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Abstract 
The ecological pressure threatening our planet is about to become even more severe as 

population is expected to grow 30 % by 2050. The injustices between the developed and the 

developing countries are enormous, where the developing countries have to survive on just a 

small fraction of what the developed countries consume.  

In order for our planet to remain sustainable large changes have to be made.  

As large multinational companies represent a majority of the world trade they have to assume 

an extra large part of responsibility in order for the changes to happen. Based on this I have 

conducted a qualitative research based on semi structured interviews with four multinational 

Swedish corporations with the aim to identify future trends of strategic corporate social 

responsibility (CSR). The definition of CSR in this study was “human rights”, “anti-

corruption”, “labour standards” and “environment”.  

The results of this research show that the companies in this study have CSR programs that are 

designed to help fulfilling their missions and goals, which means that the firms practice 

strategic CSR. “Human rights”, “anti-corruption” and “labour standards” is considered to be 

very important today and to a large extent taken for granted in Sweden. Business value is 

being allocated to ”labour standards” and “environment”. The major change foreseen in the 

future is that the business value of “environment” is expected to increase dramatically.  

The corporations covered in this research are increasingly taking their responsibility and the 

trend is going towards having CSR fully integrated in their businesses, being an increasingly 

important part of their strategies and a natural part of everyday business.  

 

 

 

 

 

 

Key words: Corporate Social Responsibility, Strategic, Multinational Companies, Future 

Trends 
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  1. Introduction 
What kind of a world have we created? Global warming and other severe environmental 

threats might wipe out large parts of our ecosystems and create disasters for humans 

impossible to overlook today. The injustices are enormous between the developed and the 

developing countries, where the developing countries have to survive on just a small fraction 

of what the developed countries consume.  

The situation is about to become even more constrained. In 2050 it is predicted that the 

population will increase by 30 % amounting to nine billion people. If consumption will 

continue as of today, we will use the ecological resources of 2,3 planets in 2050 (WBCSD 

2010a). The level of consumption that is sustainable1

In this era of change towards a sustainable, resilient

 to our planet is “just over one planet´s 

worth of ecological resources” (WBCSD 2010a p. 3). Obviously large changes have to be 

made to reach this sustainable level. 

2

However, we all have a large responsibility to contribute to a sustainable world. Large 

multinational companies (MNCs)

 world, vast opportunities for business 

are emerging. However, this will require the mindset of regarding sustainability as new 

possibilities of business innovation and not as a cost. “Rather than follow change, business 

must lead this transformation by doing what business does best: cost-effectively creating 

solutions that people need and want. The difference is that the new solutions will be based on 

a global and local market place with “true values and costs”, the “truth” being established by 

the limits of the planet and what it takes to live well within them. Business, consumers and 

policy-makers will experiment, and, through multi-stakeholder collaboration, systemic 

thinking and co-innovation, find solutions to make a sustainable world achievable and 

desirable” (Ibid).   

3

                                                           
1 The most frequently accepted definition of “sustainable development” is from the Bruntland report 1987; progress that “meets the needs of 
the present without compromising the ability of future generations to meet their own needs” (May et al. 2007 p.407). 

 have to assume an extra large part of this responsibility as 

they represent a majority of the world trade and influence societies and consumption all over 

the world (May et al. 2007). “Of the 100 largest economies in the world, 52 are corporations 

and 48 are countries” (Makwana 2006). 

2 “Resilience= “The capacity of a system to absorb disturbance and still retain its basic function and structure” (Walker and Salt 2006 p. xiii) 
3 Multinational Corporation (MNC) = “a corporation that has its facilities and other assets in at least one country other than its home country. 
Such companies have offices and/or factories in different countries and usually have a centralized head office where they co-ordinate global 
management. Very large multinationals have budgets that exceed those of many small countries”. Reference: Investopedia: 
http://www.investopedia.com/terms/m/multinationalcorporation.asp 
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During the past decades society has increasingly raised demand for corporate social 

responsibility (CSR)4

The United Nations reacted towards the negative development, and formed the UN Global 

Compact (Hassel 2009). This is an initiative to make business improve its sustainable work by 

accepting ten principles in the areas of human rights, labour standards, environment and anti-

corruption (UN Global Compact 2010a). 

 from these companies. The reason has been very bad behaviour of 

MNCs in developing countries such as slave like labour conditions and environmental 

damage. A series of corporate scandals such as the bankruptcy of Enron and Nike´s use of 

child labour amplified the critical voices (May et al. 2007).  

Based on this background I found it interesting to analyse how MNCs look upon their social 

responsibility. How do they practice CSR today? Do their strategic agendas include CSR, and 

how will the importance of CSR change in the future? There is very little research made on 

future trends of CSR, which is why the subject was chosen for this research. Ultimately I 

would like to discuss if the MNCs are interested in and prepared to assume responsibility and 

contribute to the changes the world needs to remain sustainable and resilient.  

 1.1 Aim of Thesis and Research Questions  

The aim of the thesis is to identify future trends of strategic CSR. In order to achieve the 

purpose, the research has focused on the following questions: 

• Do the MNCs practice strategic CSR? 

• What are the future trends of strategic CSR? 

In order to answer the first question above I have examined how the MNCs work with 

CSR today; how do they define CSR? How do they work with CSR in practice and how 

are they organized concerning CSR?  

The second question was answered by analyzing what business value CSR generates for 

the MNCs today and how this value is expected to change until 2015. It is also answered 

by identifying general trends of CSR for MNCs until 2015. 

 

                                                           
4 There is no clear definition of CSR but the definition of the European Commission is as follows: "A concept whereby companies integrate 
social and environmental concerns in their business operations and in their interaction with their stakeholders on a voluntary basis” 
Reference: http://ec.europa.eu/enterprise/policies/sustainable-business/corporate-social-responsibility/index_en.htm 

http://ec.europa.eu/enterprise/policies/sustainable-business/corporate-social-responsibility/index_en.htm�
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 1.2 Delimitations of the Study 

This research is limited to large Swedish MNCs that have signed the UN Global Compact. 

This scope was chosen because corporations that have signed this initiative are engaged in 

CSR and will most probably be active in the field in the future. The large size of corporations 

was chosen because those companies have a strong influence on society and are able to make 

a difference regarding the world problems. To narrow down the scope I have only focused on 

Swedish enterprises. The selection of large companies was made from the UN Global 

Compact´s membership list, where firms are classified as either large or SME (small/medium 

sized enterprises) (UN Global Compact 2010b). 

To get a good view of the future of CSR I chose four companies from different lines of 

businesses: Skanska representing construction, Scandinavian Airlines (SAS) representing 

aviation, Hennes & Mauritz (H&M) representing retail and Skandinaviska Enskilda Banken 

(SEB) representing the finance sector. All four companies are, according to themselves one of 

the leading companies in Sweden regarding CSR in their respective line of business, which is 

why I chose those four particular companies.  

 1.3 Definitions of Concepts 

In the thesis a few concepts have to be clarified. They are “CSR”, “strategic CSR” and 

“future”.  

Since the target group of this research has been large MNCs that have signed the UN Global 

Compact, the ten principles of UN Global Compact were used as definition of CSR. The 

principles are as follows (UN Global Compact 2010c):  

Human Rights 

Principle 1: Businesses should support and respect the protection of internationally 
proclaimed human rights within their sphere of influence; and  

Principle 2: make sure that they are not complicit in human rights abuses.  

Labour Standards 

Principle 3: Businesses should uphold the freedom of association and the effective 
recognition of the right to collective bargaining;  

Principle 4: the elimination of all forms of forced and compulsory labour;  

Principle 5: the effective abolition of child labour; and  
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Principle 6: eliminate discrimination in respect of employment and occupation.  

Environment 

Principle 7: Businesses should support a precautionary approach to environmental 
challenges;  

Principle 8: undertake initiatives to promote greater environmental responsibility; and  

Principle 9: encourage the development and diffusion of environmentally friendly 

technologies. 

Anti-Corruption 

Principle 10: Business should work against corruption in all its forms, including extortion 
and bribery.     

The definition used for “strategic CSR” is as follows: “CSR can be seen as strategic when it 

supports core business activities and thereby contributes to the firm’s effectiveness in 

accomplishing its mission” (Halme and Kourula 2008 p. 561). For more information on 

strategic CSR see chapter 3. 

“Future” in this research is until 2015. This is motivated with the fact that most corporations 

have long term plans that stretch five years ahead, but thereafter it is difficult for them to say 

anything with certainty about the future.    

 1.4 Background  

This section contextualizes the research. Since this thesis focuses on CSR in Swedish MNCs 

it is important to understand the development of CSR both from a Swedish as well as an 

international perspective. Therefore the following section begins with a description of the role 

of CSR in MNCs in a globalized world. Thereafter I present the Swedish model and CSR 

from a Swedish perspective.  

 1.4.1 CSR in a Globalized World 

During the past decades the financial power of the MNCs has increased drastically. Since the 

1970s the number of MNCs has increased ten times, and “seventy percent of world trade is 

controlled by just 500 of the largest industrial corporations” (Makwana 2006).  

In the 1970s the discussion about CSR was about how companies could improve the world 

instead of just focusing on their own survival. In order to improve transparency and 

accountability of corporations major regulatory agencies were formed in the United States. 

http://www.unglobalcompact.org/AboutTheGC/TheTenPrinciples/anti-corruption.html�
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The concept CSR started to become fashionable and begun to be part of companies´ strategies 

(May et al. 2007).  

In the 1980s the political climate changed in the United States with deregulations of financial 

markets and privatizations of companies owned by the state. The consequences were larger 

gaps between rich and poor, environmental scandals from corporations and financial 

instability. The power of corporations increased drastically as a result (Ibid).  

The development during the 1980s led to a number of corporate scandals, for example the 

scandal in Enron. The debate was also about how prosperous large corporations like Nike 

used child labour and slave like working conditions in developing countries in order to 

increase their own profitability. All these scandals increased the critical voices against 

globalization and how companies misused their strong financial power (Nilsson et al. 2008).  

From the 1990s the focus on CSR has exploded. The expectations from society have greatened 

and corporations are expected to be good corporate citizens and to work proactively against 

social injustices and for environmental issues (May et al. 2007).  

Since the beginning of this century focus on CSR have increased even more with a greater 

focus on business ethics (Ljungdahl et al. 2008). International initiatives like the UN Global 

Compact have emerged due to the debate and the misuse of corporate power. Co-operations 

between large MNCs, NGOs and international governmental organizations have increased in 

order to help solving world problems such as global warming (May et al. 2007).  

 1.4.2 CSR from a Swedish Perspective and the Swedish Model 

The focus on responsibility in Swedish companies has been somewhat different than in other 

countries. The reason lies in the Swedish model, which is based on cooperation between 

unions, workers and government. The model started to emerge as a result of very costly 

strikes and lockouts in the beginning of the 19th century and has formed a system based on 

negotiations, powerful unions, and a strong welfare system with a large public sector that 

demands little social responsibility from corporations (Nilsson et al. 2008). For a description 

of the historical development of the Swedish model, see appendix 5. 

However, over the past decades Swedish society has become increasingly more open to 

private initiatives, for example in schools and hospitals. This has though been met with 

skepticism and resistance from parts of the Swedish society (Ibid).  
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Swedish managers tend to state that acting socially responsible, especially towards their 

stakeholders has always been a natural part of their business. To accentuate the picture 

Sweden is considered to be one of the least corrupt nations in the world. The country is 

considered to be egalitarian in terms of income, with relatively low difference between high 

and low paid jobs as well as in terms of power within the organizations as there are relatively 

short power distance between managers and employees. Swedish companies are also 

generally considered to be good at diversity, meaning employing foreigners. The debate 

regarding equality has, during the past decade, concerned the equality between genders (May 

et al. 2007).  

However, since the 1980s the trust in corporations has somewhat decreased. During this 

decade the industry was criticized for polluting the environment and as a result corporations 

started focusing more on green issues (Ibid). 

In the 1990s the discussion shifted and globalization was in focus. As an example H&M was 

criticized for having sweatshop conditions in their production. There were also critics against 

too high compensations of executives, such as the pension to Percy Barnevik, former 

president of ABB, and bonus scandals in Skandia. As a result, business ethics was put on the 

agenda (Ibid). 

The strategic focus from a business perspective in Swedish companies has been to practice 

CSR in order to reduce risks, but lately CSR is beginning to be viewed upon as a way of 

creating new business opportunities and thereby contributing to profitability (Ibid).   

In comparison with the rest of the world Swedish firms score very high on Dow Jones 

Sustainability Index World and FTSE4Good, which are leading sustainability indexes (Ibid). 

For more information on Dow Jones Sustainability Indexes and FTSE4Good, see appendix 2. 
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       2. Methods 
In chapter two I present the methods used and my research process. Thereafter criticism of the 

research process and chosen methods as well as strengths and limitations of the chosen 

methods are presented. 

Three research methods were chosen in order to answer my research questions; collection and 

qualitative analyses of texts and documents (literature review), semi structured interviews and 

projection scenarios. The literature review gave background information to the subject and the 

theoretical framework. The semi structured interviews, conducted with a projection scenario 

approach, added new information in order to answer the research questions. The methods 

were chosen to complement each other.  

 2.1 Collection and Qualitative Analyses of Texts and Documents 

As a start I began reading general literature about CSR found in databases at Stockholm 

University and Stockholm School of Economics. This gave a broader understanding of the 

subject and revealed gaps in current research and thereby helped me identify research 

questions, method and theoretical framework. Literature was also found by looking at the 

reference lists in articles and through recommendations from my supervisor. “The Craft of 

Research” (1995) by Booth et al., as well as other master theses were read to prepare in the 

right way before starting the process of writing my thesis.  

When the aim of the research was decided, the time limit year 2000 and later was used for 

further literature search.  

Before the interviews, documents from respective company were collected and studied. These 

were annual reports, sustainability reports, codes of conduct and other brochures containing 

information on CSR. The companies´ web sites provided additional information. The Internet 

was further used to find data about organizations such as the UN Global Compact, ISO etc.  

In order to evaluate the quality of documents, both printed and electronic, their authenticity, 

credibility, representativeness and meaning (comprehensibility) have to be evaluated (Bryman 

2004). I had this in mind when choosing and analyzing documents and texts, which is why 

only scholarly data bases were used. To evaluate and analyze the quality of the documents I 

tried to be as critical as possible. This mindset was particularly important when analyzing 

information received from the companies since it is produced to give positive images of the 

firms. 
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 2.2 Projection Scenario  

Since the research was to provide perceptions about the future, a method for future studies 

was chosen. Projection scenario was selected as this method is descriptive, i.e. describes what 

the future may be (World Future Society 2010).  

In the process of creating a scenario stakeholders and decision makers should be included. 

The motive for this is that these people are most suitable in making future projections (Ibid). 

Therefore I picked respondents holding leading positions with regard to CSR. During the 

whole interviews the respondents were also asked to explain the motivation behind their 

answers. 

Below is a description of how the method works and how I have applied it (Wollenberg et al. 

2000):  

1. The respondents start by selecting a certain time in the future and a system to be 

investigated. In this research the time in the future is 2015 and the system is the 

organizations where the participants work.  

2. The current state is described. Elements to evaluate within the system are identified as 

well as “relationships in terms of what factors influence other factors, what their 

impacts are and their level of impact” (Wollenberg et al. 2000 p. 25). Here, the 

respondents described how they work with CSR and how they are organized regarding 

CSR. They also evaluated how important they consider CSR to be and what business 

value it generates today. 

3. The participants are asked to foresee changing trends for the elements and 

relationships. Uncertainties are also identified. During the process the participants are 

asked to explain the motivation behind their answers. All respondents were asked to 

foresee how important CSR will be for their organization in 2015, and what business 

value CSR will provide at that time. General changes in importance of CSR for 

Swedish MNCs were also asked for. For applied questionnaire, see appendix 3 and 4. 

 2.3 Semi Structured Interviews 

In semi structured, qualitative interviews interview guides are used with pre decided 

questions. The method is flexible as the questions can be asked in different order and new 
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questions, not decided in advance, can arise and be included as the research goes on. The 

deeper meaning of behavior is often analyzed (Bryman 2004).  

This can be compared with quantitative research where focus lies on numbers and quantitative 

facts that can be statistically analyzed. This research approach is often very structured with a 

distance to those who are being interviewed (Ibid). 

For my research a qualitative approach and semi structured interviews were most appropriate. 

This method was chosen since I wanted to get a deep understanding of the research questions 

and be able to develop the questionnaire, which was based on pre decided questions, if new 

information was to appear. This is why most of the questions were open and personal 

interviews were most appropriate. During the interviews new angles of CSR did emerge, 

which resulted the removal of a few questions after a small number of interviews.  

Being well aware of the fact that the quality of semi structured interviews depends on the skill 

of the interviewer, I tried to prepare carefully. These preparations were made by a thorough 

study of the companies´ work with CSR before the interviews. I also prepared by reading 

“The Qualitative Research Interview” (1996) by Kvale.  

To get several aspects on CSR from the companies and to check if CSR was anchored 

throughout the entire organizations, I chose to speak with two or more people in each 

company. Positions of the people I spoke with were one person responsible for the company’s 

strategic CSR work, and one leading person within a production unit. H&M was, however an 

exception. There I spoke to the project leader, working with CSR Communication instead of 

interviewing someone from a production unit. My opinion is that this was a good choice, 

since this person was very knowledgeable about the subject.  

All meetings lasted for around 1,5 hours and were held at the head offices of the respondents´ 

companies. One interview had to be conducted over the phone since the respondent was 

unable to come to Stockholm.  

The interviews were recorded, transcribed and sent to the respondents for approval. This had 

two advantages; I could focus on the interview and not the writing in the interview situations. 

It was also easier for me to see if any information was missing as all answers could be 

recaptured. One of the disadvantages with semi structured interviews is that reliability and 

validity can be questioned since questions, and order of questions, can vary between 

interviews (Bryman 2004). This disadvantage was minimized by this working procedure. 
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 2.4 Criticism of Research Process and Chosen Methods 

The research process and chosen methods can be criticized in many ways. Below are my 

reflections: 

I only spoke with two or three people in the companies. The people interviewed were all, 

except for one person, directly involved in CSR. It is possible that the results would have been 

different if I would have interviewed more people in different parts of the organizations. The 

answers given provided a very homogeneous picture, which can mean two things. Either the 

CSR work is well integrated in the organizations and everyone has the same picture of the 

future, or the respondents are too closely incorporated in CSR in their daily work to be able 

give a general picture.  

Two people could only give me 30 minutes for an interview. This gave a great deal of 

information, but I would have preferred longer interviews to be able to get a wider picture.  

All answers in my research provide a very positive image of the corporations´ CSR programs. 

I heard very few self critical opinions. Deliberately, leading companies in CSR were chosen 

but still the answers were, in my opinion, a bit too positive. One self criticism is that I did not 

ask for the respondents´ critical opinions regarding their CSR programs. The positive image 

was emphasized by the written information collected from the firms.  

To observe CSR from a customer perspective I visited an H&M store and an SEB office to 

see how the MNCs communicate CSR where they meet their customers. For observation of 

SAS´ CSR communication to its customers I visited the company´s booking web site5

By the nature of qualitative research, it is difficult to draw conclusions that are applicable to a 

whole population as it consists of a limited number of interviews. Thus, in this research I can 

only draw conclusions that are applicable for the companies interviewed. In order to address 

this problem, I asked the respondents about their general perception of CSR trends for 

Swedish MNCs until 2015. These answers provided an indication of the general trends of 

CSR, but do not provide trustworthy data as to draw conclusions applicable for all Swedish 

MNCs. 

. It 

should be added though, that I was not able to evaluate the CSR communication of Skanska as 

it is difficult to pretend being a customer of a construction project.  

                                                           
5SAS c: 
http://www.sas.se/sv/?WT.mc_id=SE4&WT.term=scandinavian+airlines&WT.campaign=2096&WT.source=google&WT.medium=cpc&W
T.content=506407047&cshift_ck=1863395560cs506407047&WT.srch=1&vst=true 
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 2.5 Strengths and Limitations of Chosen Methods 

Based on Bryman (2004), World Future Society (2010) and Wollenberg et al. (2000) I have, 

below, compiled the strengths and limitations with the chosen methods:  

 Semi structured interviews collection and 
qualitative analyses of 
texts and documents 

Projection Scenarios 

St
re

ng
th

s 

Flexible 

 

Provides in depth understanding of 

complex questions and can discover 

angles of a question not known in 

advance. 

 

The same questions can be asked to 

all respondents since the interviews 

are based on an interview guide. 

 

Easy to access public 

documents, both 

electronically from the 

internet, as well as in 

printed form from 

companies. 

 

Give background 

information and framework 

to the subject 

Describes the future, at a certain 

time, as it will or can be.  

 

 

   
   

W
ea

kn
es

se
s 

Time consuming 

 

Reliability and validity can be 

questioned since questions, and 

order of questions, can vary 

between interviews. 

 

Quality of the interview is 

dependent on the skill of the 

interviewer. 

 

Difficult to draw conclusions that 

are applicable to the whole 

population investigated since there 

is only time for a limited number of 

interviews. 

 

Can be difficult to get access to the 

right people to interview. 

Strategic material from 

companies can be difficult 

to get a hold of.  

 

Might be difficult to 

evaluate the authenticity, 

credibility, 

representativeness and 

meaning of the documents. 

 

Often results in a very large 

amount of material that is 

time consuming to go 

through and interpret. 

No projection dependent on 

human action is 100 % certain. 

 

Difficult to evaluate what 

information that is trustworthy 

since it is all based on human 

subjective judgment about the 

future. 

 

Circumstances change all the 

time so the forecasting may be 

inaccurate because of 

unforeseeable events. 

 

 

Table 1: Strengths and limitations of chosen methods 
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 3. Theoretical Framework 
In chapter three the theoretical framework of the thesis is presented. It starts with a 

description of corporate motives for CSR involvement and continues with classification of 

CSR and future trends of CSR. The theories were used to analyze the results (presented in 

chapter 5) in order to answer the research questions. 

 3.1 Corporate Motives for CSR Involvement 

There are several reasons for companies to be engaged in CSR. When reviewing the literature 

the following reasons tend to be most important: 

• Pressure from media and stakeholders 

• Reduced risk 

• Increased profitability, increased market shares and stronger brand 

• Attract and keep skilled workers 

Below follows a more thorough presentation of the motives. 

Pressure from media and stakeholders 

Corporate scandals, the general criticism against globalization and the formation of the UN 

Global Compact has made media focus on CSR the past decades. Since 1996, the amount of 

articles written on the subject in European business press has increased drastically, especially 

after 1999 (Nilsson et al. 2008). The development has also made the general public, 

politicians, NGOs and other interest groups put pressure on corporations. Businesses have, as 

a result, become more and more acceptant to CSR in the past 10-15 years (Ljungdahl 2008).  

Corporate executives have responded to the pressure by being more and more skillful in their 

communication and use of media. They have been successful several times in lobbying to 

influence laws to serve their business interests. “The number of registered lobbyists in 

Washington D.C has exploded – up by a factor of 10 since Ronald Regan’s election, and by a 

factor of 2 since George W. Bush became president” (May et al. 2007 p. 425).  
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Reduced risk 

Lewis (2006) argues that “Intangible assets/goodwill is particularly dominant in the valuation 

of MNCs. MNCs therefore consider damage to the reputation the most important risk they 

face” (Lewis 2006 p.52). Once a reputation of a corporation is damaged it is very difficult to 

restore (May et al 2007). A damaged brand value affects all stakeholders of a company in a 

negative way; employees, potential employees, share holders, customers, investors, etc 

(Weber 2008). 

A clear example is Nestlé which aggressively marketed a baby milk powder in developing 

countries. The results were a major increase in death among babies caused by the poor water 

quality and the wrong usage of the product due to the fact that the mothers could not read. For 

Nestlé this scandal resulted in a boycott against its products, a major reputation damage and 

employee dissatisfaction (Ibid). 

A summary of all CSR relates risks are presented by Weber (2008); “direct financial effects 

(e.g., fines, charitable contributions); market effects (e.g., customer retention); effects on 

business and production process (e.g., lower production costs); effects on learning and 

organizational development (e.g., employee motivation, innovation); non-market effects (e.g., 

less stakeholder resistance towards production facilities)” (Weber 2008 p. 249).  

Increased profitability, increased market shares and improved brand value 

A significant amount of research has been done that indicates a positive relationship between 

profitability and CSR, but the results are not crystal clear, and there is research indicating the 

opposite as well (Tidström et. al. 2008). A recent study in the US shows, however, that “82% 

of executives agree that operating responsibly benefits the bottom line” (May et al. 2007 p. 

407). 

Another aspect of increased profitability is the reduced costs that can be the result of CSR. 

Improving environmental work will lessen expenses in terms of reduction in energy and 

material used in the daily business.  

Business can also obtain increased sales and market shares due to improved brand image 

caused by a good CSR work (Weber 2008). Corporations may also get “improved access to 

capital due to a higher sensitivity to investors’ sustainability issues” (Weber 2008 p. 249). 
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Attract and keep skilled workers 

Several research studies show that working with CSR improves companies´ ability to attract 

and keep skilled workers (May et al. 2007). This is further illustrated by the fact that “three-

fourths of workforce entrants in the United States regard social responsibility and 

environmental commitment as important when selecting employers” (Nidumolu et al. 2009 p. 

64). 

 3.2 Identification of Value Creating CSR  

The research carried out to see if CSR and financial performance are related gives mixed 

results. One reason for this can be that CSR has been treated as one concept and not divided 

into separate categories (Halme and Laurila 2009). The different categories of CSR do not all 

contribute to increased profitability. One way for corporations to improve the social and 

financial outcome of their CSR activities would be to identify the CSR activities that would 

be most strategic for them and thereby lead to the best outcome (Halme and Laurila 2009; 

Halme and Korula 2008; Porter and Kramer 2006).  

Based on this background I have chosen two theories that focus on how to categorize CSR in 

order to select strategic CSR activities. The theories chosen are “Responsive contra Strategic 

CSR” and “CSR Philanthropy/CSR Integration/CSR Innovation”.  

 3.2.1 Strategic Contra Responsive CSR Approach 

According to Porter and Kramer (2006) CSR can be divided into strategic or responsive 

approach, where the strategic approach should lead to better social and financial performance 

than responsive CSR (Porter and Kramer 2006).   

Responsive CSR 

Responsive CSR includes being a good corporate citizen based on the demands from the 

company´s stakeholders. These activities are of a generic kind and not connected to the 

company’s core business. It also means reducing the resulting or expected harm from the 

corporations´ activities in their sphere of influence (Porter and Kramer 2006). An example of 

responsive CSR is philanthropic activities such as SAS sponsorship of Save the Children 

(SAS 2009b). 
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Strategic CSR 

“CSR can be seen as strategic when it supports core business activities and thereby 

contributes to the firm’s effectiveness in accomplishing its mission” (Halme and Kourula 

2008 p. 561). This view is shared by Porter and Kramer (2006) and Burke and Logsdon 

(1996).  

The differences between responsive and strategic CSR are that strategic CSR implies more 

than being a good corporate citizen and reducing the harm caused by the company in its 

sphere of influence. Instead it means choosing and focusing on a few CSR activities that 

result in the greatest social and/or financial outcome (Porter and Kramer 2006). “It is about 

choosing a unique position – doing things differently from competitors in a way that lower 

costs or better serves a particular set of customer needs” (Porter and Kramer 2006 p. 88). 

To identify strategic CSR activities five characteristics shown in the following figure should 

be searched for:  
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Figure 1: Model of strategic CSR (Burke and Logsdon 1996 p. 497) 

 3.2.2 CSR Classification According to Types 

Halme and Laurila (2009) argue that CSR activities should be classified according to types in 

order to identify those that result in the greatest social and financial outcome. Following is a 

description of the different types; Philanthropy, CSR Integration and CSR Innovation (Halme 

and Laurila 2009):  

Philanthropy  

Philanthropic activities are often generic and in the form of charity and voluntary 

contributions. No business benefits are expected from these actions and they are seldom part 

of or connected to core business (Halme and Kourula 2008; Halme and Laurila 2009). They 

can, however, result in improved reputation and brand value as well as in proud employees 

(Porter and Kramer 2006). 

Strategic 
CSR

Centrality Closeness 
of fit to the firm’s 

mission and 
objectives

Specificity Ability to 
capture private 

benefits by the firm 

Proactivity Degree 
to which the 

programme is 
planned in anti-

cipation of emerging 
trends and in the 
absence of crises

Voluntarism Scope 
of discre-tionary 

decision-making and 
lack of externally 

imposed compliance 
requirements

Visibility 
recognizable, 

observable credit by 
stake-holders for the 

firm
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CSR Integration 

CSR Integration consists of activities which are connected to the company´s current core 

business operations in order for the firm to be more socially and/or environmentally 

responsible. The focus lies on reducing the harm caused in the corporation´s value chain. The 

business benefits that can result from CSR Integration are risk reduction, increased brand 

value, reduced costs or being ahead of legislation. Examples of CSR Integration activities are 

to pay fair salaries and take good care of employees, to take responsible actions in the value 

chain as for example securing good labour conditions and acting environmentally responsibly 

(Halme and Laurila 2009).  

CSR Innovation  

In the past few years a trend has emerged where CSR is seen as a source of business 

innovation (Nidumolu et al. 2009). According to Halme and Laurila (2009) “a business 

enterprise takes an environmental or social problem as a source for business innovation and 

seeks to develop new products or services that provide a solution to the problem (Halme and 

Laurila 2009 p.330)”. The result is a win-win situation for business and society, where a 

social or environmental problem is solved for society at the same time as it is profitable for 

the company (Halme and Laurila 2009). There are case studies indicating that CSR 

Innovation is the CSR type that results in the highest outcome both socially as well as 

financially, but these results are not yet statistically proven (Ibid). 

An example of CSR Innovation is the base-of-the-pyramid (BOP) approach which means “to 

solve problems of socially disadvantaged groups within a society while simultaneously 

creating new businesses or at least lucrative business opportunities for companies” (Halme 

and Kourula 2008 p. 560). 

In order to reach the stage of CSR innovation, Nidumolu et al. (2009) argue that companies 

have to go through five phases:  

To begin with firms should be proactive regarding rules and regulations and follow the 

strictest rules even before they have become law. Companies have to realize the possible 

opportunities that can follow by this approach.  

Secondly the value chains of the corporations should be made sustainable. The results will 

probably be improved reputations, reduced costs and maybe new business.  
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The next step should be to invent new sustainable products and services. Thereafter new 

business models should be developed in order to fulfill the demands of the customers in new 

ways (Nidumolu et al. 2009). To achieve this, companies should form partnerships with other 

firms or organizations in order to widen their competence and get new necessary inputs 

(Yunus et al. 2010; Nidumolu et al. 2009).  

The last step implies creating next-practice platforms (Nidumolu et al. 2009). At this stage the 

current business model has to be questioned continuously (Yunus et al. 2010; Nidumolu et al. 

2009).  

Differences between the types 

The major difference between CSR Integration and CSR Innovation is that CSR Innovation 

“is about creating new business aimed at reducing a social or environmental ill, whereas CR 

Integration is concerned about conducting existing business responsibility (Halme and Laurila 

2009 p. 331).” CSR Innovation is thereby an extension of core business, whereas CSR 

Integration is an integration of current business. Philanthropy, on the contrary, lies outside of 

the company’s core business. The different types of CSR activities often exist at the same 

time (Halme and Laurila 2009). 

 

 

 

 

 

 

 

 

 

 



   

23 
 

3.2.3 My Classification Model of CSR 

Following is my own CSR classification model. It consists of my analyses of how 

“Responsive/Strategic CSR” and “CSR Philanthropy/CSR Integration/CSR Innovation” are 

connected and is based on the theories described in 3.2.1-3.2.2. 

 

Figure 2: My CSR classification model.  

My conclusion is that all three CSR types can be strategic in the sense that they support a 

company’s core business and thereby help the firm to achieve its mission. Philanthropic CSR 

is, however seldom of strategic character as it is often generic, and seldom connected to the 

core business of a firm (Porter and Kramer 2006). Therefore it is most frequently classified as 

responsive CSR.  

CSR Integration can be both strategic and responsive. It is strategic when it “transforms value 

chain activities to benefit society while reinforcing strategy” (Porter and Kramer 2006 p. 89). 

CSR Innovation is by definition always strategic as its purpose is to create new business at the 

same time as a social or environmental problem is solved (Halme and Laurila 2009).  
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 3.3 Future Trends of CSR 

There is not much written about the future trends of CSR. However the information found 

indicates that CSR will be increasingly important to business. This is illustrated with the 

following quotations: 

“CSR will become increasingly important to competitive success” (Porter and Kramer 2006 p. 

92). 

 “Traditional approaches to business will collapse, and companies will have to develop 

innovative solutions. That will happen only when executives recognize a simple truth: 

Sustainability=Innovation!” (Nidumolu et al. 2009 p. 64). 

The most common view is that sustainability is profitable for corporations in the long run.  

Sustainable investments are also continuously increasing (Tidström et al. 2008). “Within the 

next ten years, the field is expected to grow to 15-20 % or around USD 26.5 trillion of total 

assets under management globally” (Dow Jones & Company 2009 p. 6). For more 

information on Socially Responsible Investing (SRI) and leading sustainability indexes, see 

appendix 2.  

In 2050 our planet will have to take care of nine billion people instead of today´s 6,5 billion. 

Obviously large changes have to be made in order for the earth to remain sustainable and 

resilient. To achieve the changes new opportunities demands will be imposed on corporations. 

New partnerships and cooperation will take place between business, governments and 

numerous other stakeholders in order to find common solutions for sustainability. New 

technology will be developed, and “New rules for markets will reframe environmental 

challenges as economic challenges, driving innovation and competition in the direction of 

sustainability and away from resource- and energy-intensive production” (WBCSD 2010b).  

As a result of the coming changes large business opportunities will open up for those who see 

sustainability as a possibility (Ibid). 
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       4. Empirical Cases 
In order for corporations to practice sustainability there are a number of international 

guidelines at their help. Some of the most important are UN Global Compact and OECD 

Guidelines which consist of general principles of CSR. Other initiatives are ISO 26000 with 

practical advices to help companies practice CSR and Global Reporting Initiative (GRI) with 

guiding principles on how to report CSR. These are presented more in detail in appendix 1. 

This chapter consists of the interviews conducted at H&M, SAS, SEB and Skanska and 

information from the companies´ websites and documents collected from the firms. The 

questionnaire used is presented in appendix 3 and 4. To be able to answer the research 

question “Do the MNCs practice strategic CSR?” a presentation follows for all companies 

about their; Company, Definition of CSR, CSR in Practice and CSR Organization.  

Thereafter the business value of CSR today and in 2015 as well as the general development of 

CSR until 2015 is presented for all companies together. These responses intended to answer 

the second research question; “What are the future trends of strategic CSR?” 

   4.1 Skandinaviska Enskilda Banken 

In SEB two people were interviewed; Ingrid Jansson: Head of Corporate Sustainability and 

Cristina Strand Wadsjö: Business Coordinator, Investment Management 

        4.1.1 Company Information 

SEB describes itself as follows: “SEB is a leading Nordic financial services group with a 

strong commercial and investment banking focus. SEB offers a wide range of financial 

services to private, corporate and institutional customers principally located in eight North-

European countries. SEB is also a leading life insurance provider. The international nature of 

SEB´s business is reflected in its presence in 20 countries worldwide. In total, SEB employs 

21 000 people” (SEB 2009a p.4). The operating income was 2009 44213 MSEK and net profit 

1178 MSEK (SEB 2009a). The company’s mission and goals are as follows (SEB 2009a p.6):  

Mission: to help people and business thrive providing quality advice and financial means  

Goal: to be the leading Nordic bank with a strong focus on corporate banking and wealth 

management.  
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 4.1.2 Definition of CSR 

SEB uses the definition Corporate Sustainability (CS). The firm has identified two aspects of 

CS, its own direct impact, for example carbon footprint, and its indirect impacts through the 

company’s investments and asset management. The indirect impact has by far the greatest 

impact, but according to Jansson, they would not be credible as a bank if they did not work 

with their direct impact as well (Jansson 2010). 

SEB developed a new CS strategy in 2009 which now consists of three areas of responsibility; 

Governance, Environment and Social Responsibility (SEB 2009b). Business ethics form the 

base for the bank´s sustainability work and are part of all activities (Jansson 2010). The areas 

of responsibilities consist of the following eight business priorities (SEB 2009b p. 11):   

   Environment 
Reducing our footprint 
Managing our direct 

environmental impact.  

Sustainable finance and 

investments  

Together with our customers, 

reduce the risk for negative social 

and environmental impact related 

to our finance and investment 

activities. Work to increase our 

and our customers’ positive 

contribution through offering 

sustainable products and services. 

 

Governance 
Responsible selling and marketing 

Assist our customers in reaching 

their financial objectives. Ensure 

that our customers understand the 

consequences of our advice and 

their overall dealings with us. 

Tackling financial crime 

Actions to prevent money 

laundering, fraud and financing of 

criminal activity. 

Responsible ownership 

Ensure that we perform our 

ownership role responsibly, 

promoting good business ethics 

and governance, and displaying 

good corporate citizenship. 

 

Social 
Access to financial services 
Promoting equal access to 

financial services regardless of 

socio-economic standing, 

ethnic origin or other factors. 

A great place to work 

Create a modern workplace 

that provides scope for 

individual development and 

promotes diversity and work-

life balance. 

Investing in communities 

Supporting the development 

of local communities, 

including support of youth 

development and the growth 

of small and medium-sized 

enterprises.  
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 4.1.3 CSR in Practice 

For the banking system sustainability is fairly new. Due to increased interest from the general 

public SEB´s group management decided to look into these issues three years ago. At that 

point they decided to make a Sustainability Report and look at corporate sustainability issues 

from a GRI perspective. Two years ago, Jansson´s position as Corporate Sustainability 

Manager was appointed. At this time CS was beginning to be discussed globally and the 

indirect influences of the bank started to be discussed (Jansson 2010).  

The first thing that was done was to identify how SEB should work with CS. Business ethics 

were to form the base for sustainability. “If we cannot handle our business ethics there is no 

use talking about other sustainability aspects” (Ibid). Due to the general debate SEB started 

with the environmental issue. This was also the easiest subject to identify as a business issue. 

SEB adopted a goal one year ago to reduce its own CO2 emissions by 45% by 2015. This goal 

is well on its way to be achieved. SEB also decided to compensate for its CO2 emissions. As 

late as December 2009, the CS strategy for the entire bank and the sustainability plan for the 

coming three years were set. Now the plan is to be implemented (Ibid).  

Step number two was to identify how to approach the indirect impact. Jansson said that “We 

have to make sure sustainability issues are a part of our risk assessment”. 

Today SEB always considers environment when performing risk assessment when giving 

credits and making investments. The criteria for risk evaluation are currently being 

overviewed and the bank will start to include anti-corruption, human rights and labour 

standards (Ibid).    

SEB will not automatically stop giving loans to companies that behave badly. Its strategy will 

instead be to practice indirect influence through dialogue in order to influence those firms. 

SEB´s responsibility as a bank also implies evaluating the CS ambitions of the corporations. 

Jansson does not consider it to be useful from a social perspective if SEB drops out of 

business when a company misbehaves. She says that “the benefits arise when we exert 

pressure”. SEB has not started with the dialogues yet, but are about to do so (Ibid).   

Guidance on how to live by SEB´s values, solve difficult situations and standards of business 

conduct are presented in SEB’s Code of Business Conduct. The code is established by the 

board of directors (SEB 2009c). 
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Considering purchasing, SEB´s suppliers are required to have environmental policies (Jansson 

2010).   

SEB´s goal is to have corporate responsibility integrated in all activities in three years. To 

achieve that the company must start by making sure sustainability is handled the same way in 

every part of the company. Step two will be to develop business opportunities within CS and 

step three to measure that it is part of the bank´s core capability. “Then sustainability is 

integrated in everything we do, in our business thinking and business plans” (Ibid). Jansson 

believes that this will be a very tough challenge since the pressure regarding this development 

has not yet come from SEB´s customers.   

To fulfill the social responsibility “a great place to work” the company has clear policies and 

guidelines in order to continuously develop and take care of its employees (Ibid).  

The reasons for SEB to be engaged in CS are to reduce risk, develop its business and attract 

and keep personnel. Jansson says that this is particularly important for younger people. “CS is 

part of the development in society, in which we participate”. 

SEB has an ambitious plan on how to communicate CS work internally. Recently a 

sustainability portal was launched which will enable the employees to become educated on 

the subject. The interest for sustainability among the employees has increased dramatically 

the last year. SEB has not yet started to profile itself as a sustainable company. Jansson 

believes that CS activities have to be made first so that there is substance in the 

communication.  

The company makes investments in communities where it is present. These investments have 

to have a clear connection to the company. But, as Jansson said “The most important 

contribution we have to a community is by doing the business we are set to manage, to 

perform banking in an ethical, sustainable way. This forms a base for a functioning society“. 

When talking to Christina Strand Wadsjö, the impression is that the CS work was on its way 

to be anchored in the organization. Her answers were very consistent with those of Ingrid 

Jansson.  
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 4.1.4 CSR Organization 

At SEB, the board of directors has the overall responsibility for the corporate sustainability 

strategy. The Group Executive Committee ensures that the strategy is implemented and 

developed. In 2009, Group Corporate Sustainability was developed with the purpose of 

monitoring the implementation of the CS strategy and helping the different business divisions 

to deliver on the eight sustainability priorities. The Group Corporate Sustainability consists of 

four people; Head of Corporate Sustainability (who reports to the CEO), Environmental 

manager, Corporate Sustainability and Communication & Reporting Manager. The Group 

Corporate Sustainability is supported by the Group Sustainability Committee. This committee 

consists of representatives from all business divisions and support functions (SEB 2009b).  

 4.2 Skanska 

In Skanska two people were interviewed; Eva-Lena Carlén-Johansson: Manager 

Sustainability Projects and Sofia Skoglösa: Sustainability Manager International 

Infrastructure Development  

 4.2.1 Company Information 

Skanska describes itself as follows: “Skanska is one of the world´s leading project 

development and construction groups, with expertise in construction, development of 

commercial and residential projects and public-private partnerships. Based on the company´s 

global environmental expertise, Skanska aims to be the customer´s first choice for green 

projects. The Group currently has 53,000 employees in selected home markets in Europe, the 

United States and Latin America. Skanska´s revenue in 2009 totaled SEK 137 billion” 

(Skanska 2009a cover). The operating income was 5 222 MSEK (Skanska 2009a). 

Mission 

Skanska´s mission is to develop, build and maintain the physical environment for living, 

traveling and working (Skanska 2009a p. 6). 

The company has five qualitative targets − the five zeros vision (Skanska 2010a): 

• Zero loss-making projects. Loss makers destroy profitability and customer 

relationships 
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• Zero accidents, whereby the safety of our personnel as well as subcontractors, 

suppliers and general public is ensured at and around our projects 

• Zero environmental incidents, by which our projects should be executed in a manner 

that minimizes environmental impact 

• Zero ethical breaches, meaning that we take a zero tolerance approach to any form of 

bribery or corruption 

• Zero defects, with the double aim of improving the bottom line and increasing 

customer satisfaction 

 4.2.2 Definition of CSR 

Since 2002 CSR is included in the Skanska´s corporate policies and in the five zeros vision 

(Skanska 2010b). The company describes their sustainability agenda as follows: 

“Skanska´s sustainability agenda, developed around the framework of the Global Reporting 

Initiative (GRI), includes eleven high-priority areas: The Environmental Agenda covers 

energy and climate, materials, ecosystems and local impacts. The Economic Agenda is based 

on selection of projects that balance economic attractiveness with social and environmental 

responsibility, sustainability in the supply chain and the value added to society. The Social 

Agenda focuses on the company´s relationship with its employees, the safety of its workforce 

and subcontractors, corporate community involvement and relationships with the market. This 

also includes Skanska´s human rights work and participation in the United Nations Global 

Compact” (Skanska 2009a p. 53). 

 4.2.3 CSR in Practice 

Carlén-Johansson would like to state that Skanska is the leading construction company within 

sustainability. This is however hard to define, but for sure Skanska holds one of the leading 

positions in the field (Carlén-Johansson 2010). By participating in a number of initiatives the 

company also tries to raise the standard for sustainability for the whole construction industry 

(Skanska 2009b). 

Within the concept of sustainability Skanska focuses on environment, business ethics and safe 

working environment. Skanska definitely sees a strong business opportunity in green building 

which is reflected in the company´s focus. There are several good examples of Skanska´s 
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innovative green building solutions. One example is the renovation of the 32nd floor in the 

Empire State Building which increased energy efficiency by 30 % at the same time as the 

working environment became much better. For this achievement Skanska received the highest 

standards of LEED6

Before the company signs an agreement with a subcontractor or supplier Skanska performs a 

thorough screening with regard to environment, safety and ethics. The subcontractors also 

have to sign Skanska´s code-of-conduct, which contains information about the company´s 

business ethics, relationship to its employees and environmental demands (Skanska 2008). To 

make sure the code is followed there are code-of-conduct auditors who visit and evaluate the 

different construction sites (Skoglösa 2010).  

. Skanska actively helps their customers in order to find for them the best 

green solutions. Life cycle analyses are made to prove that green solutions pay off in the long 

run (Carlén-Johansson 2010).   

A safe working environment is a major focus for the company. Skanska has established clear 

guide lines for how this shall be achieved and luckily work related incidents constantly 

decrease. The company has worked a lot with leadership to improve this area (Carlén-

Johansson 2010). 

To secure “Zero ethical breaches” business ethics committees are in place. There is one 

central ethical committee which consists of the CEO, the Personnel Director, the main Jurist 

and representatives from each business unit. Their task is to develop the code-of-conduct. 

Every business unit also has its own business ethics committee whose task is to adapt the 

ethical guidelines to their particular business unit. However, the code-of-conduct is applicable 

for everyone (Skoglösa 2010). 

When disasters occur Skanska continuously contribute with resources. This help is mainly 

directed towards Skanska´s home markets (Carlén-Johansson 2010). 

According to Skoglösa there is a growing awareness about sustainability in the organization 

and everyone knows of the code-of-conduct and Skanska´s environmental work (Skoglösa 

2010). 

The purpose of CSR for Skanska is definitely to create business opportunities. Carlén-

Johansson said that “Today everyone wants to build green and we have the technology for it”. 

                                                           
6 LEED=an American international certification model for green construction.    
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It is also to reduce risk, improve the brand and attract and keep good personnel. CSR is, 

according to Carlén-Johansson becoming more and more important to the younger generation. 

The sustainability work is reported in a sustainability review which is part of Skanska´s 

annual report. It is followed up by the management systems ISO 14001 (100% coverage), 

OHSAS (65% coverage) and SA 8000 (Latin America) (Skanska 2010c).  

 4.2.4 CSR Organization 

Skanska has one central CSR department which consists of three people who work with 

environment and health and safety. Their major tasks are to develop policies and strategies for 

these areas. The leader of the CSR department is a Senior Vice President who reports to the 

Senior Executive Team (Carlén-Johansson 2010). He also leads Green Construction, a 

department with four people who focus on identifying tools in order for Skanska to improve 

their environmental work (Skoglösa 2010). They also spread knowledge of best practice of 

green solutions throughout the company. In addition, there is a Green Business Officer, with a 

group of five people, who focus on green renovation of commercial buildings. Since green 

business is of such high priority she reports directly to the CEO (Carlén-Johansson 2010).  

 The CSR work is decentralized. In every business unit there is one Environmental Manager, 

one Work Environment Manager and one HR Manager. Every unit is responsible for 

delivering on sustainability targets (Ibid). 

In one unit, Infrastructure Development, there is a Sustainability Manager, but that is an 

exception.  

There is an environmental network and a work environment network where the Work 

Environment respective Environmental Managers are participants. The networks meet twice a 

year together with representatives from the sustainability department. These networks are 

responsible for developing the environmental strategy and the strategy for safe work 

environment. The Senior Executive Team thereafter makes decisions based on the suggestions 

presented (Ibid). 
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 4.3 Scandinavian Airlines 

In SAS three people were interviewed; Henriette Fenger Ellekrog: Executive Vice President 

(responsible for HR, Communication and Sustainability), Niels-Eirik Nertun: Director 

Environment and Sustainability and Lena Rökaas: Vice President Product Development.  

 4.3.1 Company Information 

SAS Group describes itself as follows: “SAS is the leading airline group in Northern Europe. 

25 million passengers flew with SAS in 2009 to over 134 destinations” (SAS 2010b). 2009 

the group employed on average 18786 people, revenue was 44918 MSEK and earning before 

tax before non-recurring items -1754 MSEK (SAS 2009a).  

Business concept: “Through cooperating airlines, the SAS Group offers flexible and value-

for-money air travel services with a focus on products and services that meet the needs of 

business travelers in the Nordic region” (SAS 2009a p. 8) 

 4.3.2 Definition of CSR 

For SAS sustainability follows the GRI guide lines meaning that social, environmental and 

financial aspects are included in the concept (SAS 2009b).  

Fenger Ellekrog defines CSR as follows: “For me it is a very broad concept. One part is that 

you have a natural impact on the society you are a part of. This is true particularly when you 

are a large company. CSR can of course include "everything". If assumed that CSR includes 

"everything" is not relevant from SAS´ point of view. To be able to anchor CSR in our 

company we have to identify the parts of CSR that are business critical and strategic, but also 

see within what areas we have the biggest impact. For SAS, this is the environment and that 

we are a major employer”. 

 4.3.3 CSR in Practice  

SAS is a company that aims at being one of the environmental leaders in the airline business 

and to lead the environmental development of the whole industry (Nertun 2010). The 

company has ambitious goals, and aims to 

• be seen as the most environment-conscious airline in Europe (2011) 

• have the industry’s most efficient fuel saving (2011) 
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• be among the first airlines to use alternative fuel blends once they are approved 

and commercially available. 

• have 20% lower emissions by 2020 (traffic growth included) 

• have 50% lower emissions per unit produced by 2020 

• In line with IATA’s vision, the overarching long-term goal for SAS’ 

environmental work is to have zero emissions no later than 2050 (SAS 2009b p. 

106).  

SAS is well on track regarding fulfilling its goals (Ibid). 

The zero goal emission requires flying on biofuel. According to Nertun biofuel might be 

available in 2014, which is the most strategic development in the near future. This 

development is a prerequisite for the airline industry since the political pressure on aviation is 

so strong (Nertun 2010). To obtain this SAS was one of the founders of Sustainable Aviation 

Fuel User Group. This organization consists of several airlines, a fuel developer and Boeing 

and aims to speed “up the development of new, long term sustainable aviation fuel from 

renewable resources” (SAS 2009b p. 107).  

Another example of SAS innovative environmental program is that SAS “was first to 

implement green approaches7

According to Nertun “the debate in media over the environmental impact of aviation is too 

negative from aviation´s perspective. SAS needs to get better at communicating internally and 

externally to get environmental facts right”.  

, saving 150 kilograms aircraft fuel (or approximately 475 

kilograms carbon dioxide) per landing” (SAS 2010a).  

The greatest social responsibility of SAS is to uphold a working infrastructure and also to 

offer employments (Nertun 2010).To take care of its employees SAS works with working 

environment, cooperation with the unions, cultural development, and competence 

development of leaders as well as of employees. The employee satisfaction is yearly 

measured and followed up (SAS 2009b).  

                                                           
7 A Green Approach means that an aircraft descends continuously from its cruising altitude to the runway. In a normal approach, an air traffic 
controller gives the pilot stepwise instructions to descend to different altitudes. By descending continuously the aircraft requires almost no 
engine thrust, thereby saving fuel and reducing emissions. Reference: Stockholm Arlanda Airport: http://www.arlanda.se/en/Information--
services-to/Press/Facts/The-environment/Green-Approach/ 
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Due to SAS´ tough financial situation the amount of sponsorships has decreased. However, 

the company still sponsors WWF, Bellona and Save the Children. All sponsoring activities 

aim to strengthen SAS brand or lead to other forms of business cooperation (Nertun 2010). 

SAS´ values, policies and other regulations are stated in a Code of Conduct. This document, 

which is issued by the board of directors, clarifies how employees shall behave in their daily 

work. All employees are required to take an e-learning education about it (SAS 2009b). 

The reason for SAS to be engaged in CSR “is to identify new business opportunities and 

minimize the environmental and social business risks that operations are subject to” (SAS 

2009b p. 117). 

All SAS´ work with sustainability is presented and followed up in a sustainability report. In 

2010 the goal is that all areas of the company shall be certified according to ISO 14001 (SAS 

2009b). 

According to Rökaas, environment is part of their product strategy and is always considered 

when choosing suppliers.  

 4.3.4 CSR Organization 

SAS Group Management sets the agenda for CSR by setting the overall objectives and 

policies for the group. They have the main responsibility for the Code of Conduct and 

approve the sustainability strategy. There is one central position for sustainability; Director 

Environment and Sustainability, whose responsibility consists of developing and coordinating 

SAS environmental strategy and targets. He reports to the Executive Vice Presidents for HR, 

Communication and Sustainability in SAS Group Management. To coordinate and implement 

SAS´ sustainability work there is a sustainability network. This is lead by Director 

Environment and Sustainability and consists of representatives from the companies within the 

SAS Group and Group Management functions.  

The HR related issues within sustainability is handled by the HR organization in SAS Group.  

The performance of CSR is decentralized and different units and companies within SAS 

Group are responsible for setting sustainability targets and following up results (SAS 2009b). 
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 4.4 Hennes & Mauritz 

In H&M two people were interviewed; Björn Magnusson: Responsible for Business 

Development reporting to CEO, and Karolina Dubowicz: Project Leader working with CSR 

Communication.  

 4.4.1 Company Information 

The company describes itself as follows: “H&M operates in 37 countries and has 76,000 

employees all working to the same philosophy: to bring you fashion and quality at the best 

price” (H&M 2010). Sales 2009, excluding VAT, amounted to MSEK 101 393 and the profit 

after financial items was 22 103 MSEK (H&M 2009b). 

In its strategy H&M states that “H&M does not own any factories but instead works with 

independent suppliers via local H&M production offices in Asia and Europe. Products should 

be made under good working conditions and with the least possible impact on the 

environment” (H&M 2009a p. 11). 2009 the number of suppliers was 700, with around 1900 

production units (H&M 2009c). 

 4.4.2 Definition of CSR 

For H&M, CSR is about taking responsibility for how the company affects people and the 

environment, and consists of three parts that are strongly connected; People, Planet and Profit 

(Dubowicz 2010). 

The long term CSR goals of the company illustrate what these three “Ps” consist of: 

“Our aim is to run our business in a sustainable way by reaching our Profit goal to increase 

the number of stores by 10–15% per year with continued high profitability and our People and 

Planet goals.  

People: We shall be at the forefront of social sustainability by:  

• offering our customers safe products and a secure shopping environment  

• being a responsible and preferred employer for existing and potential employees  

• ensuring that everyone employed by our suppliers and their subcontractors are 

guaranteed, as a minimum, their rights as stipulated by relevant laws covering 

labour rights, health and safety in the workplace  
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• contributing to the development of the communities where we operate  

• acting in a way that is ethical and respectful towards the people we touch.  

Planet: We shall be at the forefront of environmental sustainability by:  

• minimizing the need for extraction of fossil fuel, metals and minerals from the 

earth’s crust  

• using and promoting safe and biodegradable substances that do not accumulate 

in the environment  

• maintaining eco-system services by contributing to the conservation of soil, 

water, air and species” (H&M 2009c p. 4). 

 4.4.3 CSR in Practice 

In 2008 H&M introduced a new CSR strategy. The new strategy states that the CSR 

department at H&M, which used to coordinate all CSR activities, has become a supporting 

department that helps the different units in the organization to set and implement their own 

CSR goals and activities. The strategy also says that all decisions made in the company 

should consider sustainability (H&M 2009c). The implementation of the strategy has started 

but, according to Magnusson, it will take time before it is fully anchored. He says that “it is 

not difficult for people to understand that the area is important, but they need help in their 

priorities and in identifying what is important”.  

H&M concentrates its CSR efforts in areas where it has the greatest influence which is “our 

own operations, transport, and the suppliers with whom we have a direct business 

relationship” (H&M 2009c p.5). In the longer term, the ambition is to address social and 

environmental impacts and practices throughout the whole supply chain, but that will take 

time (Dubowicz 2010).  

However, H&M already has implemented initiatives which address steps further back in the 

supply chain. One such example is the Better Cotton Initiative. This is a partnership with 

WWF, Adidas, Ikea, representatives for farmers etc., which aims to develop principles for 

cotton cultivation in order for it to become more financially, environmentally and socially 

sustainable (Ibid).   
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Today focus lies on the working conditions at the suppliers. The demands H&M requires from 

its suppliers and their subcontractors are stated in a code of conduct. The code contains areas 

such as workers rights, child labour and environment. When choosing a supplier a minimum 

level of the code shall be fulfilled. This includes no forced or child labour and safe working 

environment. The suppliers are classified according to their fulfillment of the code. All 

suppliers do not meet each code requirement from the outset, but they all need to be willing to 

improve. H&M supports their improvement efforts in various ways, for example through 

training for both factory managers and employees. The suppliers are audited and evaluated 

every second year (Ibid).  

The focus at the suppliers, regarding the environment, concerns their handling and storing of 

chemicals and handling of waste. For suppliers who have wet processes, like dyeing and 

washing, focus has been on waste water treatment (Ibid).  

H&M also works actively to reduce the environmental impact from transportation of its 

goods and from its stores. Concerning transportation H&M collaborates both with its 

transportation service providers as well as with other organizations in order to reduce the 

environmental impact (H&M 2009c). 

To prevent corruption the company has a Code of Ethics. This document that all employees 

and suppliers have to commit to, lays out H&M´s ethical guidelines (Ibid). 

The reason for H&M to engage in CSR is due to demands from key stake holders such as 

customers, employees and investors. It is expected to result in reduced risk, increased 

profitability, strengthened brand value and ability to attract and retain personnel (Dubowicz 

2010). “Sustainability means a “tipping point” which makes the customer choose and come 

back to us. It feels a little bit better to buy a garment at H&M. We know that this part of the 

purchase decision increases all the time” (Magnusson 2010). 

Community investments must have a clear linkage to H&M´s business. The company focuses 

on three areas; “education and employment of women and youth, water and innovation of 

sustainable textile materials” (H&M 2009c p. 6).  
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 4.4.4 CSR Organization 

 “H&M’s global CSR team comprised 83 people by the end of 2009. All in all, 11 people 

work in the CSR support department at our Head Office in Stockholm. They are: one CSR 

Manager, reporting directly to CEO, three Environmental Coordinators, three Code of 

Conduct Coordinators, one Community Investment Coordinator, one CSR Controller, one 

Product Coordinator, one IT Administrator.  

The other 72 team members are based in our production offices around the world and report 

to the CSR support department as well as their local offices” (H&M 2009c p. 6). They consist 

of CSR Managers, Code of Conduct Managers, CSR Controllers, CSR Project Coordinators, 

Code of Conduct Administrators, Auditors, EHS Auditors, one Global EHS Coordinator, one 

Global Fabric and Fibre Coordinator (Ibid). 

The Central CSR department helps setting KPIs and targets. When sustainability issues that 

cover many departments are to be handled they are discussed in a forum called Green 

Room. Social and environmental issues in the supply chain are handled by the CSR 

organization. Social issues within H&M are handled by the HR organization. The Security 

Manager is responsible for the company's code of ethics. The CSR, HR and Security 

Managers are part of the top management (Dubowicz 2010). 
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 4.5 Business Value of CSR Today and in 2015 

All respondents were asked which business value they allot to CSR today and within five 

years (2015). The definition used for CSR was the ten principles of the UN Global Compact 

which were grouped into four clusters; “human rights”, “labour standards”, “anti-corruption” 

and “environment”. The respondents associated business value with reducing risk, lowering 

costs, improving brand value, attracting and keeping skilled personnel and increasing 

profitability.  

When answering, they used a scale from one to ten where one represented a very low business 

value and ten a very high business value. All values given by the respondents are presented in 

the two following graphs.  

Two respondents, one from SEB and one from H&M could not evaluate the business value in 

numbers, only in words, which is why their evaluations are not included. After the graphs the 

motives are presented.  

Figure 3: Business value of CSR 2010 
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Figure 4: Business value of CSR 2015 

 4.5.1. Business Value of Human Rights 

All respondents agreed that “human rights” are considered to be extremely important but that 

it is taken for granted in Sweden, why only five respondents rated the business value of it. If, 

however a violation would occur the consequences could be disastrous. Considering this risk 

perspective Skanska and H&M gave high ratings. This is also the motive given by the 

respondents who rated an increase in business value until 2015. 

 “I cannot evaluate the business value of “human rights”. The importance of it is enormous 

seen from a reactive PR perspective” (Magnusson 2010). 

“”Human rights”, “labour standards” and “anti-corruption” are taken for granted here in 

Scandinavia. But, should there be an infringement the importance would rise to a “ten” 

(Nertun 2010). 
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 4.5.2. Business Value of Labour Standards 

Dealing with “labour standards” is considered to be of great importance for all companies 

today. They all have programs to provide a good work environment, prevent discrimination 

and increase equality, although some self criticism was expressed concerning discrimination 

and equality. Two respondents expressed that equality between the genders would increase in 

importance until 2015. 

Even though “labour standards” are partly taken for granted in Sweden, the business value is 

considered high, as taking good care of employees creates the base for running business. All 

respondents expressed that the business value would continue to be high or slightly increase 

until 2015. An exception was SEB, which considered the issue to be of the greatest 

importance but taken for granted and thus not resulting in any business value. The motives 

behind the respondents´ answers are further illustrated by the following quotations: 

“We would not be where we are today if we wouldn´t have worked with “labour standards”. 

This is taken for granted by the employees. Equality might not be taken for granted to the 

same extent, especially not in certain markets like Latin America” (Skoglösa 2010). 

“Labour standards are, and will continue to be very important. Business value in the textile 

industry is greater for “labour standards” than for “human rights” (Magnusson 2010). 

“Everything except for “environment” is taken for granted. According to me, I believe we are 

behind considering diversity and equality. We need our staff to better reflect our customers. 

These parameters would result in indirect business value” (Rökaas 2010). 

 “The largest costs for SAS are fuel, which stands for around 20 % of our costs, and 

personnel. Compared to low cost carriers, fuel represents 30 to 40 % of their cost and we have 

to match that. It is vital for us to lower the costs for personnel. This can be done by improved 

relations to our unions and reduced costs for sick leave” (Nertun 2010).  

“This is a 10, and will continue to be a 10. To run a business like SAS effectively, we must 

work with the “labour standards”, not to be politically correct but simply because we will not 

get our company to function if we don´t; We will not be able to keep and motivate our 

employees if we don´t give them the right to join unions, equal pay for equal work and avoid 

discrimination. So, for me this has nothing to do with our image, it has to do with our basic 

ability to attract employees and run our business” (Fenger Ellekrog 2010).  
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 4.5.3. Business Value of Anti-Corruption 

All companies work consciously to prevent corruption. They all have code-of-conducts, 

expressing their ethical guidelines and all employees are educated about the ethical principles. 

The opinion concerning “anti-corruption” was uniform. No business value is considered for 

this principle, except for risk avoidance. Only four respondents gave a rating on this question, 

which further emphasize that no business value is connected with “anti-corruption”. No 

change is foreseen until 2015. 

“There is no way we can expose ourselves to corruption. In that case we will not have any 

business left” (Carlén-Johansson 2010). 

“Consumers in our part of the world do not think of corruption. Should there, however, be a 

case where we were involved in corruption the effect would show” (Dubowicz 2010). 

 4.5.4. Business Value of Environment 

All respondents shared the view that “environment” already today generates business value 

and that this value will increase a great deal until 2015. This is emphasized by the fact that 

eight respondents rated the business value of environment. 

“Green is something we reckon will result in great profitability, which is why the business 

value is very high. I would say it already is a “ten” today, but it will result in much higher 

business value in 2015” (Carlén-Johansson 2010). 

“The business value is, at the moment, rather low for all areas, but from a business 

perspective I believe the environmental issue will be one of the most important questions in 

the future” (Jansson 2010). 

“If we are to exceed the customers’ expectations on a market where sustainability becomes 

more and more important we have to start now! You cannot get instant deliveries of the right 

sustainable materials because they do not yet exist on the market. To have access to these 

materials we take part in developing them, which will give us access to the resources and a 

competitive advantage in the future” (Magnusson 2010). 

“The environmental pressure is stronger on aviation than most other businesses, so we cannot 

afford to fail. The importance of environment has been more and more obvious to us in 

relation to our largest customers, and this importance will continue to rise” (Nertun 2010). 
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“The business benefits of “environment” have increased in recent years. I would say it is now 7/8 

and will go up to 9/10 in 2015. In 2015 the environmental issue is probably taken for granted. If 

we are to use the environmental issue as a differentiating factor, the time is probably now, 2010-

2015. Potentially, perhaps around 2020, “environment” can become so basic and so regulated by 

the authorities that it will be on the same level as safety” (Fenger Ellekrog 2010). 

 4.6 Future CSR Trends for MNCs 

The respondents were asked what general development of CSR for Swedish MNCs they foresee 

by 2015.  

A homogeneous view was that CSR will become more and more important and that the general 

public and customers will increase their demand for responsibility from the corporations. 

Tomorrow´s company is expected to assume responsibility in all areas of CSR. The area that will 

increase the most in importance and business value is, without competition, “environment”. 

Words like “revolution” and “second industrialization” were used to describe the dignity of the 

change corporations are facing relating to this issue. CSR will also be an increasingly important 

argument for attracting and retaining employees, especially the younger generation. 

In addition it will become more and more taken for granted and an integrated part of everyday 

business. The answers are further illustrated with the following quotations: 

“From having been a function of the marketing department to a CSR function, CSR will more and 

more be integrated in the daily business. We are not unique here. Customers of multinational 

companies will demand responsibility throughout the whole value chain” (Magnusson 2010).  

“Sustainability is entering with leaps into peoples´ consciousness. This is a global awakening. I 

am convinced that these issues will become a natural part of how we conduct business and 

politics. It has the dignity of a second industrialization. I do not know if this is 2015, 2020 or 

2030, but I am absolutely convinced that these issues will become increasingly important. 

Politicians and multinational corporations realize that we are on the same arena and will start to 

cooperate more” (Jansson 2010).  

“It will be increasingly worse for those who are not working with CSR as it will become more and 

more important and more taken for granted” (Nertun 2010). 

“Considering the development of the environmental issue I believe we are in a revolution!” 

(Strand-Wadsjö 2010).  
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 5. Analyses of Results 
In this chapter I aim to analyze the empirical cases presented in chapter four by comparing 

them with the theories presented in chapter three. The analysis intend to answer the two 

research questions:  

• Do the MNCs practice strategic CSR? 

• What are the future trends of strategic CSR? 

As I am interested in the general picture of future trends of CSR the results are analyzed for 

all companies together. 

 5.1 Do the MNCs Practice Strategic CSR? 

In order to answer the question “Do the MNCs practice strategic CSR?” I used my own CSR 

model (see 3.2.3). Below is an analysis of how the corporations fulfill the criteria set for 

practicing strategic CSR (Centrality, Visibility, Voluntarism, Proactivity, Specificity). This is 

followed by a discussion on what types of CSR the companies are practicing (Philanthropy, 

CSR Integration, CSR Innovation).   

Centrality  

It is absolutely clear that all companies find CSR to be central for them, meaning that their 

CSR programs are designed to help fulfill the companies´ missions and goals. There are large 

differences between how well integrated the CSR strategies and program are in the firms, 

where SEB has just begun to formulate its CSR program while CSR is decentralized and fully 

integrated in Skanska’s business. However, all companies have expressed the intention of 

having a fully integrated CSR strategy in their firms, where sustainability ultimately will be a 

natural part of everyday business.  

All companies stated that they practice CSR to create new business opportunities. They 

further motivate their involvement with the fact that they are reducing risk, attracting and 

keeping skilled personnel and improving brand value. These motives prove the strategic 

importance companies place on CSR as they all are necessary in order for the firms to reach 

their missions and goals. 

The MNCs focus their CSR efforts on activities that benefit their company and where their 

businesses can make the biggest differences. For H&M that means focusing on labour 

standards and human rights as they manufacture in low-cost countries. For SAS it is natural to 
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focus on the environment, Skanska concentrates its attention on the environment and work 

environment and SEB on their direct and indirect impact with business ethics as a base. All 

companies include being a big employer and taking good care of employees in their CSR 

definition.  

The centrality of the corporations´ CSR is further emphasized by the fact that top 

management is involved in setting the sustainability strategy in all companies. They also all 

have central CSR functions within, or reporting directly to top management.  

Visibility  

All companies present their sustainability work in sustainability reports (Skanska is an 

exception, reporting in a sustainability review). The CSR programs are thoroughly presented 

on the corporations´ web sites and internally on their portals. All firms are very observant that 

there is real substance behind their communication.  

But, how visible is the sustainable solutions offered by the MNCs to us, the consumers?  

When entering an SEB office I could not find any product brochures where sustainability, 

ethics or environmental products or messages were mentioned. The same impression left me 

when visiting an H&M store. Out of the whole collection an extremely small part consisted of 

organic clothes and there were no signs showing where to find them. When trying to book 

SAS on the internet there was no direct link from this website to get access to environmental 

information. SEB has just started their work with sustainability so maybe the program has not 

yet reached their bank offices. H&M and SAS have, however been working a long time with 

sustainability why I wonder why they do not provide more visible sustainability information 

where they meet their customers.  

Voluntarism  

A general answer was that all respondents considered his/her company proactive and ahead of 

legislation with regard to CSR. Thus it can be argued that the CSR activities are of a 

voluntary nature. It can be discussed, however which actions the MNCs would have taken if 

the general public had not reacted. For example would H&M be as concerned about labour 

conditions if it had not been for the discovery of child labour in their production? Or would 

SAS have put the same effort on environmental actions if it was not for the political pressure? 

 



   

47 
 

Proactivity  

The companies are proactive and in the lead with regard to CSR within their lines of trade. 

SAS and Skanska and expressed that they are concerned about developing CSR for their 

whole line of trade. Another very good example of proactivity is H&Ms effort to form a 

partnership to produce better cotton (see 4.4.3). The company predicts an increased demand 

for environmentally friendly cotton in the future and by Better Cotton Initiative H&M secures 

access to the material. An additional example is SAS´ participation in founding the 

Sustainable Aviation Fuel User Group in order to produce biofuel. That fuel will be available 

to all competitors, but will help the whole line of trade to handle the tough environmental 

restrictions placed on aviation.  

However, only one company, Skanska, mentioned that it tries to be proactive in influencing 

their customers’ choices as for them to choose greener solutions.  

Specificity  

It is difficult to obtain an advantage that cannot easily be copied by a competitor. Since all 

companies in this research are leading MNCs within CSR, they can be able to obtain own 

advantages from their CSR activities until competition follows. But, if the companies in this 

research continue to be leaders in the field of sustainability they will remain ahead of 

competition. Thereby new products will continuously be developed from which they can 

obtain private benefits until those are copied. 

Philanthropy 

All companies have some philanthropic activities where the firms invest in the community.  

These have to have some kind of connection to the companies’ core business, and can 

therefore be classified as a mixture between strategic and responsive CSR since they do not, 

however to a large extent contribute to goal and mission fulfillments. These actions, however, 

represent a rather small part of the companies´ CSR programs. 

CSR Integration 

The larger part of all companies´ CSR programs can be classified as CSR Integration, 

meaning that the activities aim to reduce the harm caused in the value chains. This is 

particularly true for H&M which really focuses on this. As presented in 3.2.3 CSR Integration 

can be both strategic and responsive. I would argue that the CSR Integration practiced by the 

MNCs is a mixture of responsive and strategic CSR as it both aims to mitigate the harm 

caused in the value chains and to reinforce the companies´ strategies.  
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CSR Innovation 

All MNCs have the intention to practice CSR Innovation, although there are great differences 

regarding how far they are in that process. Analyzing the companies with Nimolduo´s five 

phases (3.2.2) I would argue that the corporations have advanced as follows; SEB has just 

started and is on the second step, meaning that the company is about to make its value chain 

sustainable. Skanska, SAS and H&M have reached step four and form partnerships to widen 

their competences in order to identify new business opportunities and create sustainable 

products and services. Skanska has, in my opinion reached one step further, to phase five, and 

creates next step platforms. Its CSR strategy is fully integrated and decentralized in the 

organisation and new business opportunities are constantly being developed with regard to 

environment.  

 5.2 Future Trends of Strategic CSR 

All respondents expressed that CSR will become more and more important, which is also 

reflected in their answers about the business value connected with CSR today in comparison 

with 2015.  

All companies argued that “anti-corruption” and “human rights” will continuously remain 

extremely important, but will not provide much business value as it is taken for granted in 

Swedish corporations. However, for H&M with production in low cost countries, “human 

rights” are not taken for granted in the same way. With regard to “anti-corruption” Skanska 

and SEB expressed their carefulness with how they choose markets where they do business in 

order to avoid corruption. 

Regarding “labour standards” the business value is considered high today and will most 

probably slightly increase. The employees are the most important assets for the corporations 

and will continue to be so, why good labour conditions always are expected to provide high 

business value.  

For the MNCs this is, however a challenge as labour conditions outside of Sweden sometimes 

are much worse. This is particularly true in the undeveloped countries. 

Concerning “environment” we are about to see major changes. From today’s medium 

business value it is expected to rise to high or very high values already in 2015. 

“Environment” is coming along so strongly that it might be taken for granted in the near 

future and companies who do not follow this trend might be out of business. These answers 
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from the MNCs are just in line with the trends foreseen by the World Business Council for 

Sustainable Development (WBCSD). 

Another aspect of the future is that CSR is expected to be increasingly integrated in the 

corporations and ultimately be part of all decisions and every day business.  

Even pressure from owners tends to increase as banks are entering the field of sustainability 

and are prepared to put pressure on companies that misbehave. This is emphasized by the fact 

that sustainable investments are continuously becoming more popular and are expected to 

increase with 28 % (from 2007 to 2015) in Europe (Dow Jones & Company et al. 2009). 

The strategic focus from a business perspective in Swedish companies has been to use CSR in 

order to reduce risk, but lately CSR is beginning to be viewed upon as a way of creating new 

business opportunities and thereby contributing to profitability (May et al. 2007). All 

companies interviewed in the research confirm this trend as everyone said that a major reason 

for practicing CSR is to create new business opportunities.  

As forecasted by WBCSD, the corporations have started to form partnerships with NGOs, 

competitors and other stake holders to develop new sustainable technology and products. 

Examples of this are SAS´ biofuel and H&M´s Better Cotton Initiative. 
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 6. Discussion 
The aim of this research has been to identify future trends of strategic CSR. The result of this 

research clearly indicates that CSR will increase in importance. Especially the business value 

of “environment” will increase. There are several reasons for this, where I believe the most 

important reason is the general debate that has exploded in the past decades. Now people in 

general talk about and fear climate change and other environmental disasters around the 

world. Ordinary people start to take actions in terms of for example choosing more 

environmentally friendly products and sorting out household waste. The environmental issue 

has become an increasingly important question for politicians to solve and as a result stricter 

rules and regulations have followed.  

Of course businesses have adjusted to this trend and see that they cannot afford the risk of not 

acting sustainably, but also that there are major business advantages to obtain, if handled in a 

strategic way.   

One aspect I have thought of has been that no company talked about the responsibility of 

solving the problem with poverty and the unjust distribution of the world resources. The 

MNCs only talked about not violating human rights and taking care of their own employees, 

as well as contributing to the communities where they are present. It seems to me that the 

corporations in this research have not started to see any business opportunities by applying the 

base-of-the-pyramid approach (see 3.2.2). Will that be the next step of CSR? 

The general public has began to react towards misbehaving companies, especially large 

MNCs allowing slave like labour conditions such as child labour. Unfair remunerations to 

executives have also begun to lead to repressive actions. “Contemporary consumers not only 

are aware of how they contribute to negative consumption practices but are also more willing 

to participate in collective action in the marketplace” (Michele Micheletti as cited in May et 

al. 2007 p. 244). The Internet has opened up the possibility of quick and powerful 

communication and has thereby increased the power of consumers (May et al. 2007). My 

belief and hope is that we as customers will use this power to an even greater extent to speed 

up the trend of sustainability in all companies.  

But, even if all MNCs in the world had as ambitious sustainability strategies and goals as the 

corporations in this research, and if all companies were to succeed in obtaining those goals, 

would that be enough for the world to be resilient? The fact stated in the introduction still 

remains: If consumption will continue as of today we will use the ecological resources of 2,3 



   

51 
 

planets in 2050 (WBCSD 2010a). The level of consumption that is sustainable to our planet is 

“just over one planet´s worth of ecological resources” (WBCSD 2010a p.3). 

My fear is that even if the result of this research would be 100 % applicable to all companies 

in the world, and no matter how sustainable all corporations´ businesses become, it would still 

not be enough. The reason lies in the basic values we in the western world have with regard to 

consumption, where status and success are very much connected to a high level of 

consumption (Assadourian 2010). It is better, but according to me, not enough to buy 

sustainably produced products if we continue to over consume as we do today. The products 

still have to be manufactured. Even if we buy for example organic clothes, their production 

consumes fresh water, land used for cultivation, pollution from transportation etc.  

According to Assadourian at the Worldwatch Institute the over consumption will soon be the 

biggest threat to the world as it continues to increase and spread over the planet. He further 

states that this is not a natural development caused by economic development. Instead this 

consumption culture is a result of corporations’ strategies and marketing campaigns in order 

for them to increase their sales and profitability (Assadourian 2010).  

Unfortunately I believe that Assadourian is right. No company that I interviewed talked about 

assuming responsibility by contributing to different consumption patterns in terms of less 

consumption. On the contrary, all MNCs have goals in terms of increased market shares and 

profitability.  

But is this unsustainable consumption culture only the responsibility of corporations? I would 

argue no. We as customers have the main responsibility since ultimately; we are the ones who 

consume. Unfortunately I do not believe we are prepared to change our consumption patterns. 

Would we voluntarily give up going on vacation, driving cars, eating meat, buying 

unnecessary clothes just because they look nice etc. etc.? 

As the population of the world is expected to grow 30 % by 2050, this equation looks 

alarmingly impossible to me. If we continue as of today, we are approaching an ecological 

disaster, already in my life time.  

It is simply up to us, consumers, to stop this catastrophe from happening...  
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 7. Conclusions 
The aim of the thesis has been to identify future trends of strategic CSR. In order to do so I 

have answered the following research questions:  

• Do the MNCs practice strategic CSR? 

• What are the future trends of strategic CSR? 

My conclusions and answers to the above questions are as follows: 

In order for CSR to be strategic it has to fulfill the criteria: Centrality, visibility proactivity, 

specificity and voluntarism. These criteria are fulfilled to a large extent for all companies 

which indicate that the companies practice strategic CSR. Below is a brief motivation: 

All MNCs have CSR programs that are designed to help fulfilling the companies´ missions 

and goals. Top management is involved in setting the sustainability strategy in all companies, 

and every firm has a CSR organization in place in order to carry out the CSR strategy and 

goals. The MNCs focus their CSR efforts on activities that benefit their companies and where 

their businesses can make the biggest differences.  

There are large differences concerning how far the corporations have advanced in this 

process. SEB has just started when Skanska has a fully integrated and decentralized CSR 

program, but the companies all have the intention to practice strategic CSR.  

The firms are proactive and ahead of legislation and competitors concerning CSR. The 

sustainability work is presented and followed up in sustainability reports (Skanska is an 

exception who uses a sustainability review) and is well presented on the companies´ websites.  

A majority of the CSR programs can be classified as CSR Integration, but they all practice or 

have the intention to practice CSR Innovation. All corporations have some philanthropic 

activities where the firms invest in the community, but these actions represent a rather small 

part of the companies´ CSR programs. 

CSR is considered to be very important today, especially regarding “human rights”, “anti-

corruption” and “labour standards”. These areas of responsibility are taken for granted, or for 

“labour standards” partly taken for granted, but should a violation occur, the consequences 

could be devastating. Business value is being allocated to “labour standards” and 
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“environment”, where “environment” receives medium business value and “labour standards” 

high business value today.  

In 2015 the business value of “environment” is expected to increase dramatically. “Labour 

standards” will continuously provide high business value and “human rights” and “anti-

corruption” will remain very important but taken for granted. CSR will also become an 

increasingly important argument for attracting and retaining employees, especially the 

younger generation. 

Even pressure from owners tends to increase as banks are entering the field of sustainability 

and are prepared to put pressure on companies that misbehave. This is emphasized by the fact 

that sustainable investments are continuously becoming more popular and are expected to 

increase with 28 % (from 2007 to 2015) in Europe (Dow Jones & Company et al. 2009). 

I consider it very positive to be able to draw the conclusion that the Swedish multinational 

corporations (covered in this research) are increasingly taking their responsibility and that the 

trend is going towards having CSR fully integrated in their businesses being an increasingly 

important part of their strategies and every day’s business.  
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 8. Final Recommendations and Suggestions for Further Research 
In this chapter I give my recommendations to the MNCs interviewed and suggestions for 

further research. 

 8.1 Recommendations to the MNCs 

My wonder is; if the companies want to be perceived as sustainable, why don´t they make it 

readily visible where their customers are? SEB, H&M and SAS would probably benefit from 

improving the visibility of sustainable products or for SAS, the company´s work with 

sustainability, where the customers are met. This recommendation is given since being 

connected with sustainability will most certainly improve brand value and probably (for SEB 

and H&M) increase the share of sales of sustainable products. This research indicate that 

sustainability is becoming a more and more important argument in the purchase decision why 

the bottom line of the MNCs would probably also benefit from an increased visibility. 

Further SEB, H&M and SAS should consider how important it is to anchor sustainability 

throughout the whole organization. Especially the front line personnel that meet the customers 

need to be well educated so they can answer the questions of the consumers and hopefully 

influence them to choose sustainable products. Should they do so, the employees of the 

corporations would also speed up the development of improved CSR. 

 8.2 Suggestions for Further Research 

To be able to draw statistically certain conclusions about the future trends of strategic CSR a 

research including MNCs all over the world should be made. The selection of enterprises 

should be large enough to provide a statistically certain result.   

The WDCSD has made a list of “the things that must happen over the coming decade to make 

a sustainable planetary society possible” (WBCSD 2010b). It would be very interesting to 

study this list in depth and make a comparison with how far MNCs have come in their 

sustainable development in order to judge if the development is going fast enough. 

As consumers have a large responsibility in contributing to a sustainable world by changing 

and reducing our consumption. It would therefore be motivating to identify future trends of 

consumption.   
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 Appendices 

 Appendix 1. Guidelines for Corporate Social Responsibility 

In order for corporations to practice sustainability there are a number of international 

guidelines at their help. Some of the most important are UN Global Compact and OECD 

Guidelines which consists of general principles of CSR. Other initiatives are ISO 26000 with 

practical advices to help companies practice CSR and Global Reporting Initiative (GRI) with 

guiding principles on how to report CSR. These initiatives are presented in the section below. 

 UN Global Compact 

The UN Global Compact was founded in 1999 due to very bad labour conditions such as child 

labour, environmental damages and human rights abuses in developing countries caused by 

companies from developed countries (Hassel 2009). It is based on the following  UN 

Conventions; The Universal Declaration of Human Rights (1948), The International Labour 

Organization's Declaration on Fundamental Principles and Rights at Work (1998), The Rio 

Declaration on Environment and Development (1992) and the UN Convention against 

Corruption (2003) (Ibid).  

The UN Global Compact describes its operations as follows “The United Nations Global 

Compact is a strategic policy initiative for businesses that are committed to aligning their 

operations and strategies with ten universally accepted principles in the areas of human rights, 

labour standards, environment and anti-corruption” (UN Global Compact 2010a). 

Today over 7700 corporate participants and stakeholders from over 130 countries are 

members of the initiative. With its large network the Global Compact creates learning forums 

for its members with the purpose of improving and increasing the work with sustainability all 

over the world (Ibid). 

As a member of the initiative one has to commit to, and once a year report the work with the 

principles. The reporting is made in a COP (Communication on Progress) (UN Global 

Compact 2010d). However, the UN does not supervise the corporations’ obedience of the 

principles or the quality of the COPs, which has lead to criticism of the UN Global Compact 

(Conor 2004). The only punishment given if a COP is not reported is a change of the 

participant’s status or an exclusion from the initiative (UN Global Compact 2010d).  
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Criticisms have been raised that corporations can use the logotype of the UN Global Compact 

and mislead the public concerning their work on CSR, so called “bluewash” (Nilsson et al. 

2008). (For more information of the 10 UN Global Compact Principles, see 1.3). 

  OECD Guidelines 

The OECD guidelines are directed towards MNCs and were established in the middle of the 

70s. 42 countries, 30 OECD members and 12 non members have agreed to follow the 

guidelines, which are only recommendations and not legally binding for the companies. The 

governments of these countries are committed to encourage the corporations in their 

territories to follow the guidelines (OECD 2008). They shall also handle complaints regarding 

corporations that do not act according to the guidelines (Nilsson et al. 2008). 

On OECD´s webpage they are described as follows: 

“The Guidelines are recommendations addressed by governments to multinational enterprises 

operating in or from adhering countries. They provide voluntary principles and standards for 

responsible business conduct in areas such as employment and industrial relations, human 

rights, environment, information disclosure, combating bribery, consumer interests, science 

and technology, competition and taxation” (OECD 2010).  

 Global Reporting Initiative  

All companies commited to the UN Global Compact have yearly to report their work with the 

ten principles of the UN Global Compact. To do so, the companies are recommended to use 

the sustainability reporting framework of the Global Reporting Initiative (GRI) (UN Global 

Compact 2010e). The GRI was founded by the WBCSD and the environmental program of 

the United Nations (UNEP) (Nilsson et al. 2008). Their assignment is described as follows: 

“GRI's mission is to create conditions for the transparent and reliable exchange of 

sustainability information through the development and continuous improvement of the GRI 

Sustainability Reporting Framework” (GRI 2010a). The most important part of the framework 

is the Sustainability Reporting Guidelines which aim to helping companies when reporting 

social, economic and environmental work (GRI 2010b).  

http://www.oecd.org/document/28/0,3343,en_2649_34889_2397532_1_1_1_1,00.html�
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  ISO 26000 

Due to increased consumer demand regarding social responsibility of corporations the 

International Organization for Standardization (ISO) has decided to develop guidelines to help 

companies practice corporate responsibility. These will form the standard ISO 26000 which is 

supposed to be available during 2010. ISO 26000 is not intended to result in a certification, 

thus it is only aimed at helping corporations to identify what to address when working with 

social responsibility and provide methods concerning how to implement and follow up the 

issues. The mission of ISO 26000 is also to identify and share best practice on how to work 

with social responsibility issues (ISO 2010a). 

“The work is intended to add value to, and not replace, existing inter-governmental 

agreements with relevance to social responsibility, such as the United Nations Universal 

Declaration of Human Rights, and those adopted by the International Labour Organization 

(ILO). The standard should be usable for organizations of all sizes, in countries at every stage 

of development” (ISO 2010b). 

 Appendix 2. Socially Responsible Investing   

The phenomenon Socially Responsible Investing (SRI) is becoming more and more frequent 

and a number of sustainability indexes have arisen in order for investors to be able to choose 

sustainable companies for investments. Below is a description of the concept SRI and the 

leading sustainable indexes; Dow Jones Sustainability Indexes and the FTSE4Good series 

(Hassel 2009). 

According to Tidström et al. (2008) sustainable investments are continuously increasing. 

“Within the next ten years, the field is expected to grow to 15-20 % or around USD 26.5 

trillion of total assets under management globally” (Dow Jones & Company et al. 2009 p.6). 

The ethic analyses, on which the investments are based, used to only consider environmental 

aspects, but are now also paying attention to human rights, social issues and the quality of 

management from the owners (Tidström et al. 2008). 

There are several ways of conducting ethical analyses in order to choose companies suitable 

for sustainable investments. Three common methods are; negative and positive screening and 

active ownership. All these methods can be combined (Sjöström 2010). 
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In negative screening companies that are involved in undesirable business are excluded. This 

could be pornography, gambling or companies that violate human rights (Tidström et al. 

2008; Sjöström 2010).  

Concerning positive screening a common way of choosing companies for investments is to 

take the best CSR performing corporations in each line of business, so called “best-in-class” 

analyses. The most common method is, however, that companies are firstly chosen due to 

their financial performance. Out of these companies the ones that pass all predefined CSR 

criteria are chosen (Tidström et al. 2008; Sjöström 2010). 

Active ownership is a method where the investors try to influence the corporations´ social and 

environmental work. This can be done in several ways, where the most common method is 

through dialogue between the investors and representatives from the companies (Sjöström 

2010). 

 Dow Jones Sustainability Indexes  

The Dow Jones Sustainability Indexes (DJSI) were launched in 1999. By that time sustainable 

investing was starting to become popular. Since then these investments have increased and 

more and more investors are considering sustainability to be of major importance in order to 

obtain financial success (Dow Jones & Company et al. 2009). “Currently more than 70 DJSI 

licenses are held by asset managers in 16 countries to manage a variety of financial products 

including active and passive funds, certificates and segregated accounts. In total, these 

licensees presently manage over 8 billion USD based on the DJSI” (DJSI 2010). 

The DJSI started as, and still consists of, cooperation between Dow Jones Indexes, 

Sustainable Asset Management Group (SAM) and STOXX Limited. STOXX and Dow Jones 

are leading index providers (Dow Jones & Company et al. 2009). SAM describes their 

business as follows: “The indexes are based on SAM's corporate sustainability assessment, 

which identifies global sustainability leaders on the basis of economic, environmental and 

social criteria” (SAM 2010).  

SAM is continuously developing its procedures for identifying criteria to evaluate the 

sustainability performance of corporations. 43 % of the evaluation is common criteria for all 

companies. 57 % are industry specific criteria, since different industries have different 

sustainability challenges. The following criteria are common (Dow Jones & Company et al. 

2009 p.5) 
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Economic:  Codes of Conduct / Compliance / Corruption & Bribery 

Corporate Governance 

Risk & Crisis Management 

Environment: Environmental Reporting 

Social: Corporate Citizenship/ Philanthropy 

Labor Practice Indicators 

Human Capital Development 

Social Reporting 

Talent Attraction & Retention 

  FTSE4Good Series 

The main competitor of DJSI is the FTSE4Good series, whose business, as well as DJSI´, is 

global (Hassel 2009). The FTSE4Good series offer four different indexes that focus mainly on 

evaluating environmental performance. However, one index in the FTSE4Good series also 

measures human rights and stakeholder relations performance (FTSE International Limited 

2008). The difference between DJSI and FTSE4Good is that FTSE4Good does not evaluate 

any economic performance or customer service (Porter and Kramer 2006). The FTSE Group 

describes their evaluation of sustainability as follows: 

“FTSE4Good excludes certain sectors including tobacco, arms and nuclear power. It then 

selects companies using social and environmental criteria in five categories:  

1. Environmental sustainability 

2. Human rights, and  

3. Countering Bribery 

4. Supply Chain Labour Standards 

5. Climate Change” (FTSE 2010) 
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 Appendix 3. Questionnaire, English 

1. How do you define CSR? 

2. Why do you practice CSR?  

3. Describe your CSR program?  

a. Exemplify with the most important activities.  

b. How do you report and follow up CSR?  

c. Do you have a code-of-conduct?  

4. How are you organized in terms of CSR?  

a. What departments and people work with the issues?  

b. How many people work with CSR?  

5. How is the CSR strategy anchored in top management and in the board of directors? 

6. Who makes decisions about CSR?  

7. How do you choose CSR activities?  

a. Who is involved in the decision making process?  

8. How important is it for you to work with CSR today, and how important will CSR be 

for you in 2015 (CSR=Human Rights, Labour standards, Environment, Anti-

Corruption)? Use a 10-point scale where 1=unimportant, 10=extremely important)  

9. What business value does CSR generate for you today, and what business value will it 

generate for you in 2015 (CSR=Human Rights, Labour standards, Environment, Anti-

Corruption)? Use a 10-point scale where 1=very low business value, 10=very high 

business value)  

10. What do you think generally about the development of CSR for Swedish multinational 

corporations until 2015?  
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 Appendix 4. Questionnaire, Swedish 

1. Vad lägger du i begreppet CSR?  

2. Varför arbetar ni med CSR? 

3. Berätta om ert arbete med CSR?  

a. Exemplifiera med de viktigaste aktiviteterna.  

b. Hur rapporterar och följer ni upp arbetet med CSR?  

c. Har ni någon code-of-conduct?  

4. Hur är ni organiserade vad gäller CSR? 

a. Vilka avdelningar respektive befattningar arbetar med frågorna? 

b. Hur många arbetar med CSR? 

5. Hur är CSR-strategin förankrad i högsta ledningen/styrelsen?  

6. Vem fattar besluten om CSR?  

7. Hur går ni tillväga för att utvärdera vilka CSR-aktiviteter ni ska satsa på? 

a. Vem är delaktig i planeringen av era CSR-aktiviteter/strategi? 

8. Hur viktigt är CSR för er idag, och hur viktigt kommer det att vara 2015? 
(CSR=mänskliga rättigheter, labour standards, miljö, anti-korruption)? Använd en 10-
gradig skala där 1=oviktigt, 10=extremt viktig 

9. Vilken affärsnytta genererar de 10 principerna för er idag, och vilken affärsnytta tror 
du CSR kommer generera 2015? (CSR=mänskliga rättigheter, labour standards, miljö, 
anti-korruption) Använd en 10-gradig skala där 1=mycket liten affärsnytta, 10=mycket 
hög affärsnytta 

10. Vad tror du generellt om CSRs utveckling fram till 2015 för svenska multinationella 
företag?  
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 Appendix 5. The Emerge of the Swedish Model 

In the beginning of the 20th century Sweden was a country where strikes and lockouts where 

very common and costly. To change this situation a deal was made 1938 between LO (the 

representative for the workers) and SAF (the representative of the employers) in order to 

create peace. A new way of negotiating was formed which implied that both parties had to 

take part in negotiations. This deal (Saltsjöbadsavtalet) formed the base of the Swedish model 

(Nilsson et al. 2008).  

The model continuously developed and created a business life in peace based on respect and 

negotiations between workers and employers. It was also empowered by the unstable 

conditions in the surrounding world. In the 50s and 60s the model developed to include a 

development of the social system and restructuring politics in order to transfer people from 

agriculture to industry and trade, where there was a lack of work force. The results were 

successful and led to prosperity and full employment (Ibid).  

In the 70s the climate changed and became tougher between workers and employers. LO broke 

the agreement made in Saltsjöbadsavtalet, and turned directly to the politicians with its 

demands. The result was that the Swedish model changed and imperative legislation 

increasingly replaced the negotiations. An example of this was the legislation about wage-

earners' investment funds. Protests against the socialistic moves became apparent in the 80s 

and free market economy was honored (Ibid).  

The financial crises, which resulted in large budget deficits in the 90s, made numerous people 

unemployed and poor, which forced the government to introduce new politics. A result of the 

financial crisis was marginalized groups which had large difficulties getting employment. 

Even when the state of the market turned up again this problem still existed. The strong 

collective power of the unions decreased as SAF decided to exit from the centralized salary 

negotiations in the beginning of the 90s. The power of LO thereby decreased and the process 

of setting salaries was decentralized to companies and decentralized unions (Ibid). 

As a summary the Swedish model is based on negotiations, powerful unions and a strong 

welfare system with a large public sector that demands little social responsibility from 

corporations. However, Swedish society has during the past decades opened up for more 

private initiatives regarding for example schools and hospitals. This has, however, been met 

with skepticism and resistance from parts of the Swedish society (Ibid).  
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