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Abstract 

 

Authors  Amanda Malmberg, Petter Hallberger 

Tutor  Krister Jönsson 

Examiner  Åsa Devine 

 

Title  How Corporate Social Responsibility affect brand image 

– a qualitative study 

 

Background The market together with the demands on companies are  

ever-changing and it has for long been a growing trend for 

companies to work in a responsible way towards its 

society, Corporate Social Responsibility (CSR). CSR  

gives the opportunity of improving a company‟s brand 

image, but it has yet to been explored which dimensions 

of the well known- and cited CSR pyramid, that affect  

brand image among consumers.  

 

Purpose To explore how consumers brand image of companies are 

affected by companies‟ CSR activities. 

 

Methodology The thesis was conducted by a qualitative case study, 

through focus groups.  

  

Conclusion To be able to gain brand image from the work of CSR, 

companies have to work above the line of what is 

expected by society‟s consumers. The economic and legal 

dimensions have to be fulfilled, but they do not 

independently create a strong brand image. Philanthropic, 

and partially ethical CSR activities however, provide the 

possibility of a strengthened brand image. 

 

Key words  CSR, Corporate Social Responsibility, Corporate 

Sustainability, Brand image, Sustainable strategic 

advantage, Business strategy. 
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1 Introduction 

The introduction chapter aims to introduce the reader to the topic of Corporate Social 

Responsibility and brand image. It includes background information, which is then 

problematized to uncover the practical and theoretical relevance of the thesis. At last, 

the purpose, research question and delimitation is presented. 

 

1.1 Background 

When it comes to doing business, the environment is ever changing (Baisya, 2010; 

Borglund et.al, 2009; Popoli, 2011). Baisya (2010) argues that this includes the market, 

the technology, the behavior of buyers and socio-political conditions in it. To survive on 

a market requires that companies involve in business strategy to be able to cope with the 

changes (Baisya, 2010). Strategy management is about developing a successful business 

strategy, which benefits the attractiveness and profitability on the market. It is important 

to understand the weaknesses and opportunities on the market and implement it in the 

business strategy and the business‟ core values in order to locate a strategically position 

where the company successfully can compete (Burke & Logsdon, 1996). 

 

The customers have expectations on a company‟s visible components of the marketing 

mix such as the total offering of products, services, price and promotion but they also 

have expectations, either explicit or implicit which concerns the value system. The 

value system includes both economical and social values (Popoli, 2011), which means 

that it is no longer optional for companies to take responsibility for the society (Grant 

Thornton, 2014; Blombäck & Scamdelius, 2013; Borglund et al. 2009). This requires 

companies to work efficiently and actively with Corporate Social Responsibility, (from 

hereon referred to as CSR) which according to Mallenbaker (2014) is about “how 

companies manage the business processes to produce an overall positive impact on 

society”. The definition above describes how companies commit to society by working 

actively for sustainable economic development. They are also improving the quality of 

life for employees, the local community and society (Mallenbaker, 2014), through the 

use of the four different dimensions; economic, legal, ethical and philanthropic, which 

are founded by Carroll‟s (1991) studies. Except for the pressure from consumers for the 

company to act responsibly towards society, Porter and Kramer (2006) also highlight 
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how companies can obtain competitive advantages through CSR. Although, Popoli 

(2011) describes how there is a link between a company‟s business strategy, core 

values, CSR-strategy and the company‟s competitive advantage on the market. This 

implies that the company has to integrate the four dimensions of CSR with each other 

(Carroll, 1991). Doing so while merging the CSR strategy in the overall business 

strategy, which revolves around the corporation‟s core values, to be able to benefit from 

it in form of competitive advantages (Calabrese, et.al, 2013: Porter & Kramer, 2006). 

To focus on these social values could, according to Porter and Kramer (2006) build a 

better brand image through improved attitudes among customers. 

 

While companies consider a variety of product-related brand features, such as better 

quality, more modern design and other features that make the brand stronger, they must 

also incorporate CSR, which is increasingly becoming a core component of the brand 

(Werther & Chandler, 2005). CSR becomes therefore as important as all the other brand 

characteristics (Ibid.). In recent years, CSR has gradually come to be regarded as a good 

strategic marketing tool and consumers are demanding something more than a high-

quality product at a low price from companies  (He & Lai, 2012). Consumers have 

proven to reward responsible companies and buy from them when they compare 

equivalent products (He & Lai, 2012), and CSR could therefore be a tool for building a 

better brand image and associate the brand with positive customer attitudes, which is a 

source of competitive advantage (Porter & Kramer, 2006). 

 

Brand image is an important immaterial resource, which distinguish the brand from the 

competition (Popoli, 2011). The concept can have several different meanings but the 

foundation of the brand image is about identifying a product, give it personality, and 

influence consumer perceptions (Keegan et al., 1994). If the CSR activity is considered 

well executed and concerns the legal dimension, it improves the functional part of the 

brand image, such as for products and physical matters, while ethical dimension of CSR 

improves the symbolic part of the brand image (He & Lai, 2012). 

 

1.2 Problem discussion 

It is hard to establish exactly how far the responsibility of one single company goes 

(Martinuzzi & Krumay, 2013), thus the government, activists and the media have 
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increased the pressure on corporations and made them financially responsible for their 

operations (Borglund et.al, 2009). There are organizations ranking the corporations due 

to how well they are dealing with CSR (Porter & Kramer, 2006: Borglund et.al, 2009). 

This results in published lists of how well various organizations perform in their CSR 

strategies, which has lead to an incitement for companies to prioritize the strategic work 

with CSR (Kraus & Brtitzelmaier. 2012; Porter & Kramer, 2006), in order to fulfill the 

implicit obligations society has on them, in terms of moral, ethics and philanthropic 

behaviour (Martinuzzi & Krumay, 2013). Dawkins and Lewis (2003) point out that 

more than half of consumers base their impression of a company on whether it feels 

responsible towards its society or not. However, it is a subtle balance between which 

social issue that corporations can identify as an opportunity for a successful CSR 

strategy and which social issues that is more appropriate for the society to deal with 

(Martinuzzi et al, 2013, Saraf et al, 2012). 

 

Bhattacharyya (2010) claims that it is important for companies to provide a coherent 

business picture to the market in order to be able to use CSR as a competitive 

advantage. All the parts of the organization should contribute to achieving the 

company's mission and vision. All CSR activities that are not in line with the company‟s 

mission and vision should be eliminated due to the risk of giving a fragmented brand 

image of their business (Bhattacharyya, 2010). 

 

Porter and Kramer (2006) illuminates that if a company fails to base their CSR on their 

core values, it might be a disadvantage for them, as it would be a waste of resources that 

could have been spent on other activities. Accordingly, companies should aim to obtain 

competitive advantages in the area of brand image through the use of CSR, but in 

particular they should focus on not getting a strategic disadvantage through their lack of 

or inappropriate CSR strategy. If a company ignores to integrate the CSR activities in 

their business strategy, they lose the opportunity to competitive advantage and take a 

part of the incitement of strengthening the brand (Ibid.) 

 

In 2012, when He and Lai did their research on however, and in what way, the legal and 

ethical dimensions affected consumers brand image of a company, they excluded the 

economical and philanthropic dimensions. Carroll (1991) pointed out the importance of 

working with the four dimensions together, for the company to have a complete CSR 
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strategy. This is also highlighted by Maignan and Furrell (2001), who meant that each 

of the four dimensions should be studied to be able to evaluate how customers perceive 

each of them. Otherwise, it could be misleading and insufficient (Maignan & Furrell, 

2001). The growing interest of CSR started to boom after the new millennium and kept 

on growing since then (Mohan, 2009) and customers are more aware of the market now 

compared to only twenty years back in time (Neuborne & Kerwin, 1999), when 

Carroll‟s (1991) pyramid model of CSR was founded, an erstwhile expectation of that 

time was to “not damage the environment”. Those expectations changed over time, and 

today a more suitable expectation in the same context would be to “improve the 

conditions of the environment”. The customers have changed their expectations on 

corporations (Popoli, 2011), which might make the study of how these four dimensions 

stands up together today relevant. Also, the American professor Carroll‟s (1991) CSR 

pyramid may be affected by a privatized health insurance policy, where the general rule 

is that companies do not pay any insurance for their employees (NE, 2014). Sweden is 

an exceptional case, due to the fact that the government provides these types of 

insurances (Regeringen, 2014) that in other countries are seen as an economic 

dimension of CSR (Carroll, 1991). For this reason it could be of interest to find out how 

Swedish consumers value the different dimensions of CSR and how they affect the 

brand image of companies. 

 

1.3 Purpose 

To explore how consumers brand image of companies are affected by companies‟ CSR 

activities. 

 

1.4 Research question 

In what dimension of CSR do companies have the opportunity to improve their brand 

image?  

 

1.5 Delimitation  

In the study field of CSR, researchers have presented different theories concerning 

CSR. This paper is based on Carroll (1991) CSR model which contains four dimensions 

of CSR, even though other authors contribution about the theory has been involved. 
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2 Theory 

The theoretical framework is designed to partially shed light on how the two main 

concepts, CSR and brand image, are described and operate individually, and also to 

explain the research done about the two of them combined. This combination, the 

literature review, will later be used in the analysis to be compared with the empirical 

research.  

 

 

2.1 Corporate Social Responsibility – definition of concept 

The role of a corporation has always been a controversial subject, especially nowadays 

when western societies are demanding corporations to take bigger responsibility (Porter 

& Kramer, 2011). Porter and Kramer (2011) highlight the enhanced competitiveness of 

a company and the health of the community around it as closely intertwined, they 

advocates companies to work for shared value between the corporations and society 

which benefits them both in the context of innovation and growth. In academic contexts 

and business environments, hundreds of concepts and definitions have been proposed to 

referring to a more ethical and sustainable way of doing business and work for shared 

value (Kraus & Brtitzelmaier. 2012: Marrewijk, 2003). The concept CSR is well 

supported in the knowledge field, and serves as an umbrella term, but the term is 

sometimes used interchangeably with terms like Corporate Sustainability, Corporate 

Responsibility, Corporate Citizenship, Sustainable Development, Corporate Citizenship, 

Sustainable Entrepreneurship or Business Ethics (Kraus & Brtitzelmaier. 2012: 

Marrewijk, 2003). 

 

However, comprehensive and commonly accepted definitions of these terms have not 

yet been found (Kraus & Brtitzelmaier. 2012; Marrewijk, 2003). Marrewijk (2003) 

argues that one reason for the difficulty in defining CSR might be that various 

management disciplines like management, marketing, communication, finance, Human 

Resources and reporting find that CSR fit their purposes and that they all have a 

different approach on the specific situation and challenges which makes the concepts 

and definitions often biased towards specific interests. 
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Borglund et.al (2009) describes in simple terms CSR as taking responsibility for 

relevant trust issues, which is relevant for the organization‟s most important 

stakeholders, like employees, customers, suppliers and communities. The responsibility 

for a corporation means to identify what it is responsible for and act in an exemplary 

manner (Ibid.). Corporate social responsibility is a term of many definitions (Kraus & 

Brtitzelmaier, 2012; Freeman, 1984), but Davis (1973) offers one well cited, as follows: 

“Consideration of, and response to, issues beyond the narrow economic, technical, and 

legal requirements of the firm to accomplish social benefits along with the traditional 

economic gains which the firm seeks.”  

 

The definition above describes how companies commits to society by working actively 

for sustainable economic development and improving the quality of life for employees, 

the local community and society (Mallenbaker, 2014) Businesses once used CSR for the 

sole purpose of fulfilling their ethical responsibilities towards their external 

environment but as for now, it is a method of gaining competitive advantage (Porter & 

Kramer, 2006). Kraus and Brtitzelmaier ( 2012) made a large comparison of how the 

CSR concept has been defined and changed over time and stresses that a single 

theoretical definition is not expected to be agreed on in the near future. 

 

2.2 Carroll‟s CSR Pyramid 

Carroll‟s (1991) study is focusing on the company part of the shared value and 

highlighted the importance and meaning of corporate social responsibility. He created a 

four-dimensional pyramid, which form a theoretical platform for CSR and its building 

blocks. Carroll‟s work and division is the most lasting and widely cited (Crane & 

Matten, 2004). Reasons for this could be its simplicity and that it has been empirically 

tested, and supported by the findings (Visser, 2005). The main idea of the pyramid is 

about how a corporation has to work with all four dimensions of CSR in order to be 

fully recognized and accepted in their strategic work with CSR. Examples of CSR could 

be to improve working conditions, to sell safer products to the market, reduce emissions 

and reviewing energy consumption, enhance diversity and equality for the many people 

(Borglund et.al. 2009). Carroll (1991) states that all the dimensions in the pyramid have 
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to be involved to reach this point of acceptance. The four responsibilities that form CSR 

are from the bottom to the top: economic, legal, ethical and philanthropic 

responsibilities, which are presented in below explained figure.  

 

Figure 1: Carroll’s CSR pyramid 

 

 

(Carroll, 1991) 

 

 

2.2.1 The economic responsibility 

Historically, the economical responsibility for a corporation has been to make a profit 

which support employment, wages, purchases, investments and taxes (Porter & Kramer. 

2011; Carroll, 1991). Most famously, Friedman (1970) considered and debated that the 

only responsibility of corporations was profit maximization. Friedman (1970) 

highlighted that governments should be the performer of manage externalities and 

provide public goods. 
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The idea of the profit turned over time to the profit maximization, which mirror the 

current situation (Carroll, 1991). Borglund et.al (2009) states that today, there is no 

contradiction between CSR and profit maximization. The CSR is part of the 

maximization of profits - in the long term (Borglund et.al. 2009), as can be seen in 

Figure 1. In current research, the CSR concept is well considered and has begun to shift 

from if it should exist or not, to why is does exist and how it affects the economy 

(Ibid.). 

 

CSR is a way for companies to mediate their trust to the stakeholder in order to create 

financial values and improve people‟s everyday lives, but it also serves as a channel that 

corporations can use in order to communicate what they are doing. This communication 

channel gives investors a chance to evaluate the level of risk and possibilities of the 

corporation (Borglund et.al. 2009).  In addition to the license to operate, which is an 

informal approval from stakeholders that involves the overall expectations of companies 

to be productive, deliver returns to the capital owner, create jobs for employees, produce 

quality products, pay interest rate to the lenders and consider the environment and the 

social impact from the operations – the company should have a CSR strategy (Borglund 

et al, 2009; Porter & Kramer, 2011). 

 

The economic responsibilities for a company should also concern performing in a 

manner consistent with maximizing earnings per share and being as profitable as 

possible. These two statements goes in line with the business strategy to identify a 

strategically position which opens up for an effective and competitive position at the 

market (Porter & Kramer, 2011; Carroll, 1991). In Carroll‟s CSR pyramid, the 

economic responsibility forms the foundation and is an important basis for the other 

dimensions (Carroll, 1991). 

  

2.2.2 The legal responsibility 

The next dimension in the pyramid is the legal responsibility. The society has 

expectations of a corporation not only to be profit maximizing, but also to follow the 

law and regulations promulgated by the government (Carroll, 1991). Carroll (1991) 

describes the legal responsibility as a “social contract” between business and society 

and he highlights the importance for a company to perform in a manner consistent with 

expectations of the government and law and the importance of fulfilling the legal 
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obligations. The economic mission should be reached within the framework of the law, 

or at least doing business that meets the minimal legal requirements (Ibid.). 

 

The expectations changes over time and today CSR is not optional for large listed 

companies (Grant Thornton, 2014; Blombäck & Scamdelius, 2013; Borglund et.al, 

2009). In order to succeed with the CSR strategy, it is important that the CSR goes in 

line with the organization‟s own values and ethics. All the parts form the CSR, and the 

ownership, leadership and employees have to be involved in order to complete the CSR 

strategy (Borglund et al. 2009). 

 

Informal law is in some cases pre-formal law (Buhmann, 2006). The norms of informal 

law can at a later stage obtain the status of formal law, this due to the societal 

development and the new expectations as follows (Buhmann, 2006; Gallagher, 2005). 

When corporations are working with CSR, it is often a mix of non-legally and legally 

binding norms (Buhmann, 2006). CSR may in some cases assist a government in 

fulfilling welfare state goals that is based in law as obligations (Buhmann, 2006; Porter 

& Kramer, 2011). A CSR strategy may also be related to benefit operational matters in 

developing countries and communities. In all these areas, a corporation is in contact 

with national and international law (Ibid.). Pluralistic international-national legal system 

often involves a complex situation for corporations, international powerful 

organizations and national governments may have different approaches to laws and 

even on a local community level, culture and various management might contribute to 

differences and confusion (Portnoy, 2012). In addition to this, governments in various 

countries are legally demanding corporations to report their work with CSR (Ibid.). 

 

2.2.3 The ethical responsibility 

Step three in the four-dimension CSR pyramid concerns the ethical responsibilities. The 

foundations of the pyramid consist of the basic for a corporation in an economic and 

legal context, which naturally also concerns ethical parts like norms in the legal system, 

and laws that forms a justice for humans and institutes (Carroll, 1991). The ethical 

responsibilities comprise those guidelines that a corporation is expected to follow 

without being legally restricted, which involves performing in a manner consistent with 

expectations of societal mores and ethical norms (Ibid.). Carroll (1999) states that the 

ethical dimension is closely connected to the legal responsibilities due to the fact that 
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the legal responsibility is ever changing and mirrors the society in a related way. The 

ethical responsibilities addressing the concerns that a consumer, employees, 

shareholders and the community may have regarding their expectations of the economic 

and legal responsibilities (Ibid.). The ever changing ethical expectations from the above 

mentioned actors creates new expectations which meets the needs of the society and 

over time, these expectations may be greater than the standard of the law (Gallagher, 

2005). 

 

Managers within a corporation should act ethically in order to avoid risking their 

company reputation (Bhattacharyya, 2010: Gallagher, 2005). The legal system is a clear 

framework for companies to follow, but companies can fail to conform to ethical norms 

in other ways too (Gallagher, 2005). The improved speed and transparency in internal 

communication might make a company reputation more vulnerable to unethical activity 

these days, compared to pre-Internet time. Acting ethically can be seen as strong 

insurance policies due to the fact that the company is safe and within the framework of 

the laws (Ibid.). 

 

2.2.4 The philanthropic responsibilities 

The philanthropic responsibility forms the top of the pyramid and the dimension 

embrace those corporate actions that are in response to what society desire in businesses 

for them to be good corporate citizens (Carroll, 1991). Corporate philanthropy, one of 

the major dimensions of CSR has not attracted as much attention and interest by 

companies as it deserves (Kim et al. 2011). Kim et al. (2011) states that business leaders 

is focusing more on the legal responsibility and the ethical responsibility than they do 

on the philanthropic dimension of CSR. One reason behind this may be that the effect of 

philanthropy is indirect and hard to measure and evaluate (Kim et al., 2011). According 

to Carroll (1979) the ethical responsibilities are to be expected while the philanthropic 

activities are to be desired but the corporate philanthropy is more effective in improving 

firm brand image and good reputation (Kim et al. 2011). Kim et al. (2011) describe how 

responsibility should be voluntary and support the company to become good corporate 

citizens, which is linked to the reputation and brand image. 

 

The philanthropic dimension could be about supporting programs that promote human 

welfare and sustainability (Carroll, 1991). A corporation can do this by donating money, 
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provide sponsorship activities or providing executive time by doing the operations by 

themselves (Carroll, 1991). Brown and Dacin (1997) distinguish two reasons for these 

kinds of philanthropically activities, where one does not need to exclude the other. The 

two main goals are to partly raise awareness for the social cause or sponsorship activity 

and partly to increase customer perceptions of the sponsor CSR (Brown & Dacin, 

1997).  

 

The uniqueness about the upper end of the pyramid is that the philanthropy demands no 

refund of their operations (Carroll, 1991).  Carroll (1991) describes philanthropic 

responsibility almost synonymous to charity and he states that it is more or less optional 

for corporations to adept the philanthropic dimension of the pyramid but he highlights 

that it might be an unspoken expectations and pressure from the society that promote 

the corporations to engage in this type of activity (Ibid.). 

 

Kim et al. (2011) created a three dimensional model for their analysis of  the best 

philanthropy mix. The first dimension consist of the question of who lead the corporate 

philanthropically activity; if it is the corporate itself or the employees. The second 

dimension is about what is being donated, if it is a product, capital or volunteering. The 

third dimension concern who is targeted to receive the donation (Ibid.). Kim et al. 

(2011) claims that the findings that emerged from the study were that consumers prefer 

corporate philanthropic activities performed by corporations over those led by 

employees. Regarding what the corporations should donate, findings showed that 

corporations should donate products instead of employee volunteerism or capital, this 

because customers require firms to invest their pure efforts (Ibid.). Lastly, corporations 

should aim their philanthropic activities to the public in order to create positive 

consumer attitudes and preference instead of their own, targeted market as they direct 

their marketing against (Kim et al. 2011). 

 

2.3 Brand image 

Brand image refers to consumer perception and cover a set of expectations and beliefs 

that a customer has about a brand, the brand image create additional value, partly to the 

consumer but also for the company (Nandan, 2005). Another part of brand image is 

about how consumers position brands to each other in the competitive market, which is 



  
 

12 

determined by how the customer perceives the product (Nandan, 2005). Aaker (1992) 

states that brand association is synonymous to the brand image, whereas Martenson 

(2007) states that some researchers use image and reputation as substitutes to the 

concept of brand image. The estimated quality is a variable that can signify and 

differentiate a product from competitive offerings (Aaker, 2010). The brand image deals 

with the question of how consumers choose among competing brands, after information 

gathering process of buyer behavior (Ataman et al. 2003). From a company‟s point of 

view, a strong brand enables it to preserve a high level of consumer acceptance, which 

is important for the company in order to keep their position (Nandan, 2005). These 

acceptance, that Aaker (2010) describes as consumer trust will also reduce the perceived 

risk and post-purchase behavior of a consumer, which constitutes a security for 

businesses (Aaker, 2010). 

 

A general assumption in the branding literature is that a favorable brand image will have 

a positive impact on consumers‟ behavior towards the brand, such as the opportunity for 

the company to charge premium prices because the buyers are more loyal and more 

willing to spread positive word-of-mouth to other consumers (Martenson, 2007). 

Solomon et al. (2010) states that brands have clearly defined images or personalities 

created by the marketing mix and other marketing strategies, which focus on positioning 

a product to a targeted and narrowed market segment. A positive brand image is created 

by marketing campaigns that link strong, favorable and unique associations to the brand 

in memory (Keller et al, 2012). Brand image includes the products name, and its main 

physical features and appearance, which comprise the package and the logo, but also its 

main functions. The image refers to the way in which these groups decode all of the 

signals emanating from the products, services and communication covered by the brand 

(Kapferer, 2012). Nandan (2005) describes customer as “brand receivers” which forms 

how they perceive the various brand images of companies. Brand image is on the 

receiver‟s side in the sender-receiver model and focuses on the way in which certain 

groups perceive a product, a brand, a politician, a company or a country (Kapferer, 

2012). From the consumer‟s point of view, a brand is a way to express a brand‟s 

personality and it says a lot about what a person is interested in. By buying these kinds 

of products, the consumer believes that it will “pay off” in the long run (Solomon et al, 

2010). 
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2.4 Literature review: CSR & Brand image 

Co-creation of value between customers and the company are nowadays created through 

companies emphasizing their strategic work on their intangible assets, such as the brand 

image (Aaker, 1992). The CSR core values and brand image are linked together by the 

companies‟ values and history (Bhattacharyya, 2010), and therefore the CSR is 

increasingly becoming a core component of a brand (Werther and Chandler, 2005). 

 There is a larger pressure for companies to invest in CSR related questions, as 

consumers find it an important issue to deal with (Blombäck et al. 2013; Polonsky & 

Jevons, 2009).  Blombäck and Scandelis (2013) claims that it could be because of 

certain corporate scandals, that the awareness of environmental problems and 

inequality, have increased. Although, Du et al. (2007) explains how companies have 

own incitements for investing in CSR as well. Examples given by Porter and Kramer 

(2006) and Rodgers et al. (2013) are incitements to save money by cutting down costs 

and reviewing the efficiency to create sustainability, as well as incitements of 

innovation and brand image strengthening. The growing interest and expectations of the 

company to behave responsibly also means that consumers are interested in knowing 

how firms deal with CSR and how they follow up the case (Dawkins & Lewis, 2003; 

Schmeltz, 2012). 

 

There are numerous ways of working brand image strengthening with CSR activities, 

but as Du et al. (2007) claims, there are not enough research stating exactly how a 

company should communicate their CSR strategy with their consumers.  But like all the 

important components of successful brands, firms need to incorporate the CSR strategy 

in the business and understand what it means to be socially responsible (Polonsky & 

Jevons, 2009). This could be done through integration of the CSR activities in their 

product-related brand features such as quality and design (Polonsky & Jevons, 2009). It 

is also important to measure and compare the potential or expected value from a CSR 

project, in order to understand the value of a successful CSR strategy (Burke & 

Logsdon, 1996). 

 

CSR and branding is an interesting combination, which various researchers have studied 

and approached in different ways. Aaker (1992) emphasized the strategic work and co-

creation of value between corporations and its customers and Porter (2011) highlighted 
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the relationship between society and corporations, which he considered benefit each 

other‟s improvements. When CSR and shared value together with co-creation of value 

are in the same context, it involves many stakeholders, which may be driven by various 

incitements. Du et al. (2007) emphasizes the various roles a stakeholder might have to a 

particular company; that the same person can be an employee, consumer and investor at 

the same time and therefore have different expectations that might be contradictory to 

each other. It is important to separate these kinds of different perspectives, and from a 

company point of view, they have to consider fulfilling partly their own interest, but 

also their stakeholders interests (Zyglidopoulos, 2002). Therefore it is important for the 

company to find a good balance of own incitements and take advantage and create 

advantages for the consumer as well (Zyglidopoulos, 2002). 

 

Deng et al. (2013) highlights and views company‟s incentives, which is that CSR 

activities enhance the company‟s long-term profitability, and efficiency, which 

ultimately increases shareholders wealth and the corporate value. Du et al. (2007) 

connects the long-term profitability of CSR and other social initiatives in a way that it 

generates favorable stakeholder attitudes and behavior, which affect their loyalty and 

purchase intentions. This kind of positive attitudes and behavior strengthens the 

company‟s brand image and stakeholder relationships, which in turn motivates a 

company to investment in CSR (Du et al, 2007). Companies working with CSR give 

themselves the opportunity for competitive advantage which support the company to 

invest capital and effort in CSR (Porter & Kramer, 2006: Carroll, 1992). Pivato et al. 

(2008) gives an example of competitive advantage that could be created through a CSR 

strategy. They stress that if a corporation successfully has integrated a CSR strategy in 

their business strategy, the result might be an increased brand image, which can be 

linked to increased sales and hence increased market share. Kotler et al. (2011) 

highlights the precision companies need when they build and manage brands, and 

M'zungu et al. (2010) emphasis how a successful brand management strategy pays off 

and how it is an effective way to differentiate companies on the market and obtain 

competitive advantage. 

 

From a stakeholder‟s point of view, other incitements are affecting the way to approach 

CSR. Zyglidopoulos (2002) stresses how stakeholders might perceive the company‟s 

responsibility as broader than those self-defined by the company. Due to consumers‟ 
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growing interest and expectations on companies‟ CSR, the consumer suspicion has also 

grown and the expectations of the firm‟s commitments and CSR communication is 

therefore exposed and threatened (Dawkins & Lewis, 2003; Fassin & Buelens, 2011). 

While stakeholders claim they want to know about the deeds of the companies they buy 

from or invest in, they also become critical of the motives behind the CSR, especially if 

the company is promoting the activities aggressively (Du et al. 2007). According to Du 

et al. (2007) the key stakeholders such as consumers, employees and investors are 

increasingly likely to actively support good firms and punish bad ones. Consumers also 

have the power to punish bad companies by boycott, by consciously avoiding buying 

certain products or services from a specific brand (Du et al, 2007). Consumers are likely 

to switch from one brand to another brand to another if the other brand is sincerely 

working for CSR and a good cause (Du et al, 2007). The brand image becomes 

therefore a competitive advantage and Pérez (2009) stresses how a genuine CSR have a 

greater effect to attract loyal and change resistant consumers. Consumers with a good 

brand image of a company also tend to be more resistant to negative company news (Du 

et al, 2007). Kitzmueller et al. (2012) stresses how more than half of consumers say that 

they are supporting companies with a high social reputation and that the purchase 

intentions thereby enhances for those companies. Du et al. (2007) describes how a 

corporate CSR strategy fosters consumer loyalty, which is related to brand image, and 

stresses how it leads the consumers into marketing tools in terms of positive word-of-

mouth brand ambassadors. Du et al. (2007) highlights another motivator for companies 

to work with CSR, The positive effect of a good CSR activity is that it might support 

companies to charge the customers a premium price (Du et al, 2007). Kitzmueller et al. 

(2012) states that seven out of ten consumers are willing to pay more for a product that 

they find ethically superior (Kitzmueller et al. 2012). 
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3 Methodology 

This chapter describes how the researchers have proceeded with the work process, from 

choosing which methodology to use, to analyzing the raw data collected through it. 

 

 

3.1 Research approach 

3.1.1 Inductive vs. Deductive Research 

The purpose of ones study should determine which of the two research approaches 

should be used; inductive or deductive (Bryman & Bell, 2007). Doing an inductive 

research involves taking a stance in reality (Andersen, 1998). Bryman and Bell (2007) 

explains how the researcher starts collecting empirical information, which later converts 

into concepts and theories. This in contrast to deductive studies, which are based on and 

tested through the use of theory. By using deductive studies, researchers aims to prove 

previous findings, instead of following the path of discovery, which is the inductive one 

(Bryman & Bell, 2007).  

 

According to Saunder et al. (2009), a research approach can be both of the above 

described, and this sort of approach is called abduction. It gives the opportunity of 

combining the best of the independent research approaches to benefit the study‟s 

purpose (Saunders et al., 2009). This study is based on both induction and deduction, 

which is justified as to these facts: the study‟s researchers based the thesis on a 

theoretical framework and from this made an operationalization. Deduction is thereby 

used (Bryman & Bell, 2011). The inductive approach comes from the researchers main 

aim is not to generalize, but primarily to obtain deep insight in a topic in need of 

exploration.  

 

3.1.2 Qualitative vs. Quantitative Research 

The two research methods, qualitative and quantitative, have according to the British 

Library (2014) different characteristics and strengths, which makes them suitable for 

various purposes. 
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The attributes of quantitative researches are that it provides a statistical and numerical 

point of view, based on the collected data (the British Library, 2014). Qualitative 

researches main features is that it handles words rather than numbers (Bryman & Bell, 

2007), which benefits this study as it aims to get a deep understanding of how CSR 

activities affect consumers brand image of companies. Numeric measurements were not 

expected to supply the researchers with the kind of data that builds depth in the 

knowledge area of consumer‟s minds (Zikmund & Babin, 2010). Andersen (1998) 

means that qualitative research obtains a deeper understanding to the problem being 

studied, rather than an explanation to it. To get a deeper understanding in how 

consumers perceive various kinds of CSR activities, the qualitative research were 

thereby chosen to be able to fulfill the studies purpose. 

 

3.2 Research Design 

Saunders et al. (2009) explains how the exploratory design is useful when not much is 

known about the chosen subject. The results of the design could possibly lead to 

openings for new researches. By selecting the exploratory design, the researchers have 

the ability to stay flexible during the process, when encountering changes and 

difficulties in the study (Saunders et al, 2009). As this study is the first of its kind to 

treat all four dimensions of CSR, and how they affect brand image, the exploratory 

design has been chosen.  

 

3.3 Data sources 

Saunders et al. (2009) describes two sources of collecting data, namely primary and 

secondary data. Secondary data is the kind that already exists, such as books, websites 

and journals. It helps the researchers to, in a time-efficient way, collect background 

information necessary for the study (Bryman & Bell, 2007). Through this information, 

the researchers also get a better understanding of the problem discussed (Ghauri & 

Grønhaug, 2005). 

 

Primary is contemporaneous and found during the research process (Saunders et al, 

2009), to be able to solve the research problem (Bryman & Bell, 2007). This type of 

data is usually collected through the methods focus groups, interviews, questionnaires 

and observations (Saunders et al, 2009). Primary data collection is often more time-



  
 

18 

consuming than secondary (Bryman & Bell, 2007), but is still advantageous as it obtains 

data specific for the study (Ghauri &Grønhaug, 2005). 

 

As this study request consumers thought on a specific topic, primary data was mostly 

used to obtain the  empirical material needed. The aim with the primary data collection 

was to procure data needed to get a deeper understanding of how a company‟s strategy 

with the different CSR dimensions affect the consumers brand image of a company. As 

the target group is students in different study fields, those were also the ones used to 

obtain the material, through a couple of focus groups. Secondary data was not used to 

get any empirical information, but mainly for the theoretical framework. 

 

3.4 Research strategy 

To determine which research strategy to use, the authors based the decision upon Yin‟s 

(2014) table of available strategies. Three different questions had to be answered to be 

able to choose which strategy was the most suitable one, which were: (1) what form the 

research questions has, (2) if the study required control of behavioral events and (3) if 

the study focuses on contemporary events (Yin, 2014). The main focus of the different 

strategies is simply put to make sure it fits the study‟s purpose (Saunders et al, 2009). 

 

Table 1, Yin (2014) 

Methodology 

(1) 

Form of Research 

Question 

(2) 

Requires Control of 

Behavioural 

Events? 

(3) 

Focuses on 

Contemporary 

Events? 

Experiment how, why? yes yes 

Survey 

who, what, where, 

how many, how 

much? no yes 
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Archival 

Analysis 

who, what, where, 

how many, how 

much? no yes/no 

History how, why? no no 

Case study how, why? no yes 

 

3.4.1 Case study 

Based on this model, the authors chose to work with a case study approach, as there is 

no need to control behavioral events, but to focus on contemporary events.  It also fits 

with the purpose “to explore how consumers brand image of companies are affected by 

companies’ CSR activities”.  Yin (1984) explains how case studies arises while trying to 

understand complex social phenomenon, as it gives the researcher the opportunity to 

investigate in real life events and peoples actual thoughts. He also mean that case 

studies are appropriate when the researchers will be present during the study, as 

opposed to the research strategy experiment, where the researchers have no need to 

integrate with the respondents (Yin, 1984). In this specific paper, the phenomenon 

handles the four CSR dimensions in relation to brand image. And as it is perceived 

difficult to observe consumers thoughts without interfering, the case study was a natural 

choice. 

 

3.5 Data collection method 

Based on what kind of data source the researcher has chosen, primary or secondary, the 

data collection method could be selected (Kothari, 2004). There are several data 

collection methods, which all are greatly diverse, but the five most frequently used are 

observations, surveys, focus groups, interviews and content analysis (Bryman & Bell, 

2007). Bryman and Bell (2007) describes the most fitting for qualitative research to be 

in-depth interviews, focus groups and observations. 
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3.5.1 Focus group 

The main purpose of a focus group is for a researcher to choose a topic, which through 

group interaction produces data, especially empirical data that says something about 

what the specific topic means in a group context (Morgan, 1988; Morgan, 1997). Some 

social experiences and actions are used subconsciously while analyzing and interpreting 

in relation to others, and they seldom verbalize (Schatzki, 2001). Focus groups may 

have the potential of bringing these topics up to the surface, as the respondents are 

expected to discuss with each other in a discursive explicit way (Halkier, 2010). A 

group‟s stories, interpretations, norms, interactions and values are thereby fitting for the 

focus group forum. However, focus groups are doing poorly when it comes to giving 

deep insight to individual‟s personal thoughts about the world. One explanation is that 

each person is not given an equally quantity of time during a focus group as it would 

have gotten during a one-on-one- interview (Halkier, 2010). In an individual interview, 

the researcher is also more able to penetrate the respondents mind and thoughts on a 

deeper level (Halkier, 2010). Also, individual thoughts that are not the “typical way of 

thinking” has a greater chance of being underreported than typical ways of thinking. 

The fact that there are a form of social control from a social network during a focus 

group is an indicator of that the result should include more correct comprehensions, 

than during a interview, where the respondent do not have any social network that 

examines their understanding (Halkier, 2010).  These social controls also contribute to 

more complex data than an interview. For this study, the use of focus groups was 

appropriate and a good source of bringing collective thoughts about CSR and branding 

up to the surface. The respondents have thereby the opportunity to interact and to share 

thoughts and elaborate on the thoughts of others. This gave room to identify new 

aspects of how the four CSR dimensions and brand image is related.  

 

The moderator 

The focus group‟s moderator‟s main purpose is to listen to the respondents, as it is 

crucial for the participants to be more talkative than the researcher. It is of essence for 

the moderator to not be either too friendly or too harsh in his jounalistic approach, as the 

first type might not ask questions regarding issues the respondents take for granted, 

while the other type might not give the respondents enough room to express themselves 

properly (Halkier, 2010). 
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The moderators two main tasks is to create a fluent conversation within the group, and 

to deal with the social dynamic developing throughout the process. Accordingly, 

controlling the group is not of interest, only maneuver.  One has to be accepting towards 

different group dynamics, as people with various ages, interests, living conditions, act 

and thinks according to the group they are  within, which may differ (Halkier, 2010). 

Making the respondents feel comfortable enough to talk unhindered should be done 

through the moderators informal clothing, conversational style and body language. 

Hopefully this will be forming a framework, in with the participants feel comfortable 

enough to exchange experiences and ways of thinking about the substance in question 

(Halkier, 2010). 

 

Numbers of focus groups 

To be able to reach saturation during the research process, one focus group does 

presumably not sufficient according to Bryman & Bell (2007). When the moderator by 

experience could make a qualified guess of what the forthcoming answers could be, 

there are no longer a need for additional focus groups (Calder, 1977). Stewart and 

Shamdasani (1990) claims there to be no general rule of how many focus groups that 

are required to reach saturation. This thesis reached saturation after two focus groups. 

The pre-testing is not included.  

 

Number of respondents 

The literature is diverse when it comes to how many respondents should take part in a 

focus group, but six to twelve is considered a fair amount, with ten to twelve the 

absolute maximum to ensure that every respondent have time to talk (Halkier, 2010). 

Halkier (2010) means that bigger groups are favorable if the researchers expect to gain 

many and various opinions and life views, and smaller groups are preferred if the 

researcher hopes to attain deep insight in fewer peoples thoughts about the topic. If the 

matter is of sensitive nature, a smaller group might be beneficial for the cause. To sum 

up, the number of respondents should be based on what kind of topic the focus group 

discusses (Halkier, 2010). Andersen (1998) also means that to obtain fruitful 

information from the participants, the sample should be limited. Because of this desire 

of fruitfulness, a number of five to six respondents participated in each focus group.  
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3.5.2 Operationationalization 

The operationalization is to be found in Appendix A. 

 

Operationalization is the link between the abstract theoretical concepts and the concrete 

empirical data, but also a link between the researcher‟s and the respondent‟s perception 

of reality (Holme & Solvang, 1997). The process is important for the quality of the 

empirical data but also to draw relevant conclusions (Bryman & Bell, 2011). It is 

important to be aware of the communication problem that might occur agents the two 

parties (Holme & Solvang, 1997). The starting point of the operationalization is the 

theory and the associations the researchers wishes to examine but the theoretical 

concept has to be clearly defined in order to fulfill its function (Ibid.). 

 

When the researchers of this paper operationalized the theories and created the 

operationalizing chart, the researchers began by identifying appropriate headlines and a 

framework to follow. The chart was divided into four headlines: Theoretical concept, 

Definition of concept, Motivation and Question(s). This framework contributes to an 

understanding and division of what concept the researcher investigating, what the 

concept is about, why it is interesting for the study and which questions that is linked to 

each specific theory. 

 

The operationalization is based on CSR and brand image. The CSR definitions, 

motivations and questions are formed by Carroll‟s (1991) CSR pyramid, which is 

broken down into its four dimensions; economic, legal, ethical and philanthropic. 

The theory of brand image was also broken-down into more specific parts adapted for 

the study. This was done, as the study‟s purpose is to get a deep understanding of how 

consumers perceive companies, in regard of their brand image, depending on which 

CSR activities they are involved in. 

 

3.5.3 Interview guide 

The authors of this paper formulated the interview guide in order to be able to answer 

the research questions and create a certain amount of order on the topics areas, so that 

the questions came logically (Bryman & Bell, 2007). The questions were formulated 

comprehensible and of an open character (Ibid.). The moderator had a flexible approach 
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to the questions and interview guide. Below is the interview guide used in the focus 

groups.   

 

Introduction 

Hello and welcome to our focus group dealing with CSR. Firstly, is it okay if we record 

this focus group? Thank you for your willingness to participate. We will have one 

moderator and one who take notes. Estimated time is one hour. 

 

We understand that everyone might not be familiar with what it actually means with 

CSR, but we will go through it soon. Through this focus group, we hope to hear your 

thoughts and views on CSR, which means that today is it about you to talk and discuss 

with each other. There is no right or wrong in this, so feel free to say whatever you 

think of. Of course, it is all anonymous and will remain so throughout the work. 

However, we ask for permission to use your age at work.  

 

CSR means Corporate Social Responsibility, and it is a term of many definitions. One 

is: “Consideration of, and response to, issues beyond the narrow economic, technical, 

and legal requirements of the firm to accomplish social benefits along with the 

traditional economic gains which the firm seeks.” It means that companies should take 

responsibility towards its society in a number of ways. 

 

Questions 

 What function do you think a company should fill in society? 

 What value do you put on that companies work with CSR? 

 How should companies work with CSR? 

 Why do you think companies choose to give back to society in terms of CSR? 

 Why do you think that companies strive to comply with the law, maximize 

profits - pay fair wages, and give out returns to shareholders in the company? 

 Why do you think that companies choose to work with CSR activities as they 

"do not have to" work with? 

 Why do companies choose to donate money to charity or conduct similar 

charitable projects themselves? Exit questions 
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 How does it affect your perception of the company, depending on how they 

choose to work with CSR? 

 Do you have any examples of Swedish company that does good things for the 

community, and what is it doing? 

 Do you have examples of where Swedish companies working on CSR issues 

that you do not think fits them? 

 

3.5.4 Pretesting  

If a pretesting is possible, it is always desirable because the researcher has a lot to gain 

from it (Bryman & Bell, 2007). Partly to assure the quality of the interview guide and 

questions, but also to control so there is a flow and logic behind the questions. It is also 

important to ensure that the questions are perceived as they are intended to be perceived 

(Ibid.). Backman (2008) claim how the importance of a pretesting lays within how it is 

important for the study to reflect the chosen population in an as correct manner as 

possible. The authors of this paper did a pretesting of the interview guide on an 

equivalent sample and drew attention to the criticism and changed some questions and 

structure.  

 

3.6 Sampling 

The term sampling refers to how examining a small selection of people, when rightfully 

chosen, can give a study information about a whole population (Kothari, 2004). As 

studying a whole population is very time consuming, sampling gives researchers the 

opportunity to choose a sample, which could represent the entire population (Holme & 

Solvang, 1997). According to Malhotra and Birks (2007), there are different steps when 

choosing a sample. One step is to define the population. It consists groupings (Malhotra 

& Birks, 2007), which could be based on, for example, geographical area, schools or 

companies (Bryman & Bell, 2011). Another step is to determine the features 

characterizing the population, and thereby create a sample frame (Malhotra & Birks, 

2007). Malhotra and Birks (2007) describe the last step in the sampling process, which 

is to deciding the sample size. 

 

The sample of respondents is an important key factor to success when it comes to the 

focus group design (Halkier, 2010). Halkier (2010) said that as a qualitative research 
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has a small amount of samples, each one of them should be thoughtfully chosen to be 

able to represent the different characteristics that are important in relation to the issue. 

These characteristics should also be related to the theoretical framework of the study. 

To be positively sure that the exchange of thoughts and opinions will contribute to the 

study, the group cannot be too heterogenic or homogenous. If too heterogenic, conflicts 

may occur due to the many different opinions, and if too homogenous, there would not 

be enough social interchange (Halkier, 2010). 

 

The social interaction in the focus group is highly affected by how the group is put 

together (Halkier, 2010). This raises the question of however the different focus groups 

should be segmented or fused together; depending on what variables the respondents are 

chosen by (Halkier, 2010). The participants should feel like they have something to say, 

but also that they have thoughts that are different enough to be shared to the others. 

 

3.6.1 Sampling frame 

One segment was chosen for this study, to obtain as insightful information as possible, 

while suiting the purpose. The respondents had in common that they were all Swedish 

in their cultural expression and that they were students at a university level. The study 

aimed to include as various study fields as possible, to ensure the chosen population was 

not excessively homogenic.  

 

3.6.2 Sample selection 

This thesis involves the somewhat abstract case of CSR activities and how they affect 

consumers‟ brand image of companies. Therefore, consumers are the natural sample. 

The study fields involved were behavioral science, business administration, logistics, 

engineering, marketing, social science and teacher students, from a variety of 

universities. The respondents were invited through a social media platform. They were 

informed about the focus group and what time and place they were welcomed and 

expected to be there. The respondents were invited from various universities. An equal 

number of men and woman were invited but more men were able to join the focus 

groups, which made the balance in the focus groups 60 percent men and 40 percent 

woman in total. 
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3.7 Data analysis method 

3.7.1 Data Analysis 

Process of data analysis - Transcribing the discussion 

Before the coded empirical chapter can be conducted, the tape-recorded focus group 

discussion needs to be transcribed into a written document – a transcript (Bryman & 

Bell, 2007). A general strategy of data analysis is a framework to guide the analysis of 

data (Ibid.). The transcript enables the reader to read everything that happened during 

the focus group (Hennink, 2007). Transcribing is a laborious and time-consuming 

process but in the end there are numerous of advantages when it is completed. The 

visible written data contribute to a greater understanding of the research problem (Ibid.). 

A verbatim transcript is helpful for the data analysis and it means that it is an exact 

record of what was said during the discussion (Hennink, 2007).  It is important that 

everything said during the focus group is transcribed. The words of all the participants 

is transcribed regardless if it was a non-complete sentence, grammatical inaccuracies or 

if the speaker repeated herself (Hennink, 2007). The transcript of the two focus groups 

have been used to write the empirical material, although it is not added to the 

appendices.  

 

Identifying themes 

After the data is transcribed, the next step is to segment the data into smaller parts for 

more detailed analysis . This is a rigorous process which involves much re-reading 

(Bryman & Bell, 2007). The large amount of data from the transcript is hard to manage 

if not segmented to specific questions or issues. The researcher has to logically choose 

how to segment the data and choosing a consistent framework (Hennink, 2007). The 

researcher can use helpful markers to categorize the data in specific issues discussed. 

The markers full the functions as themes that divide the transcript into different parts. 

The themes can be topics, issues, concepts or other suitable categorizations. There are 

two broad approaches to identify themes (Ibid.). The first approach means to identify 

the issues raised by the group members who participated in the discussion, this means 

that the themes are identified inductively. One advantage with the inductively approach 

is that the analysis is grounded in the focus group members primary interests which 

otherwise could be hard to highlight for the researcher otherwise (Ibid.). 
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Label data by themes 

The next stage of the analysis involves coding the whole set of data and using the 

themes to link related segments form the transcript to each other (Hennink, 2007; 

Bryman & Bell, 2007). The process means to systematically structure the transcript 

discussion under appropriate theme labels. 

 

This process is often called coding and the actual codes is the theme labels themselves. 

The coding is a way to see the whole picture of the text and identify the parts that are 

related (Hennink, 2007; Bryman & Bell, 2007). 

 

Using the framework for analysis 

At this point of the process, the researcher have been reading and re-reading the 

transcript and identified themes and also segmented and structured the transcript into 

theme labels. At this stage, all the data is considered under progress and the researcher 

have started to identify the main findings from the transcript. The analysis is based on 

the themes developed and analyzed first separately then in a holistic approach. 

In broad terms, the process of a qualitative data analysis is summarized as followed: 

first organize the data and identify themes or concepts then develop a framework to 

segment the data and label data by using the same framework (Hennink, 2007). After 

this is done, the process of use the framework for analysis and develop theories and 

write reporting is on the agenda (Ibid.). Hennink (2007) states that the process of a data 

analysis is an ongoing process that is more of a circular character rather than a linear 

one (Ibid.). 

 

3.8 Quality criteria 

3.8.1 Qualitative trustworthiness and authenticity 

The author Guba highlights four criteria for a trustworthy qualitative research: 

credibility, transferability, dependability and conformability (Guba, 1981) and Bryman 

and Bell has presented the four concepts in comprehensible way. 

 

Credibility means to ensure that the study actually measures what it is supposed to 

measure. This is one of the basics of trustworthiness in qualitative quality criteria. 
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Bryman and Bell (2007) sum up the creditability and describe it as the level of how 

believable the findings are. The author of this paper have considered the credibility by 

throughout the entire process be consequent and follow the methodology chapter and 

report the various steps clearly. The authors have motivated the choice of method and 

used academic sources in order to strengthen the level of credibility.  

 

The transferability are dealing with questions about if the findings can be applied to a 

wider population and to other situations, and many authors agree that due to the aim of a 

case specific qualitative research, the transferability is low. The transferability is also 

about the stability of the collected data and the prevailing situation (Shenton, 2004). 

Bryman and Bell (2007) stresses how the transferability is about if the findings are 

likely to apply at other times. Due to the qualitative character of this paper, the 

transferability is considered low. The authors believes that the findings to some extent 

can be applied to other contexts, but due to the limited sample frame, the theoretical 

application might have to stay within that sample.  

 

Bryman and Bell (2007) briefly describes the dependability, as if the findings are likely 

to apply at other times. The dependability concerns the questions about the repeatability 

of the study, which could be if the study were repeated, in the same context, with the 

same method and respondents, would the same results be obtained (Shenton, 2004). In a 

qualitative study, it is important to report in detail so future research could be done but 

the result do not have to be the same – that is not the important concern (Shenton, 

2004). As the theory states, the importance of reporting is a key factor for dependability. 

The authors of this paper are aware of this and have as far as possible been motivating 

the choices and presented a clear procedure in the methodology chapter in order to 

strengthen the dependability.  

 

The conformability is about the individual researcher and the importance of objectivity 

in order to present an objective study of a value free project. The findings can never be a 

result of subjective experiences and ideas of the researcher (Shenton, 2004). Bryman 

and Bell (2007) briefly stresses the conformability as if the investigator allowed his or 

her values to intrude to a high degree. The authors believe that the level of objectivity is 

high due to the fact that all the focus groups are transcripted and analyzed through 
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consciously objective eyeglasses. The number of authors of this paper is two, which 

makes it less subjective compared to only one author. 

 

3.8.2 Source criticism 

Thurén (2005) define source criticism as a collection of methods to find out what is true 

with a source. A source can be described as the origin of knowledge and can either be 

written, verbal or physical. When writing a paper it is important to understand how 

trustworthy the sources are (Thurén, 2005). With the help of source critical criteria it is 

possible to assess if a source is reliable or not (Lnu 1, 2013). In this paper the 

researchers asked themselves the following critical questions, recommended by the 

Linnaeus University (2013), to get a deeper understanding about the source credibility: 

 

- Is it possible to find information about the author? (Lnu 1, 2013) 

- Is there a clear and relevant purpose of the source? (Lnu 1, 2013) 

- Is the text reliable and is it possible to find other references in the text? (Lnu 1, 2013) 

- Does the article give an unbiased view of facts? (Lnu 1, 2013) 

- Was it published within the relevant timeframe? (Lnu 1, 2013) 

- Is it the newest version of the article? (Lnu 1, 2013) 

 

If the answer was yes to the six questions, the article was considered scientific and 

relevant to apply in the literature review. Since the majority of the sources used in the 

literature review should be scientific articles in order to give the paper a high validity 

and trustworthiness, the researchers also looked for the following criteria in each article; 

how many times the article had been cited and if it include abstract, introduction, 

method, and result or conclusion (Lnu 2, 2013). Only the articles that contained all these 

criteria were considered scientific. Scientific articles were also analyzed through 

Ulrichweb, which is a webpage that tells of the journal an article is published in is 

scientific or not.  

 

The researchers also chose to include books in the paper as a base for the theoretical and 

methodology framework. 
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3.8.3 Databases used 

While collecting the material for the theoretical framework, numerous databases has 

been used. The most frequently utilized is OneSearch and Google Scholar, as they both 

provide a broad base of the subject investigated, although Google Scholar filled the 

objective of viewing the amount if citations each article had. To obtain articles 

specifically connected to marketing, Business Source Premier was used. Ulrichsweb 

purpose was to confirm the scientificity of the chosen articles. Below the list of used 

databases is presented. 

 

 OneSearch 

 Google Scholar 

 Business Source Premier 

 Ulrichsweb 

 

3.8.4 Keywords used 

To find relevant articles, a numer of different keywords were used, individual and 

combined. These are listen below. 

 

 Corporate Social Responsibility 

 CSR 

 Brand image 

 Corporate Sustainability 

 Shared value  

 Sustainable strategic advantage 
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4 Empirical material 

______________________________________________________________________ 

The empirical material is the collected data from the conducted focus groups. This 

chapter was done through the use of transcripts, which portrays what was said and 

discussed in the focus groups. When citing a respondent, gender and age is presented 

through the letter M (male) or F (female), together with a number representing the 

respondent’s age.  

 

  

4.1 Social responsibility  

The respondents talked about how social responsibility could be almost anything, 

depending on the situation. However, two main categories were found, “normal” social 

responsibility, and the one companies work with. A general idea was how the same 

situation could be implemented in both everyday situations and company related ones. 

For example, a respondent said that taking care of someone that is new in a group could 

both be in a friendly context, and when it concerns being new in a company situation. It 

was also quickly established how it could involve taking care of the environment and 

work for sustainability. 

  

When the subject was guided towards the company perspective, the respondents talked 

mostly about internal matters, such as how managers should make every employee feel 

involved in the company. A good manager should also let every employee have an own 

voice and be heard, to make them feel important. Some of the respondents also steered 

the subject to ethical and moral dimensions. They expressed how companies are 

expected to act in a certain way, according to the norms in society. An example was 

how extremely inappropriate it is to have child labor. The respondents also highlighted 

the complex supply chains of big corporations, which make it hard for those companies 

to have full control. The respondents argued that it is always the money and profit 

motive that control the outcome. 

 

 4.2 Expectations on companies 
The opinions on which function a company should fulfill were various. A number of 

respondents spilled the view that whatever function they were supposed to fill, there 
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was always a secret motive in form of making a profit. The critique against CSR as a 

term was consistent and recurrent, as the respondents repeatedly gave their opinions on 

how companies did anything to make money. However, there was a division of the 

groups, which consisted of some people acknowledging the fact that even though 

companies‟ do it for money, it is still a good cause, and the world is still benefitting 

from it. On the other hand, some respondents thought that even though the companies 

did make a change for the better in society, the fact remained of how the corporations 

only do it for the cause of marketing and PR. This did not give the companies any plus 

point in the eyes of those respondents. One respondent was fully convinced that a 

corporation does not exist for the cause of making the world a better place because 

according to the respondent, there is always a profit motive behind the surface. This 

statement was countered by affirmation.   

 

4.3 “Money rules”  
For the consumers, paying back to shareholders, paying fair wages, following the law 

was just a matter of course, not to do it was unacceptable and out of the question. It is 

how society works and therefore the companies should follow those expectations (given 

by for instance consumers and shareholders) without a second of doubt. When the 

question came up, one respondent thought that it was entirely obvious, because 

otherwise companies would not be able to operate. Money was once again discussed, as 

the respondents meant how it is the key driver in everything a company does. M24 said: 

  

“Money rules. I have done a school project about Arctic and companies drilling for oil 

there. Personally I am against it, because I think we should focus more on sustainable 

development. But the companies working there are financially strong, which means that 

they can do pretty much whatever they want. Unfortunately that is how today’s society 

works”. 

  

4.4 Contradictory CSR 

When the respondents discussed various responsible corporations, the conversation was 

oriented in if the corporations are following up their CSR as they say the preform. One 

respondent was especially interested in when “bad” products are promoted as 

responsible product. He exemplified how some products are packaged in an outside 

plastic package, and then a plastic box and then an inner protective plastic material that 
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serves the purpose of protecting the core product – which is made in a plastic material. 

The respondents agreed that all kind of redounding package is unnecessary and could be 

seen as a contradiction to a CSR strategy.  

 

The respondents discussed “the Circle of Sustainability”, which consists of the 

economic, social and environmental parts. Although, they meant that the economic part 

was taken for granted, while the social and environmental parts only were desired for 

the companies to work with. They talked about how it would be perceived as odd if 

companies did not work with fundamental social and environmental issues, at the same 

time as they have space to work above consumers expectations of these social and 

environmental activities.  

 

4.5 Different companies – different expectations and opportunities 
The respondents talked about how not everyone could perform equally in the Circle of 

Sustainability, as one company working with pharmaceutical and one drilling for oil 

cannot be expected to work as intense with all parts of the circle. This phenomenon was 

discussed in great detail, how smaller-sized companies could not be expected to perform 

as well, regarding CSR, as larger companies with bigger turnover. However, every 

company should do as much as their capability allows.  The respondents did not think 

those corporations with a smaller turnover had the same chance of improving their 

brand image through CSR activities as those with a greater budget.  

 

It was discussed how the pharmaceutical industry, which fills the function of keeping 

people healthy, might not have to work as intense with environmental matters as they 

already work with such an important issue.  

  

4.6 Cultural aspect and reporting 

A respondent talked about an American way to do business, which involved two 

companies, which both wanted to make sure the other worked well with CSR to even 

consider joining parties. The respondents agreed on how people in other countries, such 

as China, maybe thought their own corporate social responsibility was good enough, 

while the respondents‟ Swedish eyes think about Chinas working conditions as 

substandard. Depending on which expectations society puts on companies, the 

companies have to adapt. A respondent gave an example of the brand Björn Borg. 
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According to the respondent, the brand had a crisis a couple of years ago, as it was 

revealed their underwear had bad chemicals in them. The year after, they had two more 

pages in their CSR report only covering the topic of chemicals, and how they did not 

have any in their underwear. The respondent meant that to make sure the customers did 

not associate the brand with environmental and human health problems, they made it 

clear in the CSR report that the problem was taken care of. 

  

4.7 A good corporate citizen 

A company that is considered “good” tries to compensate its environmental impact. The 

companies also have to improve something in need of improving, and it is an advantage 

if it is related to the company‟s specific industry. Products that deplete the environment, 

for example by having inefficient and overall bad manufacturing processes, are not seen 

as such good corporations. A respondent gave the example of how the pharmaceutical 

company AstraZeneca was not considered a good responsible company. Also, actions 

might not be enough to be considered good. The respondents talked about how it was a 

problem to define companies as good or bad. They meant that for a company to feel 

good, there have to be some kind of inner motivation within the company to perform 

good deeds, without any thought of benefiting from it. M25 said: 

 

“It is the individ that holds all of the ambition. But of course it affects the company.” 

   

4.8 CSR as expected promotion 
When asking how the respondent thought about companies working with CSR and what 

value they put on it, the respondents were critical. They thought it was a lot about 

marketing. As the respondents thought CSR is expected by companies from society, 

they explained how they thought that companies used CSR in their advantage. Even 

though it is expected and very common work, the companies still promotes it and try to 

make themselves seem as good of a company as possible. One respondent uttered 

opinions that:  

 

“Nowadays, CSR activities are no longer convincing enough because it is more or less 

expected and used as promotion”. 
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They also had a hard time understanding how huge companies, such as H&M, can 

possibly be aware of every step in their manufacturing chain. Their given instinct was 

that H&M claims to work very well with CSR, but in reality they are not aware of how 

different processes are handled.  But for the respondents to feel that the company works 

well with CSR, all steps of the manufacturing process has to be under control regarding 

CSR. The respondents felt that just working with non-manufacturing related CSR, such 

as sponsorship, proposed that the companies only do it for money, while proactive CSR, 

involving the manufacturing process, felt more genuine. 

 

4.9 Exceed the expectations and gain more publicity 

Driving forces for working with the ethical issues of CSR could, according to the 

respondents, be that companies want to exceed the expectations society has on them. 

They also thought it would be easier for companies to stand out in a crowd if they work 

above those expectations. By working with ethical CSR, the companies obtain more 

publicity than they would have if they only worked with the economic and legal 

dimension, as think the respondents. And by receiving the extra attention, the 

respondents thought about how it benefitted the company the most, as more attention 

could mean more sales on their behalf.  

 

4.10 Philanthropy and individual ambission 

The driving force for performing the philanthropic issues was discussed thereon. The 

respondents said that making a true difference in the world required some inner drive 

and a wish to create something bigger than just income. Ingvar Kamprad, the creator of 

Ikea, was one of the examples discussed. M26 said: 

  

“He does not need any more money, and still he continues? He must really want to keep 

developing himself and the world”. 

 

A company, or an individual in a company, performing any kind of philanthropic 

activity was said to be good, regardless of underlying intentions. When a company have 

the capital to invest in great philanthropic activities, the respondents think a great deal 

of the ones actually using it “the right way”. Philanthropy as a term was not thought of 

as only associated with profit maximation, but mainly someone wanting to do the right 

thing in society. 
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5 Analysis 

This chapter was done by labeling the empirical data under appropriate themes; some 

of them similar to Carroll’s (1991) model and some of them new, such as the process 

and Circle of Sustainability. The analysis winds together the theoretical framework and 

the empirical data and connects to the purpose of this paper.  

 

 

5.1 The importance of a solid business foundation 

Profit-maximizing 

It was over two decades ago that Carroll (1991) presented his four-dimensional model 

of CSR, much of the way to operate and doing business has changed since then. Carroll 

(1991) focused on the business part of the shared value and stressed the importance of 

CSR, which today is a current and controversial topic. In the bottom of the pyramid are 

the economic and legal dimensions that form an important base in order to complete a 

CSR strategy (Carroll, 1991). The respondents did not highlight the economic and legal 

aspects of the pyramid as particularly sensational , because they saw it as more or less 

taken for granted. A reason for this might be that these dimensions of CSR was seen as 

so obvious and fundamental in a business context that a discussion about CSR does not 

concern these economic and legal aspects in first place. That economics and profit-

maximizing drives a company was generally known and the respondents referred back 

to this in several different angles in relation to CSR.  

 

The fact that a company complies with the law was considered as a matter of course in 

order to even be able to survive in a country‟s market. The respondents felt that capital 

controls companies policies and highlighted the importance of how big companies have 

great potential to influence and determine the direction in which the company, and to 

some extent society, seeks and intends to go. 

  

CSR as a commodity 

That expectations of companies and the norms of society changes are supported by 

theory and the study's respondents (Carroll, 1991). Nowadays, CSR is seen as part of 
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the company‟s core values (Werther and Chandler, 2005) and the base of Carroll's 

(1991) CSR pyramid is by the respondents considered a commodity. The respondents 

emphasizes that the increased pressure on CSR and an increased focus on writing CSR 

reports makes it impossible for companies not paying fair wages to employees and 

yields to shareholders, which they considered a prerequisite for business. When the 

respondents referred to and talked about CSR, it was mainly in a context broader than 

the economic and legal dimension, preferably with a slight hesitation and disbelief to 

the actual concept of CSR. The respondents preferred to talk about different aspects of 

business ethics and the “genuine” process- dimension of CSR, and they considered a 

"good" business value enhancement and act strongly, in line with this. 

  

Expectations and ways of conducting business is constantly changing (Baisya, 2010; 

Borglund et al, 2009; Popoli, 2011) and nowadays, the base of Carroll‟s (1991) CSR 

pyramid is rather ignored and mentioned as the Circle of Sustainability, the foundation 

dimensions of the pyramid is not attracts attention, rather it is something that really 

stands out from the crowd which attract attention, even if the Circle of Sustainability 

and  the manufacturing process are important parts to create a good brand image.  

  

5.2 The Circle of Sustainability   

The expectations of business has developed in the direction that consumers consider 

elements of Carroll's (1991) pyramid as antiquated and rather exchanged with other 

important elements, such as the Circle of Sustainability, which consist of the economic, 

social and environmental part. The Circle of Sustainability was not regarded as 

sufficient CSR in itself, but rather that when integrated, the company had a good chance 

of improving their CSR. The economic part was, as already described, considered as 

very obvious to work with. The social and environmental was thought of as a standard 

to work with as well, but the respondents felt that there was a lot to work with there, 

which was not part of a “standard CSR strategy”.  

 

The respondents felt that large variations existed on how companies are working with 

the Circle of Sustainability and to a certain extent it may be enough for maintaining a 

good brand image. The respondents considered from a consumer perspective how 

important it is that companies exist and are working to improve the society, they 
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stressed the importance of various corporate CSR as an input for further development 

and innovation in various fields of interest. They agreed that it is good when a company 

adds and engage in a problem area that can possibly fill a gap and address a global or 

local problem even if the company strives towards financial gain from it. From a 

business perspective, it is important that the CSR strategy is integrated into the 

company's core values in order to achieve the best competitive advantage (Calabrese, et 

al, 2013; Porter & Kramer, 2006). The respondents highlighted a case specific example 

of a social problem that a company probably would disadvantage by getting involved in 

when it was not considered to be in close touch with their responsibility as well as its 

own core values. It is worth emphasizing how the company's part of shared value should 

contribute to some form of competitive advantage and improved brand image for the 

company and not just to the social welfare that may fall consumers closer to hand. 

Thoughts that were highlighted were how consumers valued different companies 

differently based on what industry they operated in, adding how they have different 

expectations of how to meet the requirements for being a good company. One 

respondent believed that a drug company does not have the same requirements for 

improving the environment in comparison with, for example, an oil company, which 

was considered to have more responsibility, even if they have the same amount of 

capital to invest in CSR. 

  

5.3 Ethical dimension - to exceed the current expectations 

Carroll (1991) highlighted the importance of how the ethical dimension of the pyramid 

should exceed the current expectations society has of ethics and mores and how the 

ethical dimension is closely linked to the legal dimension. Gallagher (2005) stressed 

how these expectations are constantly changing, especially through the Internet's 

potential for rapid communication and increased transparency in business. One of the 

respondents brought up an example regarding child labor and how ethically incorrect it 

would be if companies used it. The respondent argued that media still shows examples 

of companies that have an elaborate and explicit CSR strategy, nevertheless have these 

kinds of unethical child labor, and probably due to the complex supply chains. The 

respondents agreed that this affect the company's brand image negatively, which can be 

connected to the company's CSR strategy does not include the manufacturing process 

and the "genuine" in the company's core values. The respondents were in many respects 
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critical of the concept of CSR and thought it to have a slightly negative connotation. 

They considered themselves to see through the CSR strategy and seemed to be more 

critical when the strategy did not feel genuine and in line with overall business strategy.  

 

The CSR concept holds many definitions and various types of organizations and 

departments within the company makes use of the concept in different respect which 

might create an ambiguity,  (Kraus & Brtitzelmaier, 2012) this was something that 

reflected respondents' way of approaching the concept which at times created a 

conceptual confusion. The respondents had different perceptions of what CSR actually 

means. An incentive for companies to work with a CSR strategy is that it allows 

companies to review their activities and thereby identify bottlenecks which can be 

eliminated (Porter & Kramer (2006), but also as Bhattacharyya (2010) and Gallagher 

(2005) suggests that a positive part of act ethically is to reduce the risk of getting a bad 

reputation and affect the brand image negatively. This can be linked to how the 

respondents felt that companies are trying to outdo the competition by "stand out" with 

more publicity and attention as a result. A company's brand image is driven by 

consumer perception (Nandan, 2005) and hence it is a complex of weighing a company 

must do to find the right CSR strategy to strengthen their brand image and additionally 

communicate it appropriately and not in a to "boastfully" manner. 

 

5.4 Philanthropy and a strong individual driving force 

The philanthropic dimension is found in the top end of Carroll's (1991) CSR pyramid 

and is characterized by that the CSR activities do not require any monetary refund. 

The ethical CSR activities are more or less expected, while those philanthropic CSR 

activities are desirable (Carroll, 1991), which means that these activities are more likely 

to contribute to a positive brand image. The respondents highlighted examples of 

individuals who really contributed to society and made the world a better place. 

The respondents were clear that when a company engages in a philanthropically 

activity, it is based on a strong individual with an inner drive who leads the work. The 

respondents thought that it was probably the company founder or senior manager who 

had this momentum and mandate to change and that this momentum may not mirror and 

reflect the company culture and brand itself. From a brand image perspective, this is an 

interesting phenomenon because it is not directly the company that is responsible for 
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philanthropy, but rather the individual person behind it. When the respondents related 

non-individual philanthropy toward a specific brand, it was with skepticism and once 

again with an unspoken profit motive. Ideas such as whether a specific company can 

have this inner drive that an individual might have were strongly questioned. With 

regard to that the respondents saw a senior company founder as solely responsible and 

as a front person for philanthropic activities, this makes the whole company‟s brand 

image vulnerable for any personal crisis or bad information concerning the 

philanthropist. 

  

5.5 The process - genuineness 

The respondents seemed to think that the manufacturing process was important when it 

came to which company was truly genuine in their CSR work. If the companies only 

worked with philanthropic CSR, which could be to donate money to charity, the 

respondents did not seem to find it sincere enough.  Although, even if they found the 

manufacturing process the most truthful, they talked about how this kind of CSR did not 

quite get their attention. As to what the theory about the CSR pyramid says, companies 

focus less on the ethical and philanthropic dimension (Kim et al. 2011), but according to 

the respondents, this is what actually gets their attention. The respondents felt that when 

companies do more than they have to, it shows some kind of deeper commitment than 

only following the law or paying fair wages, because that is already expected of the 

companies (Carroll, 1999). 

  

When it came to how the respondents thought about marketing a company‟s CSR, they 

did not find focusing on the legal and economical dimensions “new” enough to attract 

attention.  Even though a respondent said that a well-written CSR report was a solution 

to spread fact about a company‟s CSR, the common opinion was that it had to be more 

promoted than that. And even though it was the most important for the respondents that 

companies work with the whole manufacturing process, the thing they thought was the 

most important to promote was the philanthropic work. This could be considered 

contradictory, and not according to what the literature says, based on how the 

manufacturing process is not even mentioned in Carroll‟s (1999) CSR pyramid. 
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A sign of a bad CSR related product was if it was promoted as a responsible product, 

while packaged in an irresponsible way, such as excessive plastic or in tin cans. The 

respondents thought about how it felt like “fake goodwill” to not be responsible for the 

process of manufacturing from the start until the end. Instead, companies try to look 

good by doing other CSR related work instead. However, it does not seem to be 

perceived well by customers, which in turn could hurt the companies‟ brand image, and 

according to Nandan (2005) hurt their position on the market. 
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6 Conclusion 

Carroll’s (1991) CSR pyramid has worked as a foundation of this paper, and it has also 

been used to form a conclusion. The researchers have used the pyramid as a base and 

then adjusted it to explain how the different CSR parts affect a company’s brand image. 

 

  

The researchers have found indications that show, first of all, that the pyramid might 

have to be divided into three parts, the base, the middle and the top part, instead of its 

four original. The Circle of Sustainability has also been included in the dimension, to 

further explain what matters in the eyes of the consumers. The base is composed of the 

former economical and legal part, the middle of the ethical dimension and the top of the 

philanthropic part. It is important to remember, throughout this conclusion, how there 

are no absolute lines between the different dimensions. Due to the ever-changing 

society, the borders in the brand image-adjusted pyramid are rather fluent. The 

researchers will below explain in greater detail how the brand image is related to the 

pyramid, through Figure 2. 

  

Figure 2: Carroll’s CSR pyramid – brand image adjusted 
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6.1 The Process 
A term that could serve as an umbrella term for the base is the process. The respondents 

explained how they wanted every part of the supply chain, from raw material 

manufacturer to the stores selling the product of the company to be integrated in the 

CSR strategy. This should be a matter of course, but it does not affect the brand image 

of companies in any positive direction if it is handled effectively. However, if the 

process is handled poorly, it could be a disaster for the companies‟ brand image. This 

occurrence is recurrent in the case of the whole base – even though if worked with 

perfectly, it does not affect brand image, but if not, the consequences could be severe. 

 

The economic and legal parts are still relevant when it comes to the CSR pyramid. 

However, they have been merged together, as they are both just what is expected by a 

company, and it is considered a commodity. If companies do not involve in CSR 

activities of the economic and legal kind, it would be a disaster regarding the brand 

image.  The companies would simply have to cease to exist, as consumers cannot 

tolerate companies behaving in a way so inappropriate in society. The legal part was 

considered the most obvious one, regarding what companies based their entire existence 

on, which explains why it has been placed “around” the economic bubble. The 

economic dimension was still regarded as obvious, in terms of what their goal and 

driving force are, but the opinion was that the legal dimension set the ground rule for 

companies. This is where the base of the Circle of Sustainability begins. 

  

6.2 Pre-laws and ethics 

In the middle part of the brand image-adjusted pyramid, lays the ethical dimension, 

including the social and environmental part of the Circle of Sustainability. To act in an 

ethical way means to perform better than what customer expects from the company. 

Although, if the majority of companies act accordingly, those actions have the risk of 

becoming considered expected, and sooner or later they could be admitted as laws, 

which is the greatest form of what a company is expected to do. But while the activities 

stay above the “expected-line”, it could affect the company‟s brand image in a positive 

way. However, it is not certain what happens to the brand image if companies do not 

work with this dimension. 
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That the social and environmental part of the Circle of Sustainability lays within the 

ethical dimension depends on how these were the topics discussed as what a company 

can do, but do not have to do. 

  

6.3 Philanthropy 
Philanthropy CSR activities are the ones related to the most beneficial in terms of brand 

image. When a company invests in such activities, they are perceived as more genuine 

and charitable. Although, consumers have a hard time trying to grasp how companies 

can be truly good and responsible, which is why it comes down to an individual level. If 

a company has a front figure that seems empathic and acts in a charitable way, 

consumers feel that it rubs of on the company. If the front figure is absent, the risk is 

that consumers perceive the company as “trying to do well, but only because they want 

return from it”. 

  

The top is not expected by society. As with the ethical dimension, the researchers do not 

know how it affects the brand image if the company performs badly with the 

philanthropy activities, but if they do, there are to options. If the company works well 

with philanthropy, while having a well functioning base, the chances of a better brand 

image is higher. However, if the base is not covered, but the company works well with 

philanthropy, it is still bad in the case of brand image. 
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7 Discussion and further research 

 

 

The researchers are aware of how the sample in this study could affect the outcome, as 

there of course are numerous other consumers that have opinions worth focusing on. 

However, these are the ones chosen to represent a small part of the explanation of how 

consumers perceive companies brand image depending on companies‟ CSR activities. 

Because of this reason it is hard to genereralize the studies results.  

 

Men were over-represented in the study, with a 60-40 ratio. It was the researchers 

objective to collect data from an equal number of men and women, but as it is for now, 

the researchers are aware of that it might have affected the study‟s result. However, it is 

hard to tell exactly where the result could have been different with a more even ratio, so 

the researchers have to settle in stating the possibility for it.  

 

The amount of focus groups could also be a factor influencing the result in a negative 

way. The researchers aim was to achieve saturation from the focus group, which they 

felt was obtained after the second one. However, it could be discussed how a couple of 

more focus groups could have given the thesis a greater depth. Focus groups as only 

data collection method could also be criticized. It only views thoughts a population 

together comes up with, but if the study would have involved e.g. individual interviews 

as well, the result could have been different.  

 

Further research 

The researchers have a couple of suggestions of further research that could be executed, 

as they have aimed to begin exploring a rather unexplored research field. (1) First of all, 

as the process is the main contribution of this study, it could be of interest to explore 

how companies could use the process to strengthening their brand. As for now, 

companies have to use the upper part of the pyramid to have a chance of obtaining a 

strengthened brand image, even though it is the process that is truly important for 

companies to work with, according to the customers. (2) It could also be of interest to 

explore another part of the population, due to how this study was limited to students.  
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Appendices 

Appendix A Operationalization 

 

 

Theoretical 

concept Definition of concept Motivation Question(s) 

CSR pyramid 

 

 

 

 

 

 

 

 

 

 

Carroll's (1991) CSR pyramid is a CSR theory 

 

 

 

 

 

 

 

 

 

  

The questions enable to 

identifying a current way to 

understand how the 

respondents value and 

approach CSR.  

 

 

 

 

 

 

- What does it mean to take 

social responsibility?  

What is a socially responsible 

company?  

- What function should a 

company have in society?  

- What characterizes a good 

company?  

- What do you think about 

companies working with 

CSR? 

CSR pyramid: 

the 

economical 

In Carroll „s (1991) CSR pyramid, the 

economic dimension forms the basic which  

Including Profit Maximization. 

To understand how the 

respondents think about the 

importance of the economic 

What driving forces are there 

for companies to give back to 

society?  



  
 

II 

dimension  dimension   

CSR pyramid: 

the legal 

dimension 

 

 

 

 

In Carroll „s (1991) CSR pyramid, the legal 

dimension is about follow law and regulations 

promulgated by the government. The norms 

of informal law can at a later stage obtain the 

status of formal law, this due to the societal 

development and the new expectations as 

follows. 

To understand how the 

respondents consider the 

legal dimension. 

 

 

 

 

- What driving forces are there 

for companies to give back to 

society by following the law, 

profit-maximize, pay fair 

wages, and pay returns to 

shareholders? 

 

CSR pyramid: 

the ethical 

dimension 

 

 

 

 

 

In Carroll „s (1991) CSR pyramid, the ethical 

dimension addressing the concerns that a 

consumer, employees, shareholders and the 

community may have regarding their 

expectations of the economic and legal 

responsibilities. The ethical responsibilities 

comprise those guidelines that a corporation is 

expected to follow without being legally 

restricted, which involves performing in a 

manner consistent with expectations of 

societal mores and ethical norms. 

To understand how the 

respondents consider the 

ethical dimension  

 

 

 

 

 

 

 

 

- What driving forces are there 

for companies to work with 

CSR activities that are above 

what is expected of them?  

 

 

 

 

 

 

 

CSR pyramid: In Carroll „s (1991) CSR pyramid, the To understand how the - What driving forces are there 



  
 

III 

the 

philanthropic 

dimension 

 

philanthropic dimension forms the top and it  

could for example be about supporting 

programs that promote human welfare and 

sustainability (Carroll, 1991).  

respondents consider the 

philanthropic dimension.  

 

 

for companies to work with 

charity related CSR activities? 

 

  

Brand image 

& CSR 

 

 

 

 

 

 

 

 

 

 

Brand image have a positive impact on 

consumers‟ behavior towards the brand, such 

as the opportunity for the company to charge 

premium prices because the buyers are more 

loyal and more willing to spread positive 

word-of-mouth to other consumers. 

 

 

 

 

 

 

Gives data about the 

respondent‟s opinion about 

specific brands and their 

CSR strategy. A way to 

wind together the concepts. 

 

 

 

 

 

  

 

- Which companies do you 

feel take great social 

responsibility?  

- Which companies do you 

feel do not work well with 

social responsibility?  

- How do you pay attention to 

companies' different CSR 

strategies?  

- How is your perception of a 

company affected by its CSR 

activities?  

 


