company reads the annual financial report if interested,
should it be a suitable way of reaching relevant stakeholders. However, only 18 companies in
the sample communicate their CSR efforts through this channel, which is contradicting
compared to the information that the annual financial report has been the most frequently used
channel, according to Tagesson et al (2009), but what can be discussed is the historically
factor regarding this channel. The annual financial report was described as a historically used
channel, and the historical part should be considered here since only 30.5 per cent use it
compared to 94.9 per cent that communicate through website. This could show that the
sample prioritizes a renewed and modern way of communicating and strives to reach as many
stakeholders as possible in a convenient way. Even though Morsing and Schultz (2006)
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explains the annual financial report as a channel that consumer and investors prefer since it is
accessible information and seen as credible.
As mentioned above regarding communication on corporate website may the decision to
communicate in the annual financial report be a result due to isomorphism. Though in this
case is the outside pressure not as apparent as for the website, since only 30.5 per cent of the
sample use this communication channel. The coercive isomorphism would be the most
suitable outside pressure when analyzing the result, because it refers to how governmental
rules and regulations affecting organizations and forces them to appear in a certain way
(DiMaggio & Powell 1983). An explanation for why only 18 companies communicate via this
channel could be that the governmental regulation is not applicable to the entire sample, since
they are located and operates in different countries and can therefore have different
regulations. The entire sample is not homogenous regarding this communication channel,
which supports the argument regarding that governmental rules may differ between countries,
for example laws, common practice or more specific the EU directive concerning reporting of
sustainability and diversity (Riksdagen 2014). India is the first country to legislate CSR,
which led to CSR guidelines and a minimum of spending for CSR initiatives (The Guardian
2014) and this is for example not required in Sweden, hence the argument of government
regulations as a difference. It is not only the coercive isomorphism that could be applied in
this analysis; both normative and mimetic pressure could be discussed as a possible impact on
the result. The thought that companies are considered successfully when communicating via
the annual report or that norms that occur in different countries and professions may as well
have an impact on the result.
The legitimacy reasons for communicating in the annual financial report should according to
Chauvey et al (2015) be a result of the increased pressure from the society regarding the
required CSR communication in annual reports, which should lead to a higher percentage of
companies using the annual report in the sample. Deegan (2002) suggested that companies
communicate CSR in order to be portrayed as legitimate, but this does not align with the
result about the annual financial report since they do not use the opportunity to communicate
via the report. Increased CSR reporting and communication would according to Patten (1992)
increase the legitimacy, hence more companies in the sample would strive to be perceived as
legitimate if communicating through this channel.
5.1.3 Sustainability Report as Communication Channel
Communicating CSR efforts within the non-financial report channel is conducted by 47.5 per
cent of the sample in the study. Du et al (2010) describes a separate CSR report, which can be
defined as a non-financial report since it do not contain financial information in the same
extent as a annual financial report, as a suitable way to reach stakeholders that are seeking for
information. But there exist a skepticism regarding a standalone CSR report, since it have
tendencies to contain too much information instead of standardized reporting (Lock & Seele
2016). Publishing a CSR report is voluntary to some extent but common practice and it may
not reach a lot of stakeholders, but 28 of the companies in the sample has still published a
report, even though prior research shows that communicating on websites proves to be the
most suitable way of reaching most stakeholders. The advantage of a CSR report is that it
reaches the intended stakeholders, which can be a reason for using it (Friedman & Miles
2006).
The institutional theory regarding isomorphism can be applied for the non-financial report,
also mentioned as CSR report or sustainability report, since mimetic pressure can be the basis
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of the result that 47.5 per cent of the sample communicates through this channel. The market
leader or a company in the industry that may be perceived as successful and trustworthy with
their CSR report will affect the competitors which in turn will develop a CSR report in order
to gain the same success as well as legitimacy (Deegan 2002; DiMaggio & Powell 1983).
5.1.4 Communication Channels for Retailers and Brands
The differences in communication channels used for retailers and brands in the sample have
been calculated and presented in table eight and nine. This shows that 100 per cent of the
retailers communicate CSR on their website, compared to 93.3 per cent of the brands that use
this channel. This is not statistically tested but considering the percentages can it be settled
that retailers communicates in greater extent on websites than brands. This analysis can be
applied to annual financial report as well, since the percentage of retailers that communicate
in annual financial report is higher than for brands. Considering non-financial report, the
result displays that 42.2 per cent of the brands communicate CSR in a standalone report,
related to 35.7 per cent of the retailers.
The differences for retailers and brands can be based in stakeholder theory, since the
stakeholders that exist may differ hence the importance of a certain channel may vary
(Deegan 2002). A retailer works mainly through business to consumer, compared to a brand
that has a business-to-business strategy, which could explain whom the different channels
reaches when communicating CSR. The institutional theory can be applied as well, since there
might be different market leaders for retailers and brands, and this can affect what channel
that is used when being perceived as successful (Brown & Forster 2013; DiMaggio & Powell
1983). It might be considered more legitimate to communicate on a website for a retailer than
for a brand, based on what stakeholder to reach as well as based on the strategy for the market
(Chauvey et al 2015).
5.1.5 Number of Channels Used
The result concerning amount of communication channels used by the sample displays that
even though theories regarding stakeholder and CSR reporting advocates reporting in order to
reach different stakeholders (Kim et al 2010), which will be done by using communication
channels costumed for the specific stakeholder, do not the entire sample use all three
channels. Thus, the sample does not follow the ideas that all channels of communication will
reach the stakeholders; by not using all channels they may lose important stakeholders (Lock
& Seele 2016).
The result of the data is also equivocal if relating to the institutional theory, since it advocates
that companies will be homogenous in a certain market due to outside pressure, which will
shape the companies in order to resemble one another (Brown & Forster 2013). If it would
exist an outside pressure on the entire sample and if there exists a market leader than all in the
sample would use the same amount of channels of communication, hence the result of this
data would be homogenous (DiMaggio & Powell 1983). What could explain the differences
in the amount of channels could be the conditions of the sample and each of the companies.
Reasons for not using all three channels can be financial reasons, commitment in the
company, the interest of the board, governmental regulations regarding what information and
where to disclose also may certifications affect the format of the communication channel.
A reflection that can be drawn is the importance of transparency (Dubbink et al 2008), which
20.3 per cent advocates since they use three cannels of communication. This contributes to a
greater insight than when using only one or two channels. Two companies in the sample do
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not use any channel of communication, which is contradicting because theories and prior
research advocate the importance of CSR communication and the companies in SAC are
considered to be in the forefront of CSR (Kozlowski et al 2015).
Brand image and consumer loyalty are two prior theory in this research area that shows that
CSR communication will affect more than just stakeholders and legitimacy, since it will also
affect the image of the brand and the relationship to the consumers (Amran & Ooi 2014;
Blombäck & Scandelius 2013; Gosh et al 2013). This can also be described as a contribution
to the usage of communication channels and explain why 61 per cent of the sample
communicates through more than one channel.

5.2 CSR Performance
CSR performance for the sample can mainly be connected to prior research regarding, brand
image, consumer loyalty and greenwashing (Gosh et al 2013; Moon et al 2007; De Vries et al
2015). The result concerning whether or not the sample communicates the three benchmarks
from SAC, that represents the highest and lowest scores from 2014 and 2015, displays that
69.5 per cent of the sample communicates transportation in one of their communication
channels. Furthermore 67.8 per cent communicates about packaging and only 42.4 per cent
have communicated information concerning care and repair towards the consumer and how
they can lengthen durability of the product.
Even though there exists a small difference between packaging and transportation, do the
sample communicate their performances with the lowest benchmark to a lower degree than
transportation, which had the highest benchmark in the Higg Index. The calculations cannot
prove this occurrence but can display that there might exist a difference between the
communicated performance. This difference is more obvious regarding care and repair, which
had the lowest score in the Higg Index for 2014, compared to transportation.
The fact that more companies in the sample communicates transportation could be clarified by
Sen and Bhattacharya (2001), which explains that companies have a tendency to communicate
positive CSR communication in order to create consumer loyalty. Hence, the loyalty from
consumers towards a brand is seen as motivation to have a more positive CSR communication
and this complies with the result. Dubbink et al (2008) emphasizes that companies strives to
be transparent when they have a good message to convey since it can affect the legitimacy for
the company based on how other perceive it.
Research about greenwashing highlights that companies communicate falsely or manipulated
information in order to be portrayed as more environmental friendly (May et al 2007). Even
though the analysis of the data has not contained a deeper analysis of the content, it can be
discussed if the sample communicates transportation since it will help to portray them in a
better way, because it is something they are good at according to the Higg Index.
CSR performance should be accurate measurements and actions taken by a company in order
to be perceived as trustworthy (Du et al 2010). This can be applied to the result regarding that
the sample communicates their performances, but also according to Du et al (2010) should the
companies communicate their efforts for transparency reasons and not as a promotional tool.
Table eleven presents how many of the companies in the sample that communicates the
chosen benchmarks as a performance, which will contribute to a better understanding if the
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sample communicates the performances in which they have good score in and chose not to
disclose performance with a low score in the Higg Index.
5.2.1 CSR Performance through Channels of Communication
The most commonly used channel for communicating CSR performances in the sample is
through the corporate website. As displayed in table twelve are all three benchmarks
communicated on the corporate website in a higher extent compared to other channels. This
supports the theory regarding that companies communicate on their website since it reaches a
lot more stakeholders and because it is convenient and furthermore a modern way to
communicate CSR (Tagesson et al 2009). The result for communication of CSR performance
on the corporate website as the main channel follows the result for the entire sample regarding
the chosen channel for communicating CSR overall.
5.2.2 Combination of Performances
In tables 13, 14 and 15 have different combinations of the performances been calculated,
mainly the combination of two performances to see what combination is the most common
one, also if it differs for the communication channels. For the three communication channels
are the combination of packaging and transportation commonly communicated, compared to
care and repair combined with packaging, which has the lowest percentage concerning the
communicated combination in all channels. Communicating packaging and transportation on
the corporate website has the highest per cent and that shows that the company prefer the
more modern communication channels for this combination and they will reach more
stakeholders compared to the two other channels (Tagesson et al 2009). The combination of
packaging and transportation shows that the two performances are relatively similar and
therefore simpler to communicate jointly. Though, the positive communication regarding
transportation might manipulate the poor engagement in packaging, which may lead to a more
positive CSR communication that overshadows the actual performance (May et al 2007).
5.2.3 Companies With All Three Performances
Communicating all three performances is not common by the sample and there is not a single
company in the sample that communicates all three performances in the three chosen
communication channels. Communicating via a non-financial report is the most used channel
by the sample when communicating all three performances, since ten companies have
communicated the performances in this channel. On the website have nine companies
communicated the performances, compared to the annual financial report in which only two
companies have used when communicating all three performances. The companies that have
used two channels when communicating all three performances are: H&M, Inditex,
Patagonia, PVH and Salomon (presented in tables 16, 17 and 18). What H&M and Inditex
have in common is that they are two known major apparel and footwear companies, but what
differs between them according to information available at SAC is that H&M is a brand and
Inditex a retailer. For the rest of the companies that also communicates in two channels is
there a similarity according to SAC, in which they are all classified as brands.
What could be argued is that H&M and Inditex are competitors and therefore they have a
mimic behavior in order to create legitimacy and to be successful (DiMaggio & Powell 1983).
Patagonia and Salomon are both focused on outdoor products, which makes them competing
on the same potential market, hence the similar CSR strategy based on the institutional theory
since both communicates all three performances in two channels (DiMaggio & Powell 1983).
PVH is a company that contains different brands and cannot be equivalent or described as a
main competitor to either H&M or Inidext nor Patagonia or Salomon. Since PVH is the only
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one in their market segment could they be portrayed as the leader regarding CSR
communication of performances, which should lead to a mimic behavior by their competitors
(DiMaggio & Powell 1983).

5.3 Gap Analysis
The gap analysis has been described in the methodology chapter, in which it includes three
steps of analyzing the gap and the last step regarding if there exists a gap between the selfassessed information and the communicated performances will be analyzed in this chapter.
The basic idea behind the gap analysis is to see if the sample only communicates what they
are good at according to the Higg Index or if they also communicates what they have a low
score in the index. In order to analyze this first, there need to be some clarification of what
gap there is and how this gap can be analyzed.
As discussed above in the analysis and presented in the result could there exist a potential gap
between the performance in which the sample has a high score in and performance with low
score in the Higg Index. This strengthens the assumption regarding that apparel and footwear
companies tend to communicate their performance in which they are good at, rather then
communicating their less good performances. The greatest gap is between care and repair
compared to transportation, since it differs 27.1 per cent, which is equivalent to 16 companies.
This gap displays that it is more common for the sample to communicate what they are good
at unlike care and repair that had the lowest score in 2014 for the Higg Index.
Greenwashing is an occurrence that could explain why the sample communicates what they
are good at to a greater extent since it will contribute to a more positive communication
compared to the reality (Delmas & Burbano 2011). Nevertheless, it can be argued that the
self-assessed information for the sample will help to minimize the greenwashing since it
creates a transparency for the industry, but this information is not yet available for the
stakeholders hence the function the self-assessed information is not yet fulfilled its purpose to
stop the greenwashing.
The gap between packaging and transportation is not that evident, since only one company
differs between these two performances. An explanation to this could be in tables 13, 14 and
15, which displays how common it is for the sample to communicate two performances
together. This can therefore enlighten why it is more common to communicate packaging than
care and repair, even tough these two performances had low scores in the Higg Index.
Packaging can be argued to have a closer relationship to transportation because the products
need a package when transported; hence these two performances have some sort of
relationship that contributes to a higher extent of communicated information. The fact that the
sample communicates packaging almost as much as transportation could be analyzed based
on greenwashing, since the combination of these two performances can give an illusion that
the companies are doing a good job concerning both packaging and transportation, but the
actual performance for packaging is poorly compared to transportation.
Creating brand image and consumer loyalty can be argued as underlying reasons for this way
of communicating, since the sample communicates these performances as a positive
responsibility in order to be portrayed in a certain way by the stakeholders (Blombäck &
Scandelius 2013). The communication could then lead to a change purchasing behavior by the
consumer since they will perceive the company in a way that corresponds to their own values
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and personality (Gosh et al 2013). The way communicating positive performances could
therefore be motivated by the increased consumer loyalty (Sen & Bhattacharya 2001).
It was mentioned in the methodology that the sample for the self-assessed information was
small compared to the entire sample for the SAC and this should be taken into account for
what could analyzed as a good or low score in the Higg Index.
To tie together the analytical discussions will a summary of the above analytical sections be
presented in order to ease the understanding of the conclusion and discussion in following
chapters. There exists distrust from stakeholders towards the companies’ communication of
CSR, which has lead to a higher extent of communication in different channels in order to
reduce this distrust (Brønn & Vidaver-Cohen 2009). This argument is aligned with how the
sample in this study communicates CSR, since 94.9 per cent of the sample communicates on
their corporate website and 30.5 per cent in the annual financial report compared to 47.5 per
cent communicates in a non-financial report. The result does not only display that the sample
communicates though a variety of channels, but also that they prefer the more modern way of
communicating, which the website is described as (Kim et al 2010).
What additionally has been analyzed in this chapter is the amount of channels used when
communicating and 40.7 per cent of the sample use two channels when communicating CSR,
which should align with the arguments by Douglas et al (2004) that companies will
communicate CSR in a way that creates legitimacy and loyalty and this is obtained by
communicating towards the stakeholders. Hence, more companies in the sample
communicates through more than one channel, but remarkable do only 20.3 per cent
communicate across all three channels. Thus, the result can be explained by the questioning
from stakeholders that companies’ main reason for communicating CSR is to advertise their
brand and products (Brønn 2013). Nevertheless the stakeholders do want the companies to
communicate actual performances and accurate measurements (Du et al 2010), which
regarding the CSR performances on the sample is analyzed.
The analysis of the CSR performance displays a difference in percentage mainly concerning
the benchmarks of care and repair compared to transportation. Transportation is
communicated to a higher extent in the sample, which is aligned with the theoretical
framework regarding that companies want their CSR communication to portray a positive
image towards the stakeholders (Delmas & Burbano 2011; Sen and Bhattacharya 2001). The
result concerning that the sample communicates their low scored performance less then the
performance with a high score in the Higg Index supports the challenge about communicating
CSR efforts as well as performances in a way that creates credibility (Gaskil-Fox et al 2014).
The comparison between what the companies say and what they do can not really be analyzed
based on the quantitative method and result, which has led to the qualitative result and
analysis constructed on the most talkative companies. This narrowing of the sample should
lead to a better understand of the gap and the analysis of it.
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6 Result and Analysis of the Discourse Analysis
This chapter contains the result and analysis of the discourse analysis. It will combine the
result and analysis in order to give the reader a better flow and understanding based on the
purpose of this study.
The discourse analysis has been conducted on the five most talkative companies and the most
public ones regarding sustainability in the SAC, which based on the content analysis in the
two previous chapters, are H&M, Inditex, Patagonia, PVH and Salomon. I have not selected
these companies due to their sizes or competiveness, just the fact that they are talking more
frequently regarding sustainability and the three performances, specifically: care and repair,
packaging and transportation. I chose to only look at one communication channel when
performing the discourse analysis and I chose the corporate website, this because I think a lot
of the stakeholders, such as consumer or media, look at the corporate website when searching
for their sustainability work.

6.1 H&M
H&M is a Swedish fashion company and was founded in 1947. Since the establishment has
the company expanded to 4 000 stores in 62 markets hence it have become a global fashion
company (H&M 2016d). The information regarding H&Ms sustainability work can be found
on their website, in which they have a heading on the first page directing the stakeholder to
the sustainability page (H&M 2016e). The sustainability part on their website includes many
different headings and contains a lot of information through different subsections. The
website has a mixture of hot topics and their commitments containing a mixture of ethics,
environment and communities (H&M 2016e). H&M have their sustainability vision available
on their sustainability page and it says:
”Our vision is that all our operations are run in a way that is economically, socially and
environmentally sustainable. Which will mean our business is helping to meet the needs of
both present and future generations.”
(H&M 2016e)
H&M have seven commitments on their website concerning how they can contribute to a
better fashion future (H&M 2016b). These commitments concerns amongst other how they
can work in order to be climate smart, how to reduce, reuse and recycle materials such as
packaging and clothes as well as how to be ethical towards all parties involved (H&M 2016b).
They describe each commitment relatively detailed and beyond the information that is
available on the website they refer to their sustainability report. Both efforts on how they are
going to work with the commitments and their performances concerning how they have
performed in words and numbers are available.
When analyzing the three benchmarks used in the content analysis, care and repair, packaging
and transportation can information about each regarding them be found on the website. What
can be read about transport is that they strive to use the option that has lower impact on the
climate (H&M 2016f). Packaging is something they write about and mostly it concerns how
they can use recycling in order to create a more climate friendly packaging for their products
(H&M 2016c). Neither transportation or packaging includes some sort of performance and the
information about these benchmarks are more towards efforts regarding how H&M thinks
about it and how they strive to work with it.
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They do not present how they work with transportation in order to reduce the climate impact,
what could lead to a more trustworthy information would be if they wrote what type of
transportation they claim to be better for the climate and how much of the overall
transportation they consider to be reducing the climate impact. That would be more accurate
as a performance since it could be measured and analyzed if it aligns with the efforts to be
more environmental friendly. Care and repair is something that is important for H&M and
they want to inspire their consumers to take care of the products in order to lengthen the user
period of the product (H&M 2016a).
”All products of all brands within the H&M Group carry the Clevercare label that
encourages consumers to care for their clothes in a more conscious way.”
(H&M 2016a)
The effort is to inspire consumers to be more climate friendly and to use the garments longer,
which have led to a Clevercare label on every garment from H&M and that label contains an
inspiration on how to take better care of the garment (H&M 2016a). This commitment to the
effort and straight action demonstrates the performance in care and repair, hence H&M are
open with their solution to an existing problem and they have taken action.
The language and grammar used when presenting their sustainability work is adapted to
consider the reader and it is perceived not as solicitation or too informative but more as a
conversation with the reader. They write their information in a way that creates a more
personal feeling since they tend to use the words “we” and “us” when writing about the
company and that lightens up the information as well as makes it more subjective to read. As
a reader can this increase the relationship to the company, hence it feels more genuine and
familiar way of presenting their sustainability efforts and performances. The trustworthiness
in the presented information can be difficult to judge based on the lack of evidence but H&M
present their performance in both numbers and words, which increases the ability to perceive
the actual performance and compared it to the efforts.
Independent organizations can increase the trustworthiness amongst stakeholders and H&M
are open with what organizations they collaborate and offer the reader an external linkage to
the organization. What can be confusing is the fact that the independent foundation is named
“H&M Foundation”, which can be unclear to some people since the foundation can be
associated with H&M in a dependent way. Being open about their sustainability can increase
the relationship and trustworthiness since stakeholders can based on the available information
interpret and make their own decisions about the company and this is something that H&M
use as an advantage based on the supplier list they published on their website. The
transparency is an important factor when working with sustainability and this surely an
advantage for H&M by being open in all processes in the company.
H&M have a lot of information available on their website regarding their sustainability work
but also about their work and performance with care and repair, packaging and transportation.
They are quite elaborate regarding how they work with sustainability and that they have
incorporated it in their business model. The language used when writing about sustainability
is easy to read and they use “we” when referring to themselves, which I think is a good way to
create a relationship with the reader. After performing the discourse analysis it is clear that
H&M have a well developed sustainability work as well as their communication on their
website.
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6.2 Inditex
Inditex is a Spanish fashion company and opened their first store in 1975 and have today
established their stores in 88 markets around the world and more than 6 600 stores (Inditex
2016a). On the homepage of Inditex website can sustainability be found as a heading and
leads in turn to a page with a lot of information concerning their sustainability work. The
quote below can be found on their website and shows how Inditex have incorporated
sustainability into their business.
“Sustainability forms the basis of all our business decisions. We strive to offer our customers
safe and ethical products that are made in ways that respect the environment and broader
society.”
(Inditex 2016d)
There are seven headings concerning sustainability and each of them has subheadings with
further information (Inditex 2016d). Inditex can be described to have a lot of information
published on their website and many external links and related documents to all the headings,
which gives an impression of abundance. Environment, products and suppliers are the three
headings that contains the most information compared to community and employees, which
have a lot of information but not as much as the other three. This can give the stakeholder an
implication of what Inditex finds to be more important concerning sustainability hence the
difference in magnitude of information.
The three benchmarks are all mentioned on their website. External contractors perform
transportation and together with Inditex follow the Greenhouse Gas Protocol in order to
manage and reduce the emission (Inditex 2016e). They therefore write more freely about their
performance and how they have evolved from effort to action in their transportation work.
“Cardboard reuse and recycling is a case in point. The cardboard boxes used to transport
products from the logistics centres to the stores are reused between six and eight times. To
facilitate this all stores return the boxes to the logistics platforms following a delivery, along
with the plastic clothes hangers and garment alarms. These items are similarly reused or
recycled at the end of their useful lives.”
(Inditex 2016e)
Inditex mention reuse of material regarding packaging and cardboard boxes for packaging are
reused between six and eight times (Inditex 2016e), which is an example of an performance
they evolved from their effort in order to reduce the material use. Inditex provides the reader
with examples and actions taken as a step towards transparency with their performances. The
benchmark considering care and repair is mentioned through the product use section on the
sustainability page and Inditex describes their effort with their product use, which is to
improve the management for their products (Inditex 2016b). Though, no detailed actions or
demonstrated performances are presented and that affects the comparison regarding their
efforts and performances since no performed action can be verified. Hence, no available
performance can prove to the stakeholders what Inditex accomplish with their care and repair,
which can lead to skepticism concerning the actual work Inditex claim to be doing.
The language and grammar can be implied as more objective and more strict based on that
they write about themselves in a third person, which gives a more objective writing and
harsher impression. The text available on their website tend to start sentences for example
with “Inditex believes” or “Inditex promotes”, which takes away the “we” feeling the
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stakeholder should perceive when reading about the sustainability work. The language and
writing does therefore not come across as candid but more informative in order to notify the
stakeholders, rather than communicating and giving an insight into the business.
Inditex have published a world map in which all of the countries whey have suppliers in and
numbers of how many workers or how many garment factories they buy from are disclosed to
readers (Inditex 2016c). This transparency contributes to an openness that stakeholders
appreciate and it creates a trustworthiness that is needed in order to create relationships with
consumers and other stakeholder.
What can be concluded regarding Inditex is that they have plenty of information on their
website about their sustainability work and they mention all the three benchmarks but they do
not write that much about all these performances, hence they have less information regarding
care and repair and more about packaging. The language Inditex use when writing about their
sustainability work is more strict and do not come across as personal, therefore it do not seem
as genuine as it does for H&M.

6.3 Patagonia
Patagonia is a sustainable oriented outdoor clothing company that was established in USA in
1973 and has around 60 stores and multiple dealers worldwide (Patagonia 2016a).
On Patagonia’s website a heading to their corporate responsibility can be found, which leads
to a page containing information regarding their corporate responsibility work and more indepth about environmental and social responsibility taken by the company (Patagonia 2016b).
Patagonia has six different headings for how they work in order to ensure working conditions
and how to produce products in a safe way (Patagonia 2016b).
”Everything we do has an impact on the planet. The first part of Patagonia’s mission
statement reads “Build the best product, cause no unnecessary harm … ,” but this goal is a
work in progress that will never be finished. We must know our impact, constantly question
our practices and keep pushing hard for better ways to do business.”
(Patagonia 2016c)
How Patagonia works with working conditions and protecting their workers throughout the
supply chain can be found first on their corporate responsibility page, which can be perceived
as the most urgent responsibility efforts. The responsibility taken concerning environmental
and social issues can therefore be seen as less prioritized based on the order and placement on
the website. Patagonia describes on their website how they have evolved as a responsible
company throughout the stages of the formation of the company. They highlight the
importance of how permeated corporate responsibility is in the company and the view they
have of the responsibility they engage in.
Patagonia has written about all of the three benchmarks previous described in this study and
furthermore they have extensive information concerning the usage of limited resources and
what position they take on selection of certain resources such as nuclear power (Patagonia
2016d).
”We reuse cardboard boxes, packing materials and manila envelopes over and over.”
(Patagonia 2016d)
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Patagonia describes that when is comes to care and repair are they working with how they can
teach their consumer how to fix and repair the products themselves, since it will reduce the
chance of them buying a new product and just dispose of the damaged one instead of
repairing it and to longer the durability of it (Patagonia 2016e). But how they teach the
consumers of what type of information they give them is not available in the given text, which
reduces the effect of the performance since Patagonia only mentions that this is something
they work with but no concrete action or detailed information on how they do it or what effect
it has led to.
What makes Patagonia a pioneer is that they have a special way of being transparent in the
entire supply chain, which is based on their Footprint Chronicles® (Patagonia 2016f).
“The Footprint Chronicles® examines Patagonia’s life and habits as a company. The goal is
to use transparency about our supply chain to help us reduce our adverse social and
environmental impacts – and on an industrial scale. We’ve been in business long enough to
know that when we can reduce or eliminate a harm, other businesses will be eager to follow
suit.”
(Patagonia 2016f)
This tool increases the transparency since it allows stakeholders to investigate the
sustainability of the company themselves, which can be seen as more credible than to only
read information produced by the company.
The language used when writing about the corporate responsibility is more designed to be
informative with an easy to read language that fits all and they often write “we” when
describing their actions they do. The usage of the word “we” creates a more genuine feeling
and it incorporates the stakeholder to feel included. Patagonia are quite detailed in their own
way to describe how they work with corporate responsibility and they are not shy when it
comes to their stand point on certain involvements or how they think corporate responsibility
should look like.
What makes the information on Patagonia’s website more personal is the way how they write
and the fact that the information is directed to everyone and it involves more detailed fact
about how they actually work and prioritez at Patagonia. It provides the reader with an insight
to how they advocates responsibility in every step of the way. This insight it what makes the
infromation available more genuine and trustworthy, since it leaves no room for interpretation
because they are transparent with everything and shows how permeated corporate
repsonsibility is in their business.
There is plently of infromation regaring Patagonia’s actions and claimed performances
communicated on their website. The difference between them and the rest of the companies in
this analysis is the fact that Patagonia mostly write about the benchmarks connected to a
certain product instead of displaying it on the sustainability oage on the website. They have
also developed a tool for mapping the sustainability of a product, which is a way of showing
their dedication to their sustainabiltiy work. Just a for the other companies have Patagonia
incorported their sustainabilty work in their business model and combined with the easy to
read lagnuage used when communicating their actions and performances makes it come
across as more genuine and credible.
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6.4 PVH
PVH is an American company with their roots back to late 19th century and can today be
classified as a one of the largest apparel company since they have acquired brands such as
Calvin Klein and Tommy Hilfiger and their stores can be found all around the world (PVH
2016d). Information regarding corporate responsibility can be found on the homepage and is
easy to find and navigate to.
“As a responsible global business, we are committed to addressing the social and
environmental challenges that matter most to PVH, our stakeholders and the apparel
industry. Doing the right thing is central to how we operate, and our business divisions unite
through a shared set of values – individuality, partnership, passion, integrity and
accountability.”
(PVH 2016a)
The focus on PVHs corporate responsibility page is how to preserve the environment,
empowering people and to support communities and these areas are the main focus in their
corporate responsibility strategy (PVH 2016a). When reviewing the corporate responsibility
page further information can be found since each focus area has a lot of information available
and they also refer to the sustainability report for additional information.
PVH communicates their care and repair to the consumer by inspiring consumer to use the
products in a more efficient way, which this quote from the website describes: “We also
aspire to make a positive impact through our interface with wholesale customers and
consumers to encourage more efficient product use.” (PVH 2016e). On their website, it can
be discerned how they work with their packaging and how much of their shopping bags that
are recycled as well as their goals (PVH 2016c). The effort regarding packaging is therefore
quit detailed since numbers of recycled packaging is available, which provides the reader with
a clear view of the actual performance.
Considering transportation are PVH open with the impact they might have on third parties and
how they work around this, which can be understood with this quote: “Seek to minimize our
environmental impact in transportation by including environmental considerations in our
transportation decisions. This involves encouraging our third-party transportation providers
to participate in organizations and in programs that seek to improve transportation
management with regard to air quality, energy efficiency and other environmental impacts.”
(PVH 2016b). PVH are transparent with their efforts and the difficulties that might occur in
their situation, but their performance is not clear since numbers or exact actions taken have
not been communicated.
An overall impression that can be drawn is that PVH strives to be transparent with their
corporate responsibility work and the available information is written to the intended reader,
which shows that they value the stakeholder’s impression when reading the information.
“Our efforts have been recognized by Corporate Responsibility Magazine, which has ranked
PVH as one of the top 100 "Best Corporate Citizens" for six years in a row.”
(PVH 2016a)
This quote is available on PVH website and after reviewing Corporate Responsibility
Magazines website can if be found that the magazine provided the industry with one of
America’s leading ranking list and the magazine frequently analyze business practices, case
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studies as well as trends in corporate responsibility (CR 2016a). This ranking of best
corporate citizen list have been published by the magazine for 17 years and the ranking is
based on available information provided by the companies themselves (CR 2016b). The
methodology used for the ranking is available and the focus is mainly on the following
sections: performance, policy and disclosure, which should include if the company discloses
information about the actual performances, if they have policies for employees and if they
disclose information (CR 2016c). This methodology is quit similar to the one in this thesis,
since both rely in the available information from the companies, which overall gives a
transparency impression to the stakeholder. The year PVH refers to cannot be understood
since they do not explicitly write the year, and a further analyze of this ranking will be done in
the final analyze section.
The language used when communicating their corporate responsibility is easy to read and
understand since the grammar is adapted to the intended reader and gives the impression of
comprehensible information. PVH frequently use the word “we” when writing about the
responsibility, which gives a genuine impression and does not come across as too objective
and rigid.
PVH have a well developed CSR communication on their website and they have detailed
information about their actions and performances concerning packaging, which is more
explained in details than the rest of the companies in the analysis. PVH strives to come across
as credible and are therefore transparent regarding their ranking on a sustainability list,
however this list is not applicable to companies outside the United States of America and
therefore harder to compare to the other companies in the discourse analysis. The language
they use when writing about their actions and performances is easy to read and understand but
they do not have as much information available as for H&M.

6.5 Salomon
Salomon was founded in 1947 in France and has after the establishment been sold to first
Adidas and then to Amer Sports in 2005 (Amer Sports 2016e). Salomon has since its origin
expanded to 51 stores in 14 countries worldwide (Amer Sports 2016f). Information regarding
Salomon’s sustainability work can be found on the responsibility page concerning the entire
Amer Sports Group and the main areas in their sustainability work are environmental and
social issues (Amer Sports 2016d).
“Amer Sports implements its business strategy in an ethically, socially and environmentally
responsible manner and ensures that its products are innovative and safe while providing a
safe and healthy work environment. We are committed to continuous improvements in our
performance.”
(Amer Sports 2016d)
When further researching the environmental responsibility page can additional headings be
found, and these concerns amongst other product and distribution with more depth in the
given information (Amer Sports 2016c). The amount of information about responsibility can
be considered to be minor, since each heading for the responsibility areas sometimes only
contains a couple of sentences with information.
The given information regarding transportation and packaging can be found together and the
following quote refers to the entire available information regarding these two benchmarks
44

“Our objective is to optimize the transportation routes and methods as well as loading
containers more efficiently to achieve cost savings and carbon emission reductions. We also
seek ways to reduce packaging material usage and the carbon emissions of our distribution
centers.” (Amer Sports 2016a). This available information is, according to me, not
comprehensive or indicates the performance or effort taken by the company. It could be
argued that the information lacks the depth and quality in order to provide the reader with
knowledge and understanding of how Salomon works with both transportation and packaging
in their sustainability work.
Concerning care and repair can this be found in a less clear location on the website, since they
refer to it in the section regarding information frequently asked questions. Amer Sports
mentions care and repair as a way to lengthen the period of use and how proper care and
cleaning is a sustainable way to ensure the durability of the product (Amer Sports 2016b).
More detailed information about efforts and performance can not be found and Amer Sports
do not open or fully describe how they communicate care and repair to their consumers in
order to lengthen the use of the product.
What can be analyzed concerning the three benchmarks is that Salomon and the Amer Sports
Group, that primarily communicates the responsibility work, do not consistently write their
efforts and performances, which makes it harder as a reader to understand what they actually
do and what effect their sustainability work has. The transparency is not overly obvious
regarding the communication, since the performance or actions are not available and the given
information is not detailed.
The language and grammar used is easy to read but the tend to be formal in the words used
when referring to themselves. Amer Sports and Salomon refers to themselves as “Amber
Sports”, which makes the language more rigid and not personal. They sometimes write “we”
but that is more often used when writing about the company’s values and not that usual when
referring to the responsibility work. The language together with the lacking of depth in
content can give an insubstantial impression. Nevertheless, the language and content can be a
bit stiff but I do not perceive the information as marketing but more as informative for the
stakeholders.
What can be confusing when reading the information on Amer Sports website is the fact that
it is hard to make out what information is connected to Salomon and what is to Amer Sport
overall or the other companies that is included in the group. Sometimes is the information
divided between the companies in the group and other times is the information attached to
Amer Sports. This is a bit confusing since some sections on the website has more information
regarding some of the companies in the group and similar information is not available for
other companies or for the entire group.
Salomon is trickier to analyze since they do not have any information regarding their
sustainability work or their claimed performances on their own website, but it can be found on
the owners website. This can be confusing especially when they combine the information
regarding all of their companies and sometimes it is difficult to separate the available
information to only apply to Salomon. The information is not as detailed as for the rest of the
companies and the language used is strict and not as easy to connect to and therefore seems
more informative then genuine.
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7

Conclusion

The conclusion of this study based on the fulfillment of the purpose and answer to research
question will be presented in this chapter.
The quality criteria judged in the discourse analysis concerns if I, the author of this thesis, can
from the available information on the companies website see if the given sustainability
information is transparent and contains information displaying the actual efforts and
performances taken by the company. Furthermore have the language and the grammar used
for the sustainability information been analyzed based on what type of language they use and
how easy or difficult it is to read. The individual analysis on the five companies provides an
overview of the judged quality and strives to be comparable in order to judge the companies
based on the same criteria and available information.
As mentioned in the section regarding PVH, the company refers to a ranking of the 100 best
corporate citizen published by the Corporate Responsibility Magazine (CR 2016c). This
ranking has been published for 17 years and PVH published that they have been on this list
for six years in a row, though no information regarding what years they refer to is available.
Therefore have I analyzed this magazine and their used methodology for the ranking as well
as reviewed the list of companies in order to see whether PVH is available on the list, as they
mentioned on their website, and they are mentioned on the list. Further, I have looked if
H&M, Inditex, Patagonia and Salomon are ranked on this list as well. This could provide
additional analyses since the magazine has based the ranking on a similar methodology as this
thesis have. That could therefore provide this thesis with further depth, based on the reliability
of the used methodology. What can be found in the CEO’s letter on the website of CR
Magazine is that they base the ranking on the Russell 1000 Index, which is an index
consisting of American companies (CR 2014). Hence, there only being American companies
on the 100 best corporate citizen list. This is nothing that is being disclosed on PVH website,
which I found to be a bit misleading since reading it makes you believe that they are one of
the 100 best companies in the world, which obviously is not the case here.
How much information do the companies have available on their website?
The companies analyzed have all plenty of information available on their website concerning
their sustainability work, but the there are two companies that I think strikes to have more
information than the other and those are H&M and Inditex. The amount of information those
two companies have are both more concerning the amount but also more information
regarding different fields in their sustainability work. Patagonia, for example, has more focus
on their products and how they work at their offices in order to be sustainable. Salomon does
not have any in depth information concerning sustainability work on their website and
therefore refers to Amer Sports, which owns Salomon but also other outdoor companies.
There is a lot of information available but all information does not concern Salomon, which
makes it difficult to distinguish between the companies. PVH have plenty of information
available on their website, though it is mostly divided into three different areas, which makes
the available information more narrow compared to what H&M and Inditex communicates.
Do they present their sustainability efforts?
What I mean by sustainability efforts is the current actions regarding sustainability taken by
the company, which can demonstrate how and what they do when referring to sustainability.
This can be seen as a way to be transparent with their work since it enables the reader to know
what efforts the company prioritizes within sustainability. It contributes to a deeper
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knowledge with the meaning of sustainability work and increases the trustworthiness to the
available information since actions is something that can be described as more concrete. The
efforts that have been the main focus in this analyze are the three benchmarks: care and repair,
packaging and transportation. The companies that I think have disclosed what efforts they
have regarding these benchmarks are H&M, Inditex, Patagonia and PVH. These companies
describe how they work with the chosen benchmarks and actions taken. Salomon are not
comprehensive enough with their information regarding efforts since they do not show what
and how they work with each benchmark and therefore is not included as a company that
describes their sustainability efforts as detailed as I think is needed in order to be perceived as
transparent towards stakeholders.
Do they present their sustainability performances?
I have looked at the available information in order to see if the companies present their
performances regarding care and repair, packaging and transportation. The performance
should contain information about the result from the presented efforts in order to judge the
outcome, which can lead to a better understanding and a sign of transparency. I believe that
all the companies except Patagonia are writing about the performances in some way that gives
the stakeholder a perception of the outcome of the efforts. Patagonia are very open about their
sustainability work but the result of the work regarding the three benchmarks are not as clear
as for the rest of the companies, but The Footprint Chronicles contains information that could
complement the rest of the available information. The availability of the performance could
give an indication of how good they are at certain benchmark, which would enable a
comparison to the information at SAC. The information from the self-assessed tool in SAC
shows that the companies are good at working with transportation in their sustainability work
and they are less good at care and repair as well as packaging. The companies in this analysis
writes almost the same amount of information about the three benchmarks, which shows that
they do not communicate more about what they are good at compared to what benchmark
they have a worse result in. It can therefore be argued that the chattiest companies in this
thesis communicated both what they are good at and what they are less good at, which shows
that they are consistent as well with their efforts and performances. Hence, this result is
mainly concerning the chattiest companies and not the entire sample in thesis.
Are there any similarities in the communicated information?
The similarities observed are that they all have their sustainability reports on their websites
and some kind of partnership or initiative is shown on their websites. An obvious similarity is
that all of the five companies have information about their sustainability report on their
website and it is easy to navigate in order to find it, which shows that they want the
information available to people who wants to read it. The companies also have a lot of
information available and they all tend to have pictures or images in order to ease the reading.
The engagement towards sustainability is something that the companies have in common, as a
reader I could easily see that the companies are in the forefront of sustainability and that it is
something that they want to show to others. This because I observed that the companies have
a lot of information and other engagement on their website and this can display they time and
efforts they have put into it.
Additional similarity amongst the companies is that they all have incorporated CSR in their
business model, indicated in the quotes on each company. This can be argued as a good way
to show the dedication towards CSR and how the companies want to merge CSR with their
core business. Even though it is just communicated words on their website can it be viewed as
more credible since they argue to be considering sustainability in their business model and
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vision for the company. They operate and work strategic based on their sustainability concept
and they want sustainability to permeate the company. When including CSR in the business
model and strategy is sends a message towards stakeholders that the companies are viewing it
as an important area and that they consider it to so important that they raise it at the highest
level in the company. I think that this shows a dedication and how important they all consider
it to be and it can be a credible way to see if a company actually prioritizes CSR.
Are there any differences in the communicated information?
The observed differences in the communicated information is mainly that Patagonia differs
from the rest because Patagonia have a greater focus on their products and how they are
connected to sustainability. The direction of the presented sustainability information therefore
differs, which can show what the companies prioritize. When I was going through the
companies’ websites I noticed that H&M and Inditex had a bit more information and the
information was also wider in more areas than the others had.
Do they use the same kind of language and grammar when presenting their
sustainability information?
The language and grammar used when presenting the sustainability information was easy to
read overall but differed in the choice of words when referring to themselves. H&M,
Patagonia and PVH all use the word “we” when writing about their sustainability work, which
makes it more personal and do not come across as too informative or commercial. The
impression feels more genuine and creates a relationship with the reader since they feel more
involved. Inditex and Salomon are more strict and impersonal in their choice of words when
referring to themselves because they use their company name when writing about their work,
which is not as personal as using the word “we”. I think that when a company referrers to
themselves as “we” makes it more easy to read and I get a genuine feeling and trustworthiness
because the company do not seem as rigid as it could be. When looking at Inditex and
Salomon’s website it seems a bit strict and too informative, it therefore come across as more
required information than to enlighten stakeholders who want to know more about their
sustainability work.
The theoretical framework as well as the content analysis presented in this study displays that
there might be an incentive for companies to present their sustainability work, both effort and
performances, in a way that makes them look good from the outside. The institutional theory,
more specific isomorphism, could be an explanation for the similarities among the companies
(DiMaggio & Powell 1983). There is a tendency for similarities in a many parts and mainly in
the accessibility of the information, which promotes the idea of reaching stakeholders. This
mimetic behavior is shown in the developed sustainability communication and in the way the
companies present their information and the amount of it. The legitimacy that the companies
want to portray can also be a reason for the similarities and the quality of the CSR information
(Chauvey et al 2015). Since the companies are considered to be in the forefront of CSR then
they have a lot to live up to as well as it can be connected to the brand image they want to and
need to reflect (Gosh et al 2013; Keller 2009). Transparency is something that all of the
companies’ advocates since they all have sustainably information available to stakeholders
and it contributes to the portraying of a responsible company (Coombs & Holladay 2013).
Delmas and Burbano (2011) discussed that greenwashing happens when a company may
manipulate or mislead stakeholders regarding their sustainability work in order to be
portrayed as responsible. This is something that could be applied to these five companies in
the discourse analysis, however the detailed information and amount of it makes it
trustworthy. Even though it does not come across as greenwashing it can still be a way of
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manipulating stakeholders in order to focus on what they do good and not the actual problem
that has lead to their CSR work. It can be a way of disguising the bad impact they have on the
environment and therefore affect the portraying of the company.
The purpose of this study was to investigate how apparel and footwear companies
communicate their CSR efforts and further precisely maps and analyzes how they
communicate it in comparison to their claimed CSR performance. Derived from the analysis
in this thesis and the result I have contained a better understanding of how apparel and
footwear companies communicate their CSR efforts and how consistent they are with their
self-assessed performances.
An observation that can be drawn is that the primary channel of communicating CSR for the
apparel and footwear companies in the sample is through the corporate website, since a
majority of the sample communicates throughout this channel. It can further be concluded that
the sustainability report is the second most used communication channel. What additionally
can be concluded is that normally two are channels used when communicating CSR.
Furthermore there is an indication that there are differences in communication channels for
retailers and brands. It also can be concluded that there are few apparel and footwear
companies that communicates all three performances in one communication channel.
Nevertheless, it can be established that there are only a few companies that communicates all
three performances in more than one communication channel.
Regarding the self-assessment tool there exist an indication that companies communicate
more repeatedly what they are good at rather then what they actually do concerning their
performances. This since the performances with a higher self-assessed score tends to be
communicated more frequently amongst the apparel and footwear companies than the
performances with lower scores. It is possible that there is something between these
performances, because if they communicate a lot regarding one performance it can also show
that they do a lot regarding another performance. There are indications that there exists
something between the performances that can affect how frequently they communicate them.
The result and analysis regarding the discourse analysis show that the chattiest companies in
SAC communicate quality in their sustainability information. The way they all incorporate
CSR in their business model is also a way of showing dedication and perhaps even quality in
their sustainability work. Further they communicate their efforts in the same way regardless
of their performance in the Higg Index. This shows that even though the companies have a
lower performance in care and repair and packaging they still communicate it as much as they
do with transportation, in which they have a higher performance. Therefore it can be said that
the companies communicate their efforts unrelatedly to their self-assessed performance.
However, this result can not be applied to all companies in SAC since these five in the
analysis is seen as the chattiest and I think they can be potentially seen as best practice in this
area.
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8

Discussion

The discussion of the obtained result and the analysis of this study will be presented below.
The contribution of this study will be presented and the chapter will end with an analysis of
future research, which demonstrates the limitations of this thesis and how it can contribute to
future research within the restrictions.
To summarize, this study have presented how apparel and footwear companies in SAC
communicate their CSR efforts and performances also how the five chattiest companies
present their efforts in comparison to their self-assessed performances. Furthermore, this
study has displayed the frequency of sustainability communication amongst apparel and
footwear companies in SAC, which also have contributed to a greater understanding of the
primarily used communication channels.
As mentioned in the conclusion this study has shed a light on how companies that are
considered to be in the forefront of CSR communicate their CSR efforts as well as the
comparison to the self-assessed information. Because the study has detected a potential gap
regarding the communicated efforts and performances amongst companies as well as a welldeveloped way of communicating CSR amongst the chattiest companies can this lead to a
contribution greater than just the result of the study.

8.1 Contribution
The contribution of this study can be divided into four parts, the contribution to the society,
empirical contribution, contribution to the industry and the methodological contribution. The
first contribution regarding the society is in form of the insight into how often apparel and
footwear companies communicate their CSR efforts in comparison to the CSR performance.
This is an insight that has been overshadowed by skepticism and questioning from
stakeholders since the communicated information from companies have lacked the credibility
and trustworthiness since it is portrayed as greenwashing. The contribution to the society can
be shown through that everybody that acts in the society can contribute from this study
because many are affected by the apparel and footwear industry. It is a recurrent topic in
media and the entire society has become more aware, which makes this study even more
important to the society at large. For the government can it contribute to a increased
understanding of how apparel and footwear companies work with their CSR, partly because it
shows what the companies are good at and also if there is room for improvement. The
government can therefore benefit from this study since it can display if there is some sort of
incitement needed or if they should introduce subsidies or contributions in order to change a
certain behavior and influence companies to put more resources into parts that have
development potential. This study is also important for consumers, since they are more aware
and they want to know what the apparel and footwear companies do regarding their CSR. It
can also contribute to the owners and shareholders, since they may have a preference
concerning the CSR work and therefore one must reach out to them.
The empirical contribution is the uniqueness of the collected data since it contains an
overview of the channels used when communicating CSR. It can now be concluded what
communication channel apparel and footwear companies primarily uses when communicating
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their CSR efforts. The frequency and how many channels they use, are as well empirical
contributions. The study has contributed to an increased knowledge in information that has
previously been unseen by the society, and the Higg Index have contributed to the comparison
concerning communicated CSR efforts and CSR performance. This is an area that has not
been researched before. This data has not been collected previously, hence the exclusivity and
usefulness of the data, both now and in the future.
Further, the contribution to the industry can be described as guidance on how to communicate
CSR efforts in order to follow the companies that are considered forefront in CSR. The study
have contributed to an insight on how apparel and footwear companies communicate CSR,
which is a current topic in the industry since the increased awareness amongst stakeholders
leads to higher demands on corporate responsibility. The contribution to the industry can be
that it is interesting to know how competitors communicate their CSR efforts and also to
know were to improve in order to create competitive advantages on the market. The industry
can gain access to what performances to improve or how to niche their CSR work towards
their competitors. The study contributes to the companies in the industry and it can lead to
development in areas in which improvement is needed. The discourse analysis of the five
chattiest companies in SAC have mainly contributed to a best practice since they all have
communication that can be portrayed as trustworthy and it is quality instead of only
frequency.
The methodological contribution is in the usage of indicators when performing a content
analysis. The indicators have been adapted to fit the apparel and footwear industry and to
measure what intended to be measured aligned with the purpose. The development of an
already established method, which the content analysis can be defined as, with a modification
to include indicators to specific to the apparel and footwear industry in order to detect if they
are communicated by the sample, is a methodological contribution. This since it has been
adapted to the apparel and footwear industry and can be used by other researchers when
studying CSR communication and CSR performance. The mixed method approach in this
study is a new way of combining a content and discourse analysis in order to map as well as
analyze how the companies communicate their CSR efforts. Prior research has only used a
content analysis, which has not lead to a deeper knowledge in what the companies
communicate hence the mixed method in this study.

8.2 Limitations
The limitations of this study contains mainly of four parts. The first are the methodological
limitations, which relates to the chosen sample, choice of communication channels as well as
the chosen performances. Concerning the chosen sample for the study, which can be
expressed as the forefront in CSR, hence it reduces the ability of generalization. This because
apparel and footwear companies that are not in SAC may not have the same developed
strategy regarding CSR, therefore can the findings in this study be problematic to apply to
companies that do not have the same commitment to CSR as the sample in this study.
Regarding the chosen communication channels for the study, which includes website, annual
financial report and non-financial report. There exists other communication channels than the
chosen ones in this study, such as media, communication in store and on products that could
have lead to another result in the study. Nevertheless have the three chosen channels for this
study been described as the most commonly used channels when communicating CSR,
therefore have these been prioritized in order to fulfill the purpose of the study.
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The chosen performances available for the Higg Index have been based on self-assessed
information by the companies in the coalition, but the information have not been filled in by
all companies and therefore can the benchmarks have been affected by the low number of
participants. Therefore have benchmarks for two years been included in the study, in order to
decrease the effect of that the benchmarks do not reflect the entire sample. Consequently,
future studies are recommended on a larger scale and to include more benchmarks, preferably
companies that are not in the forefront of CSR, in order to allow a generalization and a
comparison. There may be some incitement to fill in the self-assessed information in order to
appear in a better light, since the information in the Higg Index is not yet validated.
The validity in the methodology can be affected by the selection of words when performing
the content analysis. This because companies might not use exactly the same words when they
communicate their CSR efforts and performances and therefore not captured in the collection
of data. This is a limitation that has to be considered since it may increase the validity of the
study.
The second observed limitation concerns the theoretical limitation. There are other theories
that could explain the usage of communicating CSR and what channels to communicate
through, but there are no dedicated or concrete theories that only refer to CSR. Hence, have
theories regarding corporate governance, brand image, consumer loyalty and greenwashing
been the most suitable theories in order to accomplish the purpose of this study. Psychological
theories could be applied when learning how people perceive words and CSR on a deeper
level. In order to explain and analyze the obtained data and result have the chosen theoretical
framework been the most suitable for the purpose of this study.
The way the obtained empirical data have been presented and analyzed have also been a
limitation to this study. Using frequencies have been the most suitable way to present the data,
since it is align with the purpose of mapping and analyzing how apparel and footwear
companies communicate their CSR efforts in comparison to their CSR performance. There are
other ways of viewing the result and analyzing, such as through statistical tests, but for the
pronounced purpose of this study have the obtained data been presented in the most
appropriate way.

8.3

Future Research

This study have exhibited different factors and possibilities that due to the purpose have not
been included in this research, hence there are opportunities for future research on this area.
The conclusion of the study demonstrated that there could exist a tendency for a gap between
the communicated CSR efforts and the CSR performances based on the self-assessed
information by the companies. This possibility of a gap has not been statistically proven,
which is an incentive for future research to test through different statistical analyses.
Additional opportunities are to immerse in the sample into what differences and similarities
there are regarding countries connected to their CSR performances and communication
channels. What additionally have been observed in this study is that the CSR efforts have a
tendency to differ between European and American companies; hence an analysis based on
this could shed a light on differences based on governmental rules as well as corporate
culture. This would be interesting to analyze further because I found that European companies
have a tendency to focus more on the environmental part of the sustainability work compared
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to the American companies that have a greater focus on the social responsibility regarding
communities and employees.
An additional topic for future research could be to develop a template or standard for
communication in SAC, which could help companies reach their full potential when
communicating as well as closing the possible gap that leads to skepticism by the
stakeholders.
The study reflects a snapshot for a specific time period and the result can therefore change
over time. Nevertheless can this study contribute to a unique insight into the current situation
of how apparel and footwear companies communicate their CSR efforts and with future
research can this time period of the result be developed into a longitudinal study to see the
differences between the years. It has given the research area an insight and snapshot of how
companies use their CSR communication and by using this data and redo the study again but
include a greater time period could this lead to an understanding of how it changes over time.
The study could also contain an analysis of how much the sample communicates the chosen
performances, and not only if they are communicated as in this study. This would be an
interesting further research because it could detect trends or how the communication
regarding sustainability has changed over time.
This study is a starting point that has opened up the research area of CSR communication and
CSR performance and it has contributed to a foundation to future research within this research
area.
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Appendix 1
Data collection: the communication channels for the sample regarding CSR efforts
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Appendix 1.1
Data collection: care and repair performance in communication channels

62

Appendix 1.2
Data collection: packaging performance in communication channels
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Appendix 1.3
Data collection: transportation performance in communication channels
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