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ABSTRACT 
 
We found corporate social responsibility as a very interesting subject to study. Today it is 
essential for multinational companies to implement corporate social responsibility in their 
organizations and during the last couple of years the concept has drawn great attention. 
This concept is not only in the spotlight for business leaders, it is also attracting the 
society at large.  
 
Due to the fact that corporate social responsibility is a relatively unexplored area, we 
have started to explain the concept in general, then communication and reporting within 
the field have been described. The study has been conducted with a single case study, and 
our choice of multinational company was ABB due to its long experience within this 
field. In order to gather information, documentation and interviews were used as data 
collection methods. 
 
We reached the conclusion that multinational companies highly prioritise the 
communication and reporting within this field. However, there is a lack of models, 
guidelines and standards concerning social performance, and there still exist a need for 
distinct measurement tools in order to assess companies’ engagement both within the 
social and environmental area.  
 

     



SAMMANFATTNING 
 
Företags sociala ansvar är ett intressant begrepp att studera. Det är viktigt för dagens 
multinationella företag att ta ett socialt ansvar och under de senaste åren så har begreppet 
blivit mycket uppmärksammat. Begreppet är inte bara i fokus för företagsledare, utan 
även för samhället i stort. 
 
Eftersom att företags sociala ansvar är ett relativt outforskat område så har vi inlett med 
en generell beskrivning av begreppet, sedan har kommunikation och rapportering inom 
området beskrivits. Denna uppsats har inriktats mot ett företag, och valet blev det 
multinationella företaget ABB, detta på grund av dess långa erfarenhet inom detta 
område. Insamlingen av datainformation har genomförts av dokumentation och 
intervjuer.  
 
Slutsatsen vi kom fram till var att multinationella företag prioriterar kommunikation och 
rapportering högt inom detta område. Men modeller, riktlinjer och standarder saknas 
inom det sociala arbetet och även distinkta mätverktyg i avseende att uppskatta företags 
engagemang saknas inom både det sociala området samt miljöområdet. 
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1. INTRODUCTION 
 
In the introductory chapter a background with general facts regarding the concept of 
corporate social responsibility will be introduced. Various reasons to the birth of the 
phenomenon as well as a historical perspective will be provided followed by the problem 
discussion that brings up the increasing importance of reporting and communication. The 
chapter will end with the purpose of the thesis and the research questions. Finally the 
demarcations of the thesis will be displayed. 

1.1 Background 
 
“The world has enough for everyone’s need, but not for everyone’s greed.” 
         (Mahatma Gandhi) 
 
The mass media of today constantly brings up issues, crisis and events that relate to 
companies’ activities with global ethical implications. Questions quickly arise: Who is 
right? Who is wrong? Who gains or loses? Who is harmed? Who is liable? And who acts 
responsibly? (Weiss, 2003) 
 
Now that word spreads quickly through television, radio and the Internet, corporate 
reputation is sensitive and unwanted publicity about unethical activities can seriously 
damage the company. Thus, companies that are effectively managing these issues are 
likely to be more sustainable, now and in the future. (Watson, Osborne-Brown, 
Longhurst, 2002) 
 
The vision that business can and should play a part in society beyond just profit making is 
a general opinion and increased cooperation among business and society is adopted not 
only by politicians but also by business leaders (Andriof & McIntosh, 2001). Companies 
have begun to carefully examine their corporate responsibilities and are beginning to 
integrate sustainability principles into their business strategies and policies (Business 
Process Management Journal, 2002). As moving into the third millennium, business will 
increasingly find itself with no option but to cooperatively help to evolve the global 
phenomenon of corporate social responsibility (Starkey & Welford, 2001).  
 
Corporate social responsibility, CSR, is one of the major issues discussed in the 
industrialized world today and the concept has many definitions (Moir, 2001). Bloom and 
Gundlach (2001) defines CSR as “the obligation to its stakeholders- people and groups 
who can affect pr who are affected by corporate policies and practices. These obligations 
go beyond legal requirements and the company’s duties to its shareholders. Fulfillment of 
these obligations is intended to minimize any harm and maximize the long-term 
beneficial impact of the firm on society”. (p.142) Lantos (2001) summarizes the concept 
and defines it, “CSR entails the obligation stemming from the implicit “social contract” 
between business and society for firms to be responsive to society’s long-run needs and 
wants, optimizing the positive effects and minimizing the negative effects of its actions 
on society” (p.6). 
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Companies of today are consequently focusing on what is described as “the triple bottom 
line” of sustainable development, which include economic prosperity, environmental 
quality and social justice (Starkey & Welford, 2001). The reason for this integration is the 
awareness that corporate social responsibility is an integral part of good business and 
affects the long term profitability (Business Process Management Journal, 2002). If a 
company does not radically transform itself to meet its social, environmental as well as 
financial obligations, it will consequently lose its license to operate in that society. 
Companies need to think a step further, to act socially responsible. (Andriof & McIntosh, 
2001) 
 
Earlier in history the way of conducting business were more financially focused. The 
eighteenth century philosopher Adam Smith developed a framework for modern business 
and its relationship to society. (Lantos, 2001) Smith deemed that social welfare would be 
maximized if every individual act on the base of personal interest. The classical economic 
philosophers further stated that the only responsibility companies have is the financial 
responsibility towards the owner in the firm. (Takala, 1999) The economist Milton 
Friedman pointed out that corporate executives are not elected by the people and are thus 
not directly responsible to them (Houck & Williams 1996).  
 
The classical economic philosophers’ theories have been questioned being too simple, 
and the traditional assumption that the pursuit of profit would be the only target of action 
began to disappear during the managerial revolution during the 20’s. People began to 
emphasize the feature of many targets in business other than the traditional maximizing 
of profit. Motives concerning the firm’s survival, reasonable profitable action, the 
securing of the firm’s growth and the increment of market share are some examples that 
were developed during this era. (Takala, 1999)   
  
The fundamental shift in thinking embraces an understanding that everything a company 
does has some flow on effect, either outside or within the company. Company decisions 
affect its customers and employees to communities and the natural environment. (Andriof 
& McIntosh, 2001) Acting ethically and legally means saving billions of dollars each 
year in lawsuits, settlements and theft, for companies and studies have shown that 
unethical acting of companies have resulted in significant financial penalties. The costs 
also include ruined relationships, damage of reputation, as well as decreasing employee 
productivity. (Weiss, 2003) 
 
There are several factors that have forced the business in its present state. First and 
foremost, the deregulation and globalization have provided business with many 
opportunities. For instance, the opportunity to compete and invest all over the world, as 
well as the possibility to purchase from international suppliers are major factors that have 
created the current business situation. Another reason is the rapid advances in 
communication technology which has resulted in an increased pace of the information 
flow all over the world, with minimal costs. These factors have caused another force for 
change, the rising power of the consumer. The reasons for the increment of the consumer 
and stakeholder power are the instant supply of free information from a variety of 
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sources, as well as the access of multiple services and products. (Andriof & McIntosh, 
2001)  
 
The reason why corporate social responsibility is an important factor today is that 
consumers and employees are now well informed about the world situation. Furthermore, 
they have a little faith of the government’s ability to change things, and they see the 
company as the most powerful social construction. Moreover, they are eager to reward 
companies who are responsive to their concerns. (Ibid) Having an open dialogue with 
external stakeholders as well as striving to achieve social responsibility and sustainability 
are therefore important ingredients for success (Zairi & Peters, 2002). 
 

1.2 Problem Discussion 
 
As there is no commonly accepted definition of what corporate social responsibility 
means, it is hard to apply standards to determine if a company is socially responsible. A 
company can promote itself as socially responsible if it takes environmental issues into 
consideration, recycles, and keeps pollution rate to a minimum. These matters can be 
promoted even if the company has practiced sexual or racial discrimination, and even if 
the company operates at the limits of legality. (Houck & Williams, 1996) 
 
The business culture has started to subscribe to the principle “show me” rather than the 
previous belief “trust me” (Zairi & Peters, 2002), and the society has an increasing 
interest in the companies that stand behind the brands and products presented to them, 
and an interest to reward “good” companies and punishing “bad” ones by using their 
consumer power (Lewis, 2001). Due to the stakeholders’ recognition of these issues, the 
impact of the individual company activities has increased over recent decades. This has 
lead to a pressure for the business sector to undertake a more responsible and transparent 
role in this regard. (Raar, 2002)  
 
Reporting has therefore become a business activity and a key driver for engaging the 
wider community as an important stakeholder. In order to promote this new principle 
global events and conferences are organized where reporting within the field of corporate 
social responsibility is debated. (Zairi & Peters, 2002) Many companies are today aware 
of that they have to account in some form for their wider impact on society and are now 
committed to producing annual environmental and social reports (Frankental, 2001). 
 
The concept of reporting relates to communicate and provide stakeholders with 
information that can be verified to build trust in its value, as the foundation of social, 
environmental and economic performance. Nevertheless, the problem exists on how to 
measure such vague and diverse fields, within a common methodology. (Beckett & 
Jonker, 2002)  
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Communication and Reporting 
When an overall strategic change in the culture of a company is carried out, for instance 
an integration of corporate social responsibility, the transformation is established through 
the process of corporate communication. (Gróf, 2001) 
 
Internal communication channels do for instance provide employees with job instructions 
and messages and do therefore direct the accomplishment of organizational goals. 
External communication channels, on the other hand, enable the organization to interact 
with individuals outside the organization. The gathered information and messages from 
the external environment are later used to inform the organization how well current 
activities are meeting environmental conditions. (Kreps, 1990) 
 
The communication tool reporting, can be defined as “a process of communicating the 
social and environmental effects of organizations’ economic action to particular interest 
groups within society at large” (Starkey & Welford, 2001, p.122), and involves extending 
the accountability of organizations beyond the traditional role of providing professional 
account to the owners of capital, in particular, shareholders (ibid). Reporting is an 
indicator of business commitment and improvement, and is therefore an important source 
of documentary evidence that can be used by external parties to evaluate company 
performance. (Perry & Sheng, 1999) 
 
Reporting within the field of corporate social responsibility provides information to help 
evaluate the quality and quantity of a firm’s intangible assets, such as reputation, 
innovation capacity, quality of management, and human capital. It provides information 
beyond financial results that investors, employees, customers, and advocates use to make 
decisions. Sustainability reporting that covers the “triple bottom line” of economic, 
environmental, and social performance of an organization has quickly evolved from an 
ambitious concept to a widely adopted practice. Today, more than 3 000 corporate 
environmental, social or sustainability reports have been published voluntarily. 
(Globalreporting, 2003) 
 
Since, as mentioned earlier the business today is operating in an environment influenced 
by the principle “show me” rather than just “trust me” (Zairi & Peters, 2002).  The 
importance of reporting and communicating with stakeholders has therefore increased. 
However, there is a lack of universally accepted reporting systems measuring the extent 
of engagement, which makes the accounting of sustainable development difficult. For 
these reasons our study aims at investigating the communication within the field of 
corporate social responsibility, internally and externally, as well studying reporting 
within this concept. 
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1.3 Purpose 
 
The purpose with our thesis is: to gain a better understanding of how multinational 
companies, MNCs, communicate corporate social responsibility. 
 
This purpose has resulted in specific research questions stated below: 
 
Research question one: How can internal communication of corporate social 
responsibility in MNCs be described? 
 
Research question two: How can external communication of corporate social 
responsibility in MNCs be described? 
 
The final research question covers the communication tool reporting, and how it can be 
used and applied within the field of corporate social responsibility. The use of different 
reporting principles is comprised in this research question, as well as how reporting is 
prioritized in multinational companies. 
 
Research question three: How can MNCs reporting application of corporate social 
responsibility be described? 
 

1.4 Demarcations 
Due to the limited time and the wide extent of information that our research questions 
cover, we have chosen to limit our study to the corporate perspective of communication 
and reporting within corporate social responsibility.  
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2. LITERATURE REVIEW 
 
In the literature review theories related to the concept of corporate social responsibility 
and the triple bottom line will be introduced as underlying theories to cover the 
economic, social and environmental aspects within the communication and reporting 
field. Moreover, communication within organizations as well as communication outside 
organizations will be discussed. Furthermore the communication tool reporting will be 
presented, and finally examples on commonly known and generally accepted learning 
models, reporting guidelines as well as reporting standards will be studied. A frame of 
reference will be presented in the end of the chapter in order to clarify our choice of 
theories and their connection. 
 

2.1 The Concept of Corporate Social Responsibility  

2.1.1 Background  
 
The concept of corporate social responsibility arises from a deeply held idea by business 
leaders that companies can and should play a role more than just profit making (Andriof 
& McIntosh, 2001). The idea that companies have social responsibilities and obligations 
that ties them to a wider society became popular in the 1950’s and the movement 
continued to grow under the 1960’ and 1970’s. Many groups were during this period 
responsible for the impact of the social consciousness, including feminist movement, and 
those that supported native people and minorities (Davis, 1983).  What is obvious today 
is that current economic and industry conditions certainly demand new and different 
ways for companies to relate to their stakeholders if they hope to succeed (Andriof & 
McIntosh, 2001).  
 
There is still no definitive or evidently universal definition of corporate social 
responsibility. The concept has numerous meanings and appears in many different 
contexts and scenarios, however it is a commonly known relationship between business 
and society.   (Andriof & McIntosh, 2001)  
 
The World Business Council for Sustainable Development defines the concept as “the 
ethical behavior of a company towards society” and “the continuing commitment by 
business to behave ethically and contribute to economic development while improving 
the quality of life of the workforce and their families as well as of the local community 
and society at large.”(Moir, 2001 p.18) Corporate social responsibility is also 
synonymous with the concept of corporate citizenship, which can be defined as 
“understanding and managing a company’s wider influences on society for the benefit of 
the company and society as a whole” (Andriof & McIntoch, 2001 p.14).  
 
 

     6



The engagement in corporate social responsibility can vary from simply maximization of 
profits to satisfaction of stakeholders’ social needs. Thus, companies might engage in the 
same areas and activities within the field of corporate social responsibility, however the 
extent of the engagement differs. (ibid) 

2.1.2 Areas and Activities within the Field of Corporate Social Responsibility 
 

According to Andrioff and McIntosh (2001) corporate social responsibility covers four 
different areas: 
 

o The workplace 
o The marketplace 
o The environment 
o The community 

 
Within these four areas companies can make a difference by conducting specific 
programmes and actively involve in monitoring and changing the effects of their 
operations. Within these areas companies might engage in different activities, such as 
animal testing, environmental issues, wages and conditions in the workplace. (Ibid) Other 
examples of activities might be charitable contributions, community service programs, 
employee voluntarism, environmentally friendly policies, executive loan programs and 
various quality of life efforts (Lantos, 2001). 
 
Corporate social responsibility includes meeting the needs of all stakeholders, and not 
just shareholders against some form of ethical basis. The basis includes the main 
principles such as: to treat employees fairly and equitably, to operate ethically and with 
integrity, to respect basic human rights, to sustain the environment for future generations, 
and to be a caring neighbour in the community. (Moir, 2001) 

2.1.3 The Triple Bottom Line 
 
Within the concept of corporate social responsibility, companies can be conscientious 
within three different agendas, also defined as the triple bottom line: the economic, the 
environmental and the social. Today the environmental and social risks are not highly 
prioritized for most companies, which results in very few annual reports that contain a 
major section on social and environmental performance. However, business leaders are 
beginning to accept that a refusal of the triple bottom line is to risk major reverse in key 
markets, and might result in commercial loss. (Elkington, 2001) 
 
The economic bottom line 
In most countries companies have an obligation to give an account of their financial 
performance. In annual meetings shareholders have an opportunity to oversee the 
presentation of audited accounts, the appointment of directors and auditors, the fixing of 
their remuneration and recommendations for the payment of dividends. (Ibid)  
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Furthermore, companies are for instance responsible for the investment community, 
pension, stockbrokers, credit agencies, investment banks, whose major concern is the 
future of the company, the sustainability. However the most traditional accountants are 
short sighted and the accounting period is 12 months. (Ibid) 
 
Environmental bottom line 
The field of environmental accounting is relatively new and it aims to rebalance the 
treatment of environmental costs and benefits in conventional accounting practice. 
Furthermore it aims to identify environment-related costs and revenues within the 
conventional accounting systems. It also strives to increase investment in environmental 
protection, and to develop new performance indicators to track progress as well as 
experimenting to integrate sustainability and to incorporate them into mainstream 
accounting. (Ibid) 
 
In many countries companies are held responsible for aspects of their environmental 
performance and environmentalists and media might hold companies responsive to issues 
that might have little connection with regulated or voluntarily agreed targets. (Ibid) 
 
In the 70’s the environmental agenda started to attract greater attention and the result is 
that many business people are more concentrated on environmental issues than on social 
issues. The task of environmental accounting has become easier due to the development 
and publication of international environmental management standards such as ISO 14001, 
developed by the International Standards Organization. (Ibid) 
 
Social bottom line 
The social agenda for business has probably longer history than the environmental one, 
due to the early controversies around slavery, child labor and working conditions 
Business people have been increasingly constrained by emerging social movements and 
the governments attempts to regulate and control the social impacts associated with 
industry and commerce. Social accounting aims to estimate the impact of an organization 
on people internally as well as externally. Factors covered are community relations, 
product safety, training and education initiatives, sponsorship, charitable donations of 
money and time, and the employment of disadvantaged groups. (Ibid) 
 
The social auditing as well as the environmental auditing is considered to cover the non-
financial impact of business (Elkington & Stibbard, 1997), and as environmental 
accounting the social accounting is a domain where further work is considered necessary 
(Elkington, 2001).  However, the social reporting agenda is considered as more complex 
and political than the environmental agenda, due to the fact that there are disagreements 
on how social auditing is to be used as well as what it means. (Elkington, 2001)  

2.2 Communication of Corporate Social Responsibility 
 
Communication is central to culture and the management of organizational behavior 
(Francesco & Gold, 1998), and dialogues between people is the core of business activity. 
Corporate communications recognizes the importance of managed communication in 
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relationships and includes forms of communication used for corporate purposes. (Varey 
& White, 2000) The quality of the communicative interaction determines the 
effectiveness of a company (Gróf, 2001), and without efficient communication 
organizations will experience difficulties and probably even failure (Francesco & Gold, 
1998). The effectiveness and mode of communication within an organization is moreover 
related to the style of management and to the type of organization (Gróf, 2001). 
 
There is an interrelationship between internal and external communication channels. 
Internal communication channels are used to direct and control organizational activities 
to accomplish goals that are based on information gathered from the organization’s 
relevant environment through the use of external communication channels. (Kreps, 1990)  
 
The purpose of internal and external communication of an organization is the interaction 
of values, and five basic aims of corporate communicative interaction can be identified, 
namely (Gróf, 2001): 
 

o To obtain and transfer information from the environment, external communication 
o To absorb environmental values into company strategy and culture, internal 

communication 
o To synchronize activities within the company, internal communication 
o To communicate company strategy, both internal and external communication 
o To establish alliances and fidelities, both internal and external communication 

2.2.1 Internal Communication 
 
Internal communication is the interaction that occurs within organizations and among 
organization members, and the concept can be described as the process whereby 
employees and members gather relatable information about their organization and the 
changes occurring within it (Ibid). The processes are directed towards establishment of 
structure and stability in organizing (Varey & White, 2000), and the primary 
organizational role of internal communication channels is to facilitate formal task 
development, coordination and accomplishment (Kreps, 1990).  
 
Internal communication channels are for instance used to provide workers and employees 
with job instructions and job evaluation messages, to share messages about the 
coordination of job activities among organization members, and to carry feedback from 
workers to people higher in the organization’s hierarchy. Organizational members obtain 
information about current organizational goals, tasks, activities and problems through 
internal communication channels. This information messages facilitate an understanding 
of the present state of the organization, and are furthermore used to control organization 
members to perform particular activities in order to accomplish specific tasks. Internal 
communication channels therefore affect the accomplishment of organizational tasks by 
directing the activities of organization members, which eventually will help the 
organization to move toward the fulfillment of its goals. (Ibid) 
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The hierarchy of the organization determines for instance which subordinates that 
communicate or report to a given supervisor and to whom that supervisor communicates 
or reports. In other words, when an organization network is accurately described the 
organization chart displays how the communication flows up and down within the 
organization. (George & Jones, 2002) The organizational structure can be described in 
two distinct models, mechanistic or organic (Bateman & Zeithaml, 1990): 
 
 
           Mechanistic organization                Organic organization 
 
 
 
 
  
 
 
 
 
Figure 2.1, Mechanistic Versus Organic Work Units.  
Source: (Bateman & Zeithaml, 1990, p.364) 
 
The mechanistic form of organization is characterized as a highly formal organizational 
structure with limited interaction between the levels. This organizational form does 
furthermore imply that the subordinates have a low participation in decision making and 
are dependent on the supervisor. The organic structure is distinguished of an informal 
organization with more interaction between the levels. The subordinates have high 
participation in the decision making process and are consequently less dependent on the 
supervisor. (Ibid) 
 
Internal communication can further be divided into three fundamental communication 
approaches (Certo, 2000): 
 

o Formal organizational communication 
o Informal organizational communication 
o The encouragement of formal organizational communication 

 
Formal organizational communication is distinguished as internal discussion that follows 
the lines of the organization chart and the communication does either flow downward, 
upward or lateral within the organization. Downward organizational communication 
relates primarily to the direction and control of employees, and implies that 
communication flows from any part on the organization chart downward to another point 
on the organization chart. Upward organizational communication is communication that 
flows from any point on an organization chart upward to another point on the 
organization chart. This type of internal communication primarily contains information 
and feedback from employees to managers. Lateral organizational communication 
usually focuses on coordinating the activities of various departments & developing of 
plans for future operating periods. This nature of internal communication flows from any 
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part on an organization chart horizontally to another point on the organization chart. 
(Ibid) 
 
Informal communication is a communication approach characterized by communication 
that does not follow the lines of the organizational chart. Informal communication 
generally exists because there is a desire for information that is not delivered among 
organization members. (Ibid) 
 
In order to encourage formal organizational communication managers should support a 
free flow of communication within the organization. Through an alertly listening of 
messages that comes from formal channels, managers show organization members that an 
interest of what they have to say is present. This will consequently encourage 
organization members to use formal communication channels in subsequent situations. 
The encouraging of formal organizational communication is therefore important. (Ibid) 

2.2.2 External Communication 
 
Organizational communication does not only occur among individuals who are members 
of an organization (Kreps, 1990). Communication also occurs externally, with the 
environment surrounding the organization. The elements of the environment that are most 
critical to the organization are identified as the relevant environment (Rogers & 
Agarwala-Rogers, 1976), which includes all factors external to the organization’s 
boundary that have a direct influence on the organization and its members. This 
environment provides important information to organizational process, and is also the 
primary outlet for messages provided by organization members (Weick, 1979). 
 
External communication channels are used to enable organization members to interact 
with individuals outside the organization. External messages are both send to and 
received from the organization’s relevant environment, and the messages gathered are 
later used to inform the internal organization how well current organizational activities 
are meeting present environmental conditions. (Kreps, 1990) The external processes are 
also directed towards innovation by facilitating identification of directions for corporate 
development (Varey & White, 2000). 
 
According to Grunig and Hunt (1984) public relations can be defined as the 
“management of communication between an organization and its publics” (p.6). The term 
does not only deal with the sending of messages to the environment, it also involves a 
gathering of relevant environmental information for organizational members. Many 
important external organizational communication activities are covered by public 
relations, for instance corporate publicity, stakeholder and shareholder relations, 
environmental and consumer affairs, community affairs and government relations 
(Velmans, 1984). 
 
The external messages communicated serve as an attempt to influence the way 
environmental representatives behave in regard to the organization. Marketing and 
advertising campaigns are examples of external communication systems designed to 
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influence the buying patterns of the consumers towards an organization’s products or 
services. Both marketing and advertising are integral parts of external organizational 
communication, and as well key elements of public relation communication. (Kreps, 
1990) 
 
Inter organizational communication is also considered as external communication.  This 
involves groups of organizations sharing the same environment, and includes messages 
among organizations that are functionally linked to activities of a wide range. An 
example of typical inter organizational field is that production companies depend on 
communication with other organizations, such as suppliers, distributors and financial 
institutes. Due to an increased organizational interdependency present in today’s world, 
there is a great need for effective coordination and cooperation among members of 
international inter-organizational fields.  (Ibid) 

2.3 Reporting of Corporate Social Responsibility 
 
“In today’s society, companies not only need to operate in an ethical manner, but also 
need publicly to demonstrate they are doing so” (Starkey & Welford, 2001, p.35). 
 
Companies have realised that they need to respond to stakeholders concerns not only by 
changing their practices but also by being more open in reporting on how they have 
performed against key social, ethical and environmental criteria. However the way in 
which the reporting is done is met by scepticism and cynicism towards corporate claims 
of good behaviour. Despite the information flow from companies about their performance 
there is evidence that stakeholders rarely believe what they are told by companies. Thus, 
reports of performance in the social, ethical and environmental area are demanded which 
are externally verified by organizations in which stakeholders believe. (Zadek, 2001) 
 
Reporting within these fields is therefore not only a matter of disclosure. It should be 
seen as an integral element of the process of communication between the company and 
the key stakeholders. Reporting can be seen as a way in which stakeholders can see if the 
company listened to their concerns and what they have responded in practical terms. 
Furthermore, companies seek to measure and reveal their social and ethical performance 
in order to understand what they are doing and trying to achieve. Moreover, companies 
measure to understand the implications of their activities. Finally, they need to 
understand in what ways they can explain their actions to sceptical stakeholders. (Zadek, 
2001) 
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The variety of reports, standards and guidelines shows that corporate social reporting is 
developing in a relatively unstructured way (Holland & Gibbon, 2001). The number of 
social reporting terms is vast and has differing approaches some authors name it ethical 
accounts or social audits while other authors call it social reviews or social performance 
reports, to name a few of the terms used (Zadek, 2001). However, there are some 
accepted reports that inform on specific elements of performance (Holland & Gibbon, 
2001): 
 

o Capital valuation, indicates how various forms of capital are managed. 
o Corporate community involvement reporting, answers the question “What are the 

community involvement policies of the organization?” 
o Ethical accounting, reports a wide range of issues through which shared values 

may be identified. 
o Social auditing, provides an external examination of an organization’s social 

performance. 
o Social balance, gives a financial analysis across stakeholder groups. 
o Statement of principles and values, is an evolving statement of responsibilities. 
o Sustainability reporting, is an attempt to reflect the integration of social, ethical, 

environmental and economic performance.  
 

     13



Figure 2.2 is designed to act as a motivational force for companies. It compiles the work 
carried out by the United Nations Environment Program, UNEP, and SustainAbility that 
attempt to position individual organizational reporting efforts on a scale towards full 
sustainability reporting. This model displays the different steps towards integrated 
sustainability reporting, which involves stages from only covering a brief inclusion in 
annual report to integrated reporting of all areas within corporate social responsibility. 
The model might help those who prepare to select the most suitable framework for their 
company, their desired outcomes and their relative commitment to the reporting process. 
(Andriof & McIntosh, 2001)  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 Position of guidelines:  
 
 
 
  
 
 
 
 
 
Figure 2
Sustaina

         Integrated 
         sustainability 
            Performance indicators           reporting: one report 
            From independent  linking the triple 

       Regular (annual)        guidelines. Context-  bottom line (e.g. GRI) 
          reporting.         Specific: industry or   
          Descriptive, some        location (e.g. SA8000, 
                              Development        quantification.        ISO 14001) 
             of policies     
             and production 
             of statement 
             with connected 
Brief inclusion      report 
in annual report 

Meeting global 
priorities 

and stakeholder 
information needs 

Source:

2.3.1 L
 
Life Cy
In the la
the acti
analysis

 

            SA8000   GRI 
            ISO 14001 
.2, A Model of Reporting Requirements: a Continuum Towards Full  
bility.  

 

                     Progression of  
     standards  
     and guidelines 

 (Adapted from Andriof & McIntosh, 2001, p. 283) 

earning Models and Reporting Guidelines 

cle Assessment, LCA 
st few years the life cycle assessment has become an important tool that identifies 
vities that are involved in the whole life of a product. This theory includes an 
 that covers every stage and every significant environmental impact of a product. 
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From the extraction and use of raw materials to the eventual disposal of the components 
of the product to the final stage, the decomposition back to the elements. (Welford, 1995) 
 
A detailed life cycle assessment might include mining, forestry techniques, energy and 
water use, air and water pollution, solid and uncertain waste production, damage that 
occurs during the use of the product and the repair, re use, recycle ability and disposal of 
the product (ibid). 
 
The life cycle assessment includes four stages (ibid): 
 
1. The identification of areas of environmental impact in order to enable further 

assessment. 
2.  The quantification of energy and material inputs, waste outputs and other areas where 

there is an environmental damage within the areas of stage one. 
3. An assessment of the environmental impact and impact mechanisms of the areas in 

stage two. 
4. The establishment of options and strategies for improving each stage of the life cycle 

of the product. 
 
The life cycle assessment is a tool that provides a wider holistic approach and it should be 
an essential tool to strategies for ecological management and sustainability (ibid). 
 
United Nation’s Global Compact 
The United Nations has, under the leadership of Kofi Annan, played an important role in 
promoting corporate social responsibility as one means to respond to the challenges of 
globalization. The Global Compact is a voluntary initiative and a learning model that 
engages the private sector to directly work with UN, in partnership with International 
Labor and Non Governmental Organizations, to identify and promote good corporate 
performances based on universal principles. Today there are 610 participating 
organizations from 43 different countries, which are divided into different geographic 
regions of the Global Compact.  (Ruggie, 2002)  
 
The nine principles that are the basis of the Global Compact are (ibid): 
 

o Support and respect for the protection of internationally proclaimed human rights  
o Non involvement in human rights abuses 
o Freedom of association and the effective recognition of the right to collective 

bargaining 
o Elimination of all forms of forced and compulsory labor  
o Effective abolition of child labor 
o Elimination of discrimination in respect of employment and occupation 
o A precautionary approach to environmental challenges 
o Greater environmental responsibility 
o Encouragement of the development and diffusion of environmentally friendly 

technologies. 
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Apart from following these principles companies are also asked to accept three 
commitments. First and foremost the companies are asked to support the Global Compact 
through mentioning and recommending the nine principles in mission statements, annual 
reports and similar public venues. Furthermore, companies should post concrete steps 
they have taken to act on any or all of these nine principles on the Global Compact’s 
website. Companies should also join the UN in projects that benefits developing 
countries, principally the least developed. The final commitment is that a discussion of 
positive and negative aspects of the principles, as well as of what deserves to be labeled 
as a good practice between the various participants should also be performed. (Ibid)  
 
The International Chamber of Commerce, ICC, Business Charter for Sustainable 
Development 
The International Chamber of Commerce, ICC, is a non governmental organization 
founded in 1919 to promote trade, investment and the free market system. The ICC helps 
the international business community to develop solutions for environmental problems, 
while striving to ensure that intergovernmental organizations concerned with the 
environment consider business views. (The International Chamber of Commerce, 2003) 
 
The business charter for sustainable development was launched in 1991 with the aim to 
create a tool that guides companies to sound environmental management. The charter 
consists of 16 key principles and was developed by a group of business executives during 
a two year period. (Ibid) It combines the idea about quality systems and environmental 
protection, which has resulted in basic models (Tamminen, 1999). Today the charter is 
spread worldwide and translated into 28 languages (The International Chamber of 
Commerce, 2003). 
 
The 16 principles that are features within the charter cover the prioritizing of the 
environment, and include an integration of environmental philosophy both within the 
organization as well as to customers, contractors and suppliers. Furthermore, the 
organizations have to constantly perform research to improve environmental 
performance, and produce environmental friendly products and services. Moreover, open 
dialogues with employees and society, as well as conducting environmental examinations 
through reporting, are demanded. (Ibid) 
 
Organisation for Economic Cooperation and Development, OECD, Guidelines for 
Multinational Enterprises 
OECD plays a major role in developing good governance in the public service and in 
corporate activity. The OECD produces internationally agreed instruments, decisions and 
recommendations to promote regulations in areas where multilateral agreements are 
necessary for individual countries. (OECD, 2001) 
 
The guidelines for multinational enterprises provide recommendations addressed by 36 
governments to multinational companies on principles and standards on responsible 
behaviour, and are addressed to cover all the entities within the multinational company. 
The voluntary recommendations express the shared values of the nations that are the 
source of most of the world’s direct investment flows and home to a majority of all 
multinational companies. (Ibid) 
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The policies stated in the guidelines deal with for instance the importance to fully account 
to the established principles in the countries in which companies operate. In this regard, 
companies should: (Ibid) 
 

o Contribute to economic, social and environmental progress with a vision of 
achieving sustainable development. 

o Respect the human rights of those affected by their activities consistent with the 
host government’s international obligations. 

o Cooperate with the local community and business interests in order to encourage 
local capacity building. 

o Encourage human capital development, in particular by creating employment 
opportunities and facilitating education opportunities for employees. 

o Avoid accepting cases not considered in the legal or regulatory framework related 
to environmental, health, safety, labour, taxation, financial incentives, or other 
issues. 

o Support, advocate, develop and apply good corporate governance principles. 
o Develop and apply efficient self regulatory routines and management systems that 

encourage relationships of confidence and mutual trust between societies in which 
operations are taking place and the companies. 

o Provide training programs in order to promote employee awareness of company 
policies. 

o Avoid discriminatory and disciplinary action against employees that produce 
reports to management or the public authorities, on practices that disregard the 
law, the guidelines or the company’s policies. 

o Encourage business partners to apply to the principles of corporate conduct 
compatible with the guidelines. 

o Refrain any improper involvement in local political activities.  
 

2.3.2 Reporting Standards 
 
The Global Reporting Initiative, GRI 
The GRI reporting system was formed by the Coalition for Environmentally Responsible 
Economies, CERES, in partnership with the United Nations Environment Programme, 
UNEP, in 1997 with the aim to provide a framework stressing the links between 
environmental, economic and social performance (Starkey & Welford, 2001). These links 
are integrated into a report that examines the extent to which the organization is moving 
towards sustainability. It supports help to organizations that have begun to examine their 
performance in each of these aspects but are lacking underlying connections between the 
different performances. (Andriof & McIntosh, 2001) Furthermore, the guidelines also 
provide a framework for an effective dialogue through the linkage of the environmental, 
economic and social performance (Globalreporting, 2003). 
 
A total of 194 companies in 26 countries have used the Guidelines in shaping their 
sustainability reports, and today GRI is a permanent, independent organization, with a 
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distinguished Board of Directors, and global headquarters in Amsterdam, Netherlands. 
(Ibid) 
 
The Guidelines are not code of conduct or a performance standard themselves. Instead, 
the Guidelines are reporting framework and an instrument for measuring and reporting an 
organization’s contributions to sustainable development. (Ibid) The mission with GRI, 
defined by CERES, is to establish a foundation and coordinator for standardized 
corporate sustainability world wide through a global, voluntary and multi stakeholder 
process. (Starkey & Welford, 2001) In order to develop these principles, more than 
10,000 participants from over 75 nations are contacted through workshops and seminars. 
Furthermore, a network of more than 2,000 individual stakeholders receives frequent 
updates on the guideline’s work and provides feedback. (Globalreporting, 2003) 
 
ISO 14001 
The International Organisation for Standards, ISO, is an organization that has published 
standardized practices in the environmental management field. ISO 14001 was published 
in 1996 and is today one of the most well known and widely used specification standards 
in environmental management systems. (Starkey & Welford, 2001)  
 
The ISO 14001 series of standards has been produced in order to create a framework for 
systematic standardized environmental management practices. A certification of the ISO 
14001 principle opens opportunities for public recognition purposes, as well as an 
internal management tool to be used to improve environmental performance. The bottom 
line is that ISO 14001 certifications can improve environmental management and permits 
equal access to a growing ecological market place, and the report encourages continuous 
improvement in environmental performance. (Taylor, Sulaiman & Sheahan, 2001) ISO 
14001 concentrate not only on environmental aspects of an organization’s processes but 
also on its products and services. (The International Standard Organisation, 2003) 
 
SA 8000  
SA 8000 is a product of the New York-based Council on Economic Priorities 
Accreditation Agency, CEPPA, and is a standard for social accountability in the 
workplace. This principle of auditing services accountability was the first international 
benchmark within the area, and is today widely spread all over the world.  (Rohitratana, 
2002) 
 
A certification of SA 8000 assures that the services and goods have been produced and 
delivered in a socially accepted way, and in order to be a certificated the following 
working conditions must be followed: (Ibid) 
 

o The employment of children under the age of 15 years is not allowed. 
o Workers cannot be forced to work against their will. 
o In order to assure the workers’ health and safety, employers must conform to 

protective measures. 
o The freedom of bargaining with employers has to be offered to the workers. 
o Racial and other discrimination cannot be in existence. 
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o The use and support of disciplinary practices are forbidden. 
o Payments of employees must conform to at least minimum wages. 
o A limit of 48 hours working time per week and a maximum of 12 hours per week 

in overtime must be stated. 
o A standardized management system should be introduced. 

 
The principles stated in the SA 8000 standard could be seen as a code of conduct between 
countries or within an industry, as well as a method of improving the public perception of 
the company. (Ibid) In order to ensure that certified organizations continue their 
compliance, registered lead auditors hired from SGS settle inspection visits every six 
month, or at least every year. (SGS, 2003) 
 

     19



2.4 Frame of Reference 
 
In this section, relevant theories discussed in this chapter will be used to construct a 
frame of reference. The section is presented in order to highlight the connection between 
theories. 
 
In order to give the reader an understanding of the concept of corporate social 
responsibility a background of the concept was introduced. Within this section the history 
as well as different definitions of the concept were presented. Furthermore, areas and 
activities within corporate social responsibility as well as the triple bottom line with its 
agendas were discussed in order to further clarify the concept. The theories within this 
part of the literature review are mainly based on the beliefs of Andriof and McIntosh 
(2001) and Elkington (2001). The choice of these theories is because of the authors’ 
extensive experience knowledge within the area. This part of the literature review will not 
be analyzed when the theories are presented in order to clarify the concept of corporate 
social responsibility, not for answering our research questions. 
 
The communication and reporting theories work as a foundation for our interview guide 
and therefore also in our literature review. This part of the literature review first present 
communication in general before the theories are divided into internal and external 
sections in order to simplify the broad area. The internal communication section contains 
different approaches based on theories of Bateman & Zeithaml (1990) and Certo (2000). 
The external communication section does also comprise different approaches, which are 
mainly based on the ideas of Kreps (1990). These communication theories felt 
appropriate as they are connected to the research purpose. 
 
The communication theories result in theories of reporting when it is an integral element 
in the communication process. Zadek (2001) ideas imbue this part of the thesis. 
Moreover, some accepted reports are introduced in this section by Holland and Gibbon 
(2001). These theories are suitable due to the fact that reporting within corporate social 
responsibility covers our research purpose.  
 
Reporting guidelines and standards are finally presented in the literature chapter as 
specific ways of how companies internally or externally communicate or report within 
corporate social responsibility. The guidelines and standards mentioned are perceived as 
the most well known and usually accepted. The sources of these specific theories are 
mainly found at the organizations’ websites. 
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Figure 2.3 graphically displays our choice of theories and their connection in response to 
our research questions. 
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3. METHODOLOGY 
 
In the methodology chapter methodological issues connected to our research will be 
presented and discussed. The considerations that have influenced our choice of methods 
and approaches will be reported, and the methodology chapter will for that reason 
contain a discussion of our research purpose, research approach, literature search, 
research strategy, data collection methods, sample selection, data analysis and quality 
standards. 
 

3.1 Research Purpose 
 
The purpose of research is according to Wiedersheim-Paul & Eriksson (2000) a statement 
of what is to be accomplished by conducting research and how the results of the research 
can be used. Yin (1994) asserts that the research can be grouped and classified as 
exploratory, descriptive or explanatory. 
 
Exploratory research is a particularly useful approach when the aim with research is to 
clarify an understanding of a problem (Saunders, Lewis & Thornhill, 2000). Furthermore, 
an exploratory study method is used when the aim is to develop propositions for future 
research (Yin, 1994). 
 
A descriptive research approach is appropriate when the problem is well structured, when 
the researcher knows what knowledge it aims to collect, and where there is no intention 
to look for cause and effect relationships (Wiedersheim-Paul & Eriksson, 2000).  
According to Yin (1994) descriptive studies are used when the characteristics of interests 
are investigated in a situation offering a profile of describing relevant aspects of a 
phenomenon. 
 
In explanatory research the emphasis is on studying a situation or a problem in order to 
explain the relationship between variables (Saunders et al., 2000). According to Reynolds 
(1971), the goal with explanatory research is to develop explicit theory, which can be 
used to explain empirical generalizations evolving from the descriptive stage. 
 
The purpose with our thesis is to gain a better understanding of how MNCs communicate 
corporate social responsibility. In order to achieve our purpose we have stated three 
research questions that embrace how MNCs communication of corporate social 
responsibility can be described, internally as well as externally. Furthermore how MNCs 
reporting application can be described. Since our aim with the research is to describe a 
MNCs communication the study is descriptive in its nature.  
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3.2 Research Approach 
 
Research can be conducted in different ways (Patel & Davidsson, 1991), and includes 
both a theoretical and a methodological approach. The theoretical approach can either be 
inductive or deductive, and the methodological approach is qualitative or quantitative. 
(Zikmund, 2000) 

3.2.1 Inductive versus Deductive Research  
 
An inductive approach implies that general conclusions are drawn from empirical 
findings (Yin, 1994), and can be described as the logical process of establishing a general 
proposition on the basis of observation of particular facts (Zikmund, 2000). The empirical 
material is first studies and then connected to theory (Holme & Solvang, 1997).  
 
When applying a deductive approach already established theories and literature are used 
as a foundation for the research (Yin, 1994). Several hypotheses are constituted from 
existing theory and are then tested in reality (Wiedersheim-Paul & Eriksson 2000). 
 
This study is of deductive nature since conclusions have been compared and drawn from 
already existing theories within the research area. An inductive approach was 
inappropriate for this thesis due to the limited time frame given, moreover a larger 
number of respondents would have been necessary in order to draw general conclusions. 

3.2.2 Qualitative versus Quantitative Research 
 
Depending on how the data is treated and analyzed, two general research methods can be 
identified, qualitative or quantitative (Patel & Davidson, 1991).  
 
When conducting a qualitative research approach the aim is to interpret and understand 
the phenomena by asking questions such as whom, how and why? (Nyberg, 2000). 
According to Holme and Solvang (1991), only a few objects are studied in a qualitative 
approach, with the purpose to acquire a detailed knowledge. Furthermore, the gathering, 
analysis and interpretation of the research cannot be quantified in a qualitative approach 
(ibid).  
 
In a quantitative research method a large number of objects are selected and studied in 
order to increase the ability to draw general conclusions (Yin, 1994). The general 
objective with quantitative research is to measure and explain and frequently asked 
questions are how much, many, often or to what extent? (Nyberg, 2000). 
 
Since our aim is to describe MNCs communication the research approach is qualitative. 
Furthermore our research problem is studied in depth. 
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3.3 Literature Search 
 
After defining our research questions we started to search for relevant literature. In order 
to find relevant and accurate literature, different databases have been used. We have used 
the databases Ebsco, Emerald, Lucia and Libris, which are all available at the homepage 
of the library at Luleå University of Technology. The keywords that have been used when 
searching for information and literature were: “corporate social responsibility”, “business 
ethics”, “sustainable development”, “sustainability”, “reporting”, “accountability”, 
“internal”, “external”, “communication”, “organizational control”. These words were 
combined in different ways in order to maximize the number of hits. 

3.4 Research Strategy 
 
According to Yin (1994), five primary research strategies can be used including 
experiments, surveys, archival analyses, histories and case studies. The selection of 
strategy depends upon three distinct conditions. These includes the type of research 
questions, the extent of control the investigator has over actual behavioral events, and the 
degree of focus on contemporary events compared to behavioral events. (Ibid) 
 
Strategy 

 
Form of research 
question 

Requires control 
over behavioural 
events 

Focuses on 
contemporary 
events 

Experiment 
Survey 

How, Why 
Who, What 
Where, How many,  
How much 

YES 
NO 

YES 
YES 

Archival analyses Who, What, 
Where, How many, 
How much 

NO YES/NO 

History How, Why NO NO 
Case Study How, Why NO YES 
 
Table 3.1, Research Strategy  
Source: (Yin, 1994, p.6) 
 
Experiments were excluded for this study since it did not require control over behavioral 
events. Surveys are usually associated with a deductive approach and they allow the 
collection of a large amount of data from a sizeable population in a highly economical 
way. However, the data collected by surveys may not be as wide ranging and therefore 
this research strategy should not be applied with qualitative research. (Saunders et al, 
2000) Archival analyses attempt to answer questions that was not the aim with out study, 
and this research strategy was therefore not chosen. The use of history as research 
strategy was further not suitable in this study due to the fact that it focuses on past events. 
(Yin, 1994) A case study can be defined as the development of detailed, intensive 
knowledge about a single case, or a small number of related cases. (Saunders et al, 2000) 
This study is therefore of particular interest when the aim is to gain a rich understanding 
of the context (Morris & Wood, 1991). 
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3.4.1 Case Study Design 
 
According to Yin (1994), case studies can be divided into single- or multiple- case 
studies. A single case study can be compared with a single experiment and likewise are 
multiple case studies comparable with several experiments.  
 
The single case study design is appropriate when the single case either represents an 
extreme or unique case, meeting all the conditions for testing a formulated theory, or 
revelatory to observe and analyze a phenomenon previously inaccessible to scientific 
investigations. In multiple case studies there are possibilities of comparison between the 
cases. (Wiedersheim-Paul & Eriksson, 2000).  
 
In this study, a single case study design is used since our aim is to gather detailed 
information and knowledge about how MNCs communication of corporate social 
responsibility can de described. Furthermore we believe that the single case study design 
was appropriate due to the fact that we consider our case as a critical and possible case 
that are comparable against a formulated theory. 

3.5 Data Collection Method 
 
There are two categories of collecting data, primary and secondary (Wiedersheim-Paul 
and Eriksson, 1997). Primary data is collected for a specific purpose by the researcher 
and the information is gathered for instance through interviews, questionnaires and 
observations. (Holme and Solvang, 1997) In this thesis the primary data was collected 
through telephone interviews. Secondary data is data that already has been collected for 
another purpose and the information can be obtained from for instance books, articles, 
annual reports and research reports. In this study the theory chapter and some information 
about the interviewed company is of secondary nature.  
 
Additionally, Yin (1994) states that there are six forms of what he refers to as source of 
evidence when collecting data for case studies. These are documentation, archival 
records, interviews, direct observations, participant observation and physical artefacts. 
The strengths and weaknesses of the different sources are presented in the table 3.2 
below. 
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Source of evidence Strengths Weaknesses 
Documentation Stable: can be reviewed 

repeatedly 
Unobtrusive: not created as a 
result of the case 
Exact: contains exact names, 
references and details of an event 
Broad coverage: long span of 
time, many events and many 
settings 

Retrievability: can be low 
Biased selectivity: if collection is 
incomplete 
Reporting bias: reflects 
(unknown) bias of author 
Access: may be deliberately 
blocked 

Archival Records Same as above for documentation 
Precise and quantitative 

Same as above for documentation 
Accessibility due to privacy 
reasons 

Interviews Targeted: focuses directly on case 
study topic  
Insightful: provides perceived 
casual inferences 

Bias due to poorly constructed 
questionnaires 
Response bias  
Inaccuracies due to poor recall 
Reflexivity: interviewee gives 
what interviewer wants to hear  

Direct Observation Reality: covers events in real time 
Contextual: Covers context of 
event 

Time consuming 
Selectivity: unless broad 
coverage 
Reflexivity: event may proceed 
differently because it is observed 
Cost: hours needed by human 
observers 

Participant Observation Same as for direct observations 
Insightful into interpersonal 
behaviour and motives 

Same as for direct observations 
Bias due to investigator’s 
manipulation of events 

Physical Artefacts Insightful into cultural features 
Insightful into technical 
operations 

Selectivity 
Availability 

 
Table 3.2, Data Collection Methods: Six Sources of Evidence 
Source: (Yin, 1994, p.80) 
 
Since this study has a qualitative approach, archival records as a data collection method 
was inappropriate to use. The direct and participant observations were not used due to 
limited time and financial resources. The physical artefacts were also excluded because 
this study is not focused on cultural features and neither on technical operations. Thus, 
interviews and documentation were the most suitable data collection methods to this 
study. 
 
There are three types of interviews, open ended, focused and survey interviews. In the 
open-ended interview the respondent is asked about facts as well as opinion about a 
certain matter. In the focused interview the respondent is interviewed for a short time and 
it follows a set of questions derived from a case study protocol. Moreover in a survey 
interview the interview questions are formally structured. (Yin, 1994) In our study we 
have conducted focused interviews since we had an interview guide (see Appendix 1) and 
it was conducted in a short time, in approximately 35 minutes. 
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When carrying out an interview there are three types of question methods, personal 
interviews, telephone interviews and questionnaires (ibid). In our thesis telephone 
interviews were used as interview method due to the fact that the company interviewed 
was not locally situated and a questionnaire would be inappropriate due to the 
information needed.  
 
Documentation has also been used in our thesis to collect information about the company 
and to complement some of the questions asked. The documentation is gathered from the 
Internet at the company website. 

3.6 Sample Selection 
 
There are two major alternatives on how to select an appropriate sample, random 
sampling and non random sampling. Random sampling gives every part of a population 
an equal probability of selection. Non random sampling includes a selection of a sample 
on other basis than the random sampling, such as convenience and personal judgement. 
(Zikmund, 2000) 
 
The non random sampling technique was used in our thesis when our sample had to be an 
MNC and also that the company had to operate in Sweden. Another condition was that 
corporate social responsibility had to be implemented in the organization. After some 
research in the field of corporate social responsibility we found ABB as a suitable 
company to our thesis due to the fact that ABB meets our sample conditions. Due to 
earlier discussion our sampling technique was also judgemental. This method was used 
when it is more efficient and economic to use judgement when the sample sizes are small, 
or where randomisation is not expected to provide representative samples (Yin, 1994). 
 
The respondent is according to Zikmund (2000) a person that answers a researcher’s 
questions. Furthermore, the selection of the respondent is very important due to the fact 
that the study can be invalid if the wrong person is interviewed. (Holme & Solvang, 
1991) At ABB’s website we found valuable names of persons that were involved in 
corporate social responsibility. We contacted ABB and explained our purpose of the 
study in order to get the most appropriate respondents. After that we contacted Gunnel 
Wisén-Persson, Country Sustainability Controller and Erik Kristow, Public Affairs 
Manager at ABB in order to set up dates for interviews.   

3.7 Analysis of data 
 
The analysis of data is the most important aspect of a case study (Yin, 1994). This study 
will include the analysis of interviews as well as the review and use of documentation 
such as the sustainability report from the company interviewed. A within case analysis 
will be presented were we analyse our empirical findings against the theory, which will 
be presented in chapter five. Then the conclusions are displayed in chapter six, where we 
present the different findings in our study.  
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3.8 Quality standards 
 

To determine the trustworthiness and the quality of the gathered data there are two factors 
that have to be taken into consideration, reliability and validity. Validity is defined as the 
ability to measure exactly what concepts that is supposed to be measured (Eriksson & 
Wiedersheim-Paul, 1997) In order to increase the validity of the thesis we carefully 
examined which respondents that seemed most appropriate for answer our questions. 
Before each interview a copy of the interview guide was send to the respondents. By 
doing this, the respondents were able to prepare for the interview and also reduced the 
risk of misunderstandings. Furthermore a tape recorder was used during the interviews so 
that no important data were neglected and it allowed us also to focus on the interview.  
 
Reliability can be defined as the measurement that demonstrates that the process of a 
study have the ability to be repeated with the same exact results (Yin, 1994). To increase 
the reliability in the thesis we interviewed two persons at the same company. Furthermore 
we talked with two persons who have a lot of knowledge within the area of corporate 
social responsibility. To further increase the reliability we constructed an interview guide 
that matched with our frame of reference. However one thing that might affect the 
reliability negatively is that the respondents’ answers might be exaggerated in a positive 
direction in order to make an ethical impression. 
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4. EMPIRICAL DATA  
 
Within the empirical data chapter a company background of ABB will be presented. This 
will be followed by ABB’s implementation of the CSR concept, as well as its 
communication and reporting within this field. Finally, specific guidelines and standards 
used at ABB will be discussed. The material presented in the case is based on two 
interviews, which will be presented as a homogenous view due to the respondents’ 
accordance of answers and opinions. The respondents were Gunnel Wisén-Persson, 
country sustainability controller and Erik Kristow, public affairs manager, both working 
in Västerås, Sweden. 
 

4.1 Case: ABB 

4.1.1 Company Background  
 
The ABB Group was formed in 1988, when the Swedish Asea and the Swiss BBC Brown 
Boveri merged under the name ABB. Asea’s history dates back to 1883, and BBC Brown 
Boveri was founded in 1891. ABB describes the company, as a leader in power and 
automation technologies that enables utility and industry customers to improve 
performance while lowering environmental impact.   
 
Today ABB operates in more than 120 countries with the headquarter located in Zürich, 
Switzerland. Over 150 000 employees work worldwide at ABB, of whom approximately 
15 000 are employed in Sweden. In recent years large scale solutions has been abandoned 
to alternative energy, and ABB’s divisional structure is rationalized to focus on two core 
businesses: Power Technologies and Automation Technologies.  

4.1.2 ABB and the Concept of Corporate Social Responsibility  
 
ABB considers corporate social responsibility as a commitment by business to contribute 
to sustainable development, and has developed a clear and solid strategy that guides the 
company in its daily sustainability activities.   
 
ABB seeks to continuously improve its environmental and social performance, to 
participate in common efforts to address global problems, and to continuously improve 
the eco efficiency of all its products. At the same time ABB passes on this expertise to 
developing countries so they can benefit from the company's advanced technologies. 
While doing this, ABB provides social contribution caring for the welfare of local 
communities, raising standards and helping to reduce poverty.   
 
In order to act socially responsible, ABB works with all its employees, their families, the 
local community and society at large to improve their quality of life. Furthermore the 
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company strives to balance the interests of its four stakeholder groups: customers, 
employees, shareholders and society at large.   
 
ABB aims to achieve sustainable development within all activities, supplying the 
customers with environmentally sound products at the same time as the company 
demonstrates itself as acting socially responsible. ABB minimizes the impacts by 
continuously improving its environmental performance of its products, overlooking their 
life spans and raising environmental and social standards throughout the supply chain.  
 
In 1992, ABB implemented the 16 principles of ICC's Business Charter for Sustainable 
Development as its environmental policy (see Appendix 3). ABB has worked hard over 
the last decade in raising its environmental performance to a high level, which resulted in 
its first environmental report published in 1994. In order to involve all employees in the 
company's environmental matters, ABB has introduced an Environmental Management 
Scheme. The winners are designated from their improvement in environmental 
performance and are equally sharing the prize money of US$30 000.   
 
During 2000, case studies were conducted in order to assess the social impact of ABB's 
activities. This resulted in the launch of a social policy in 2001 (see Appendix 4), adapted 
to international standards and guidelines such as the UN Global Compact and the OECD 
Guidelines for Multinational Enterprises. The social policy introduces 13 principles 
covering human rights, labor rights, suppliers, community involvement and business 
ethics, and strives to reinforce a "zero tolerance" approach for unethical behavior and a 
"zero target" for accidents.   
 

4.2 ABB and Communication of Corporate Social Responsibility 
 
ABB has a goal to integrate sustainability more closely into all its operations and decision 
making processes. Consequently sustainability is promoted and communicated internally 
to departments, units and employees and externally to customers, suppliers, business, and 
government leaders and other stakeholders. 
 
In order to integrate corporate social responsibility into all levels of the organization, as 
well as to communicate it externally, the group function Sustainability Affairs has been 
developed. The Sustainability Affairs group function is responsible for the 
communication of ABB’s sustainability approach and strategic plans, the company’s 
management systems and its operating processes.  
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4.2.1 Internal Communication in ABB 
 
ABB’s Sustainability Affairs Organization is located in more than 50 countries, and 
involves around 600 people. These departments are responsible for the communication 
and reporting of sustainability, both internally and externally. The diagram displays the 
overall internal communication and reporting structure. 
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Figure 4.1,Organizational Chart of ABB’s Sustainability Affairs  
Source: (ABB, 2003) 
 
 
ABB’s Sustainability Advisory Board was founded in 1992 and is managed by ABB’s 
CEO. This group consists of independent experts that offer objective advice on ABB’s 
sustainability management program, meeting two or three times a year. The board has 
since its formation in 1992, been a highly experienced and influential group of 
stakeholders and stakeholder representatives. 
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The group function Sustainability Affairs reports directly to the CEO, and provides 
training programs for employees to increase social and environmental awareness. There 
are 23 Business Area Sustainability Controllers supervising relevant business areas. They 
are assigned to implement environmental goals and programs that improve the 
environmental performance through education and training of employees. The 
environmental performance is then examined and reviewed by the controllers. 
 
Almost 50 Country Sustainability Controllers are involved in the establishment and the 
communication of ABB’s social and environmental policies, programs, and procedures to 
all units within their countries. Furthermore, they manage independent social and 
environmental assessments as well as prepare performance reports.  Moreover, they 
promote eco efficient technologies and develop country specific education and training 
programs. In some countries, Environmental Specialists are employed to work together 
with the country sustainability controllers. 
 
Around 500 Sustainability Officers are in charge for local environmental management 
programs. Their work encompasses a development of manuals, planning improvements 
as well as the reporting of environmental and social issues. In many units Occupational 
Health and Safety managers are assigned to implement local and occupational health and 
safety systems, which are required by ABB’s social policy. 
 
The separate units within ABB report their sustainability performance once a year to the 
Sustainability Controllers within the country in which they operate. The Country 
Sustainability Controllers further make controls and inspections approximately every two 
year. In order to share information within the network of Sustainability Controllers, ABB 
has created a database for collection of typical improvement projects. Today, this 
database contains more than 1000 projects. 
 
The group function Legal and Compliance, which belongs to ABB’s official legal 
department, has been developed by the board of directors and executive committee. Legal 
and Compliance has the mission to implement and oversee business ethics within ABB, 
as well as to manage a global network to ensure a common understanding. This global 
network distributes information and guidance, fosters an internal dialogue, and supports 
ethical education and training concerning ABB’s sustainability principles. In the last few 
years, training programs covering approximately 50 percent of ABB employees have 
been accomplished in countries where ABB has major activities.  
 
ABB’s corporate mission and values aim to communicate its commitment to 
sustainability to all its employees. The employees have access to a global intranet where a 
full scope of information, guidelines, documents, forms and useful agreements covering 
all aspects of ABB’s business ethics and moral codes. A 24 hour response helpdesk is 
also providing the employees with relevant information and consultation. 
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4.2.2 External Communication in ABB 
 
ABB’s corporate Web site and sustainability report serve as overall information 
documents to all groups of interest. Furthermore, the information departments function as 
external communication tools that provide information for interested stakeholders. ABB 
considers its overall marketing activity within its sustainability performance as low, 
however the marketing effort will according to ABB increase in the future. Today ABB 
strives to attend and show its performance within the environmental area to authorities 
and politicians.  
 
When it concerns suppliers, ABB has constructed special supplier requirements in both 
environmental and social performances. It is through these documents ABB 
communicates its attitude within these areas. ABB requires that its main suppliers use the 
same principles as the company, and prefers suppliers who have an ISO 14001 
certification or a certification that is equivalent. Furthermore ABB evaluates and selects 
major suppliers in order to look if they meet the requirements in ABB’s own social 
policy. The focus on supplier requirements is considered as very important because it 
makes it possible to guarantee a total quality at every step. 
 
The communication to customers takes place either through the sustainability report or 
through Environmental Product Declarations. These product declarations present the 
environmental performance and environmental description of the products throughout the 
complete life cycle. In order to gather information from the customers, most ABB units 
carry out traditional customer surveys through interviews every one to three years. These 
are often undertaken by external agencies. 
 
Concerning ABB’s inter organizational communication, the company is involved in a 
number of global and regional collaborations that work together to solve global problems. 
In February 1999 the World Energy Commission, WEC, was formed under ABB’s 
leadership. Today WEC is the leading global multi energy organization in the world. One 
of the most valuable outputs of the WEC program is its database, which includes nearly 
900 different environmental projects in 100 countries. The database is accessible on the 
Internet and allows ideas to be shared and is open for inspection.  
 
Another example on an inter organizational communication is ABB's cooperation in the 
Agenda 21 association. Through this cooperation ABB takes an active part in 
communicating its environmental work to other actors, for instance to small companies. 
Another example is ABB’s cooperation with business managers responsible for 
environmental issues, as well as its participation in United Nation’s Global Compact 
Nordic Network where Nordic multinational companies collaborate. These companies 
meet every six month in order to discuss problems as well as opportunities. 
 
ABB did also attend at a well known meeting that took place in Rio de Janeiro 2001, 
where world leaders, business heads and non governmental organizations discussed the 
United Nations Declaration on the Environment and Development. In 2002, the 
organizations met up again, this time in Johannesburg, where the agenda included three 
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of the most important and controversial challenges to sustainability: globalization, 
climate change and the widening poverty gap. 
 
During the time when ABB’s social policy was developed in 2001, ABB managers and 
staff met local stakeholders in 34 countries. Most countries where ABB has major 
presence participated in this global consultation, together with a wide range of 
stakeholders represented, for instance national and international non governmental 
organizations, business partners, trade unions, central and local government, academics, 
media, religious group and business partners. The managers and staff at ABB that were 
involved in these stakeholder dialogues were country managers, communication 
managers, Human Resource managers, sustainability controllers, business managers, 
employee representatives and employees. 
 
The specific aims with the dialogues concerning ABB’s social policy were: 

o To gather comments from stakeholders on the policy, as input for further 
development 

o To establish a clear plan for implementing the policy 
o To develop ABB’s social reporting mechanisms, as well as suitable indicators to 

measure performance against each of the policy’s principles 
 
The round table dialogues or discussions are continuously carried out and have been 
implemented since the time when ABB’s social policy was developed. Today ABB 
conducts dialogues in 40 countries and the discussions involve non govern mental 
organizations and other organizations that might be interested in these questions and 
negotiations. The round table discussions do also gather groups of customers or suppliers 
for dialogues, and are performed at least once a year within each country that ABB has 
operations.   
 
ABB also communicates with stakeholders through ABB’s Sustainability Advisory 
Board, which include independent and objective members with skills and experience in 
the environmental, social and economic fields. 
 

4.3 Reporting of Corporate Social Responsibility at ABB 
 
ABB’s goal with reporting is to gain control and structure over its performance in order 
to clarify the requirements needed for success. Furthermore reporting is an important part 
of the external communication to its stakeholders. ABB performs sustainability reporting 
at site, country, and business area level, which is communicated through information 
sources such as interviews, site visits, committees, stakeholder dialogues and the annual 
report.  
 
The entirety of reporting is highly prioritized at ABB, meaning that reporting within 
social, environmental and economical performance is considered essential. However, the 
economical reporting is the oldest and most established method and is always carried out 
separately as well as included in ABB’s sustainability report. The economic reporting is 
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visibly the most important within ABB, and has been overseen by shareholders as well as 
regulated by legal standards.  
 
Concerning the environmental and social reporting, ABB does not prioritize one in front 
of the other. However, due to the fact that the social reporting is less developed than the 
environmental there is a focus in developing reporting within the social area. Since 1994, 
reporting within the environmental field has been performed at ABB and an 
environmental certification was established that year, as mentioned earlier.  
 
During 2001 ABB expanded its environmental reporting. From that year the 
environmental report covers the activities of approximately 80 percent of ABB’s 
employees, compared with 65 percent in 2000. Those parts of ABB that not yet are 
covered by ABB’s reporting system have very limited environmental aspects. These parts 
are for instance non manufacturing sales offices, which do not affect the environment. 
However, some sort of reporting, environmental or social, is always carried out within 
each country where ABB operates.  

4.3.1 Learning Models and Reporting Guidelines Used by ABB 
 
ABB and LCA 
In 1990 ABB implemented Life Cycle Assessment, LCA and since then tools and 
databases have been developed to support development of more eco efficient products. 
The environmental management has been systematically integrated into business plans, 
and goals for core products are based on life cycle assessment of products’ environmental 
impact. 
 
ABB believes that there is an increasing demand for eco efficient products and 
technologies in the future, and according to ABB the LCA tool is valuable to identify the 
environmental impact of products. Experience shows that the LCA tools improve 
products and processes, which result in new solutions and lead to more eco efficient 
products and activities in the future.  
 
When implementing LCA, the quality of input data is essential to the quality of the life 
cycle assessment. Due to this fact ABB works hard to gather information and data from 
its suppliers and also participates in methodology development with universities and 
other companies.  
 
ABB has developed an own Life Cycle Assessment that includes four steps, and is 
influenced by ISO standards and the principles and framework of Life Cycle Assessment, 
which is presented below.  
 
1. Description of goal and scope: Definition of system boundaries.  
 
2. Inventory analysis: Data collection that relates to the environmental impact throughout 
the life cycle.   
 
3. Impact assessment: An analysis of the information obtained during the inventory 
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phase. By classification, all individual discharges that occur during a product’s life cycle 
are translated into contributions to environmental effects, giving an impact table or an 
environmental profile.   
 
4. Interpretation and improvement analysis: Identification and systematic evaluation of 
possibilities to take actions to improve the environmental profile of the product or 
system. 
 
 
ABB and the United Nation’s, UN’s, Global Compact  
ABB participated in the preparation and the launch of the United Nation’s Global 
Compact that were first proposed by Kofi Annan in 1999 during a panel discussion 
moderated by Göran Lindahl, ABB’s previous CEO. 
 
ABB supports Global Compact due to the fact that the company is convinced about the 
necessity of introducing sustainability as a part of its strategy, and within all kinds of 
activities. ABB therefore initiates meetings with the United Nations Development 
Program, UNDP, and a team of companies to identify or create concrete projects that 
apply to the Compact and its principles at the local level for the benefit of the local 
communities. Furthermore, ABB believes that cooperation with similarly minded 
business organizations leads to a better chance of achieving results.  
 
ABB sees the Global Compact as a key opportunity to support the goals of integration of 
political, social and economic surroundings for companies. Moreover, it is seen as a 
possibility to work together with other companies to generate change and to promote 
sustainability and economic development through shared technology in developing 
markets as well as through the opening of information flows. ABB considers the Global 
Compact as a mean to improve global citizenship through advocacy, shared experience 
and partnership. When ABB adopted its social policy in 2001, it was benchmarked 
against the United Nations Global Compact. 
 
ABB and International Chamber of Commerce Business Charter for Sustainable 
Development 
In 1992, ABB implemented the 16 principles of the ICC’s Business Charter for 
Sustainable Development as its group wide environmental policy, and has worked hard 
the last decade in raising the company’s environmental performance to a high level.  
 
In implementing this policy, ABB employees are to: 

o Apply “zero tolerance” in ensuring strict adherence to local and international laws 
and regulations, as well as to ABB’s ethical standards 

o Ensure that all business transactions at ABB are fully and fairly recorded 
according to the company’s accounting principles 

o Ensure continuous education and awareness, as well as timely advice and 
guidance to employees on how to handle ethical issues 

o Frequently monitor ethical conduct and ensure that accessible systems are in place 
for employees or others to report potential infringements 
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ABB and OECD Guidelines for Multinational Companies 
The OECD guidelines provide recommendations on responsible business behaviour 
through principles and standards, and are addressed to cover all the entities within the 
multinational company. When ABB adopted its social policy in 2001 it was affected and 
benchmarked against OECD guidelines for multinational companies. 

4.3.2 Reporting Standards Used by ABB 
 
ABB and GRI  
ABB considers GRI as a method of govern the whole organization as well as a way of 
report and follow up. ABB further supports the standard due to its complete view of 
sustainable development through the inclusion of social, environmental and economic 
areas. Furthermore GRI is an international standard that UN supports, which ABB as a 
global company believes important.  
 
ABB has carried out a progress assessment to promote continual improvement in its 
sustainability performance. ABB uses those GRI indicators that are measurable and 
relevant to its activities. Moreover, ABB actively cooperates with other companies 
applying to the GRI standards in order to exchange experiences and openly discuss issues 
concerning the standards. 
 
When producing the sustainability report in 2001, ABB has been inspired by the 
sustainability guidelines of the Global Reporting Initiative. The sustainability report is 
consequently produced under the principle of triple bottom line reporting. However, the 
guidelines of GRI are considered to be very broad and open for interpretations by ABB. 
 
ABB and ISO 14001  
ABB strives to continuously improve its environmental performance so that the company 
is in line with the ISO standard’s concept of continuous improvement. ABB achieves 
these improvements through a thousand smaller, individual improvement projects, which 
together have a major impact on ABB’s overall performance. The international 
environmental standard ISO 14001 has been implemented in 98 percent of ABB’s 
manufacturing and workshop sites, which implies 531 workshop sites in 50 countries. 
ABB does additionally favor suppliers that have implemented environmental programs of 
this kind. 
 
ABB and SA 8000 
The SA 8000 standard was the first international benchmark within social performance, 
and a certification assures that the services and products have been produced and 
delivered in a socially accepted way. This standard has largely influenced the 
constructing of ABB’s own social policy established in 2001. 
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5. ANALYSIS 
 
In this chapter the empirical data will be compared against the theories presented in the 
frame of reference. Consequently, ABB’s internal communication will be examined on the 
basis of its organizational form and the different approaches of communication. 
Furthermore, ABB’s external communication, which includes dialogues with 
stakeholders, will be analyzed, and finally ABB’s reporting activity will be studied. 
 

5.1 Analysis of Case: ABB 

5.1.1 Communication of Corporate Social Responsibility 
 
Internal Communication 
Bateman and Zeithaml (1990) describe organizations that are characterized of having a 
mechanistic organizational form and structure as highly formal. The interactions between 
the organizational levels are considered as limited and the subordinates do not engage in 
the decision making process and are dependent on the supervisor. Within an organic 
structured form of organization there are more interaction between the levels and the 
communication flow is not as structured. The subordinates are not as dependent on the 
supervisor when they have highly involved in the decision making process. (Ibid) 
 
When comparing ABB's organizational form against theory, the structure of the 
organization fits Bateman & Zeithaml's (1990) description of a mechanistic organization. 
Within ABB’s Sustainability Affairs Organization the communication and reporting 
flows systematically between the levels of the organization. The departments have 
individual responsibilities and assignments as well as definite ways of communicating 
their work, within the department, the whole organization as well as externally. The 
independent experts within the Sustainability Advisory Board is managed by the CEO, 
which further directly communicates with the Group Function Sustainability Affairs. This 
department communicates with the Country Sustainability Controllers as well as the 
Business Area Sustainability Controllers. In some countries employed Environmental 
Specialists are communicating and discussing with the Country Sustainability 
Controllers. The Local Sustainability Officers and the Health and Safety Managers do 
also report and correspond with the Country Sustainability Controllers, and also with the 
Sustainability Controllers at the Business Area.  
 
Certo (2000) divides communication into three basic approaches: formal, informal and 
the encouragement of formal organization. Formal organizational communication is 
according to theory characterized as internal discussions that follows the lines of the 
organizational chart (ibid).  ABB's communication of corporate social responsibility and 
sustainability fits with this approach. ABB's downward organizational communication 
primarily relates to its direction and control of employees, which theory suggests. The 
direction and control of employees that is practiced at ABB concerns the company’s 
commitment to sustainability and mainly takes place through education and training. The 
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group function Sustainability Affairs puts up the training programs, the Country 
Sustainability Controllers develop country specific programs and the Business Area 
Sustainability Controllers to finally implement the education and training of employees. 
The environmental performance that is communicated through education and training of 
employees are examined and reviewed by the controllers and the Country Sustainability 
Controllers make continual inspections and controls of the separate units every two year.   
 
ABB does furthermore communicate its commitment to sustainability to its employees 
through a global intranet that provides information, guidelines, documents, forms and 
useful agreements covering all aspects of theory ethics and moral codes. A 24 hour 
response helpdesk is another downward communication tool providing the employees 
with consultation and relevant information. Concerning the internal communication 
between the sustainability controllers, a database containing more than 1000 
improvements projects is created at ABB.   
 
Upward organizational communication is according to Certo (2000) distinguished as 
internal communication that primarily contains information and feedback from 
employees to managers. ABB's communication and measuring of sustainability 
performance through reports fits to this theory and is distinguished as upward 
organizational communication. The separate units within ABB continually report their 
sustainability performance once a year to the sustainability controllers within the country 
in which they operate.   
 
The coordination of activities within various departments as well as the developing of 
plans for future operating periods do according to theory usually belong to lateral 
organizational communication (ibid). A specific example at ABB that relates and fits to 
this theory is the environmental specialists that are employed in some countries to work 
together with the country sustainability controllers. 
 
Certo (2000) defines informal communication as communication that does not follow the 
lines of the organizational chart and that commonly exists due to a desire of information 
that is not communicated. ABB’s intranet’s input of information, guidelines, documents, 
forms and useful agreements relating to its moral and ethic codes, its 24 hour helpdesk 
providing information as well as its database containing information of projects are 
examples that reduce ABB’s informal communication. These examples do furthermore 
encourage formal organizational communication. According to Kreps (1990) managers 
support and encourage formal communication through a free flow of communication 
within the organization, and therefore is this internal communication approach present at 
ABB. 
 
External Communication 
According to the theory communication does not only occur among individuals that are 
members in an organisation, communication also occurs externally, with the environment 
outside the organization (Rogers & Agarwala-Rogers, 1976). ABB communicates 
externally, in line with theory, through the company’s Web site and its sustainability 
report. Furthermore, the information departments function as external communication 
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tools that provide information to all interested parties. Theory states that the elements that 
are the most critical to the organization are identified as the relevant environment (ibid). 
ABB externally communicates with its stakeholders; customers, employees, shareholders 
and society at large, which ABB considers as the most relevant actors outside the 
organization. This is in accordance with the theory’s relevant environment. 
 
External communication channels are according to theory used to enable organization 
members to interact with individuals outside the organization and external messages are 
both send to and received from the organization’s relevant environment (Kreps, 1990). 
Velman (1984) states that many important external organizational communication 
activities are covered by public relations for instance stakeholder and shareholder 
relations. 
 
Through ABB’s round table discussions the parties discuss what ABB has reached as 
well as what has to improve with its stakeholders. Round table dialogues have been 
implemented since the time when ABB's social policy was developed. These dialogues or 
discussions are continuously carried out and today is ABB conducting dialogues in 40 
countries. ABB selects stakeholders relevant for the dialogue, either from the country 
where operation takes place, or from some specific area within the activity. ABB does 
also communicate with stakeholders through ABB’s Sustainability Advisory Board, 
which include independent and objective members with skills and experience in the 
environmental, social and economic fields. To conclude, ABB interacts with the external 
environment, which theory states as an important communication activity. 
 
According to Kreps (1990) the external messages communicated serve as an attempt to 
influence the way environmental representatives behave in regard to the organization. He 
further states that marketing and advertising campaigns are examples of external 
communication systems designed to influence the buying patterns of the consumers 
towards an organization’s products or services. Both marketing and advertising are 
considered as integral parts of external organizational communication, and as well key 
elements of public relation communication. (Ibid) ABB considers its overall marketing 
and advertising activity within its sustainability performance as low. Thus, while theory 
states marketing and advertising as key parts of external communication, ABB does not 
focus on these activities. However the company strives to attend and show its 
performance within the environmental area to authorities and politicians. The marketing 
effort will according to ABB increase in the future. 
 
Inter organizational communication is also considered as external communication.  Due 
to an increased organizational interdependency present in today’s world, there is a great 
need for effective coordination and cooperation among members of international inter 
organizational fields. This involves groups of organizations sharing the same 
environment, and includes messages among organizations that are functionally linked to 
activities of a wide range. (Kreps, 1990). Concerning ABB’s inter organizational 
communication it is involved in a number of global and regional collaborations that work 
together to solve global problems. In February 1999 the World Energy Commission, 
WEC, was formed under ABB’s leadership. Today WEC is the leading global multi 
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energy organization in the world. One of the most valuable outputs of the WEC program 
is its database, which includes nearly 900 different projects in 100 countries. The 
database is accessible on the Internet and allows ideas to be shared and is open for 
inspection. Furthermore ABB has also inter organizational communication with other 
companies that have a GRI membership. These companies cooperate and exchange their 
experiences within the field of sustainability and corporate social responsibility. To 
conclude, ABB performs inter organizational communication in line with theory. 
 
ABB's cooperation in the Agenda 21 association is another example on inter 
organizational communication. ABB takes an active part in communicating how the 
company work environmentally to other actors, for instance to small businesses through 
this cooperation. Another example is ABB’s cooperation with business managers 
responsible for environmental issues, as well as its involvement in United Nation’s 
Global Compact Nordic Network where Nordic multinational companies collaborate. 
These companies meet every six month in order to discuss problems as well as 
opportunities. 
 
ABB attended also at well known meeting that took place in Rio de Janeiro 2001, where 
world leaders, business heads and non governmental organizations discussed the United 
Nations Declaration on the Environment and Development. In 2002, the organizations 
had a new meeting in Johannesburg, where the agenda included three of the most 
important and controversial challenges to sustainability: globalisation, climate change 
and the widening poverty gap. 
 
An example of typical inter organizational according to Kreps (1990) is the production 
companies’ communication with other organizations, such as suppliers, distributors and 
financial institutes. When it concerns suppliers ABB has constructed special supplier 
requirements in both environmental and social performances. It is through these 
documents ABB communicates its attitude within these areas. The focus on supplier 
requirements is considered as very important, in order to guarantee a total quality at every 
step in a products life cycle. 
 
ABB’s communication to customers takes place either through the sustainability report or 
through Environmental Product Declarations. These product declarations present the 
environmental performance and environmental description of the goods throughout the 
complete life cycle. In order to gather information from the customers, most ABB units 
carry out traditional customer surveys through interviews every one to three years. These 
are often undertaken by external agencies. 

5.1.2 Reporting of Corporate Social Responsibility 
 
Companies have realised that they need to respond to stakeholders’ concerns not only by 
changing their practices but also by being more open in reporting on how they have 
performed against key social, ethical and environmental criteria. However, the way in 
which the reporting is done is met by scepticism and cynicism towards corporate claims 
of good behaviour. Thus, reports of performance in the social, ethical and environmental 
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area are demanded which are externally verified by organizations in which stakeholders 
believe. (Zadek, 2001). ABB prioritises its sustainability reporting highly and started to 
report its sustainability performance within the economic, environmental and social area 
in 2000. ABB uses the accreditation society Det Norske Veritas in order to show and 
verify its sustainability as well as to provide an independent and objective commentary 
on the company’s work. To summarize, ABB conducts reporting for the reasons as theory 
claims. Furthermore, ABB reporting activity are externally verified in line with theory. 
 
Zadek (2001) states that companies seek to measure and reveal their social and ethical 
performance in order to understand what they are doing and trying to achieve and 
companies also measure to understand the implications of their activities. They also need 
to understand in what ways they can explain their actions to sceptical stakeholders. (ibid) 
ABB has developed specific indicators and also follows international standards, in order 
to measure the sustainability performance. The advices and suggestions from the 
stakeholder dialogue sessions help ABB in this work and these dialogues will be used to 
improve the policy and develop implementation guidelines and performance 
measurement indicators. ABB’s goal with the reporting is to gain control and structure 
over its performance in order to clarify requirements for progress, as theory suggests. 
Furthermore ABB reports as ways of externally communicate to its stakeholders. ABB 
performs sustainability reporting at site, country, and business area level and the 
reporting is communicated through information sources such as interviews, site visits, 
committees, stakeholder dialogues and the annual report.  
 
The variety of reports, standards and guidelines shows that corporate social reporting is 
developing in a relatively unstructured way (Holland & Gibbon, 2001). The number of 
social reporting terms is vast and has differing approaches some authors name it ethical 
accounts or social audits while other authors call it social reviews or social performance 
reports (Zadek, 2001). When it concerns ABB, the company has the same problem as all 
other companies, on how to measure its sustainability performance. However, there are 
some accepted reports that inform on specific elements of performance. For instance 
sustainability reporting is an attempt to reflect the integration of social, ethical, 
environmental and economic performance. (Holland & Gibbon, 2001)  
 
ABB does highly prioritize the entirety of reporting meaning that reporting within social, 
environmental and economical performance is considered essential, and performs 
sustainability reporting in accordance with theory. However, the economical reporting is 
the oldest and the most developed and is always carried out separately as well as included 
in ABB’s sustainability report. The economic reporting is clearly the most important 
within ABB, and it has been overseen by shareholders as well as regulated by legal 
standards. Concerning the environmental and social reporting, ABB does not prioritize 
one in front of the other. However, due to the fact that social reporting is less developed 
than environmental at ABB there is a focus in evolving reporting within the social area.  
 
Figure 2.2, which is displayed on page 14, tries to attempt to position individual 
organizational reporting efforts on a scale towards full sustainability reporting. (Andriof 
& McIntosh, 2001) According to this figure ABB seems to be positioned very high in this 
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scale when it comes to meeting global priorities and stakeholder information needs as 
well as bottom line reporting, which the company has done since 2000. 
 
Learning models and reporting guidelines 
The Life Cycle Assessment, LCA, theory includes an analysis that covers every stage and 
every significant environmental impact of a product. The theory consists of four steps and 
covers the extraction of raw materials to the eventual disposal of the components of the 
product to the final stage, the breakdown back to the elements. (Welford, 1995) ABB 
implemented the LCA theory in 1990 and since then has its tools and databases been 
developed to support development of more eco efficient products. The environmental 
management has been systematically integrated into business plans, and goals for core 
products are based on life cycle assessment of products’ environmental impact. ABB has 
implemented an own LCA theory that includes four steps: description of goal and scope, 
inventory analysis, impact assessment, and interpretation and improvement analysis. 
ABB’s model has a part from the LCA theory been influenced by ISO standards. 
However, even though ABB has constructed an own LCA, its model is consistent with 
theory. 
 
Ruggie (2002) describes United Nation’s Global Compact as a voluntary initiative and a 
learning model that engages the private sector to directly work with UN, in partnership 
with International Labor and Non Governmental Organizations, to identify and promote 
good corporate performances based on universal principles. ABB is one of the initiators 
to this learning model and are actively participating in meetings and projects. ABB 
initiates meetings with the United Nation’s Development Program, UNDP, and other 
companies in order to identify projects that apply to the Global Compact. When ABB’s 
social policy was developed in 2001 it was benchmarked against this learning model as 
well as against the OECD Guidelines for Multinational Enterprises.  
 
The International Chamber of Commerce, ICC, Business Charter for Sustainable 
Development consists of 16 key principles that combine the idea about quality systems 
and environmental protection (Tamminen, 1999). These principles cover an integration of 
environmental philosophy both within the company as well as outside the company, to 
customers, contractors and suppliers. (The International Chamber of Commerce, 2003) 
ABB has implemented all 16 principles as its group wide environmental policy since 
1992. When implementing these principles ABB does for instance commit to ensure 
continuous education and awareness, as well as to provide advice and guidance to 
employees within ethical issues. In line with theory, ABB integrates its environmental 
policy to actors outside the company. 
 
The OECD Guidelines for Multinational Enterprises cover principles and standards on 
responsible business behaviour, and are addressed to cover all the entities within the 
multinational company. The voluntary recommendations express shared values of the 
nations that are home to a majority of all multinational companies. (OECD, 2001) ABB’s 
social policy is highly affected and benchmarked against these guidelines. 
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Reporting standards 
The Global Reporting Initiatives stress the links between environmental, economic and 
social performance (Starkey & Welford, 2001), and aim to integrate these separate 
performances into a report that examines an organization’s sustainability performance 
(Andriof & McIntosh, 2001). GRI do furthermore aim to establish a foundation for 
standardized corporate sustainability world wide through a global, voluntary multi 
stakeholder process (Starkey & Welford, 2001). When ABB produced its sustainability 
report it was influenced and inspired by the sustainability guidelines of the GRI. 
However, ABB considers the guidelines as very broad and open for interpretations and 
does therefore actively engage in different GRI meetings were sustainability issues are 
discussed. 
 
The ISO 14001 series of standards was produced in order to create a framework for 
standardized environmental management practices. ISO 14001 certifications can improve 
environmental management (Taylor, Sulaiman & Sheahan, 2001), and are not only 
focusing on organizational processes but also on the products and services (The 
International Standard Organisation, 2003). The ISO 14001 principles are implemented in 
98 percent of ABB’s manufacturing and workshop sites, and ABB strives to continuously 
improve its environmental performance in line with the ISO standards. ABB achieves 
environmental improvements through a thousand individual improvement projects. 
 
A certification of SA 8000 guarantees that services and goods have been produced and 
delivered in a socially accepted way. Companies have to fulfill several working 
conditions in order to get a certification, for instance the workers’ health and safety must 
be assured through protective measures. Another example is an assurance of workers’ 
freedom of bargaining with employers. (Rohitratana, 2002) The SA 8000 standard has 
largely affected ABB’s social policy that was established in 2001. ABB follows all the 
principles within the SA 8000 standard, however ABB expresses its social policy 
differently in some aspects in comparison with theory.  
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In order to further clarify the analysis, a table comparing data with theory is displayed 
below. 
 

 

 Correspond 
with theory 

Not correspond 
with theory 

Partly 
correspond 
with theory 

Communication    
Internal    
Mechanistic work units x   
Organic work units  x  
Formal organizational communication x   
Informal organizational communication  x  
The encouragement of formal organizational 
communication 

x   
External    
Relevant environment x   
Public relations x   
Marketing and advertsising x   
Inter organizational communication x   
Reporting    
Learning Models and reporting guidelines x   
LCA x   
UN’s Global Compact x   
ICC Charter x   
OECD Guidelines x   
Reporting standards    
GRI x   
ISO 14001 x   
SA 8000   x 

Table 5.1 Analysis Matrix 
 
 
 
 
 
 

     45



6. FINDINGS AND CONCLUSIONS  
 
Within this chapter our findings and conclusions will be presented. The conclusions are 
based on our purpose with the thesis and our research questions, and are drawn from the 
theories and the analyzed data. Finally, implications for management, theory and future 
research will be provided. 
 

6.1 Discussion and Conclusions 
Our purpose with the research was to gain a better understanding of how multinational 
companies, MNCs, communicate corporate social responsibility. In order to achieve the 
purpose we posed three research questions. 
 
Since this study is based on empirical data from a single MNC, ABB, it is impossible to 
draw general conclusions regarding MNCs. Therefore our conclusions will only cover 
ABB’s communication and reporting. Given the fact that ABB is a major multinational 
company, the example it sets is highly indicative of a larger group of MNCs. 

6.1.1 How can MNCs Internal Communication of Corporate Social 
Responsibility be Described? 
 
The Sustainability Affairs Organization is responsible for the communication and 
reporting of sustainability, both internally and externally. The communication within the 
organization flows systematically between the levels and the units have individual 
responsibilities as well as predetermined ways of communicating their work. The division 
can consequently be characterized of having a mechanical organizational form and 
structure. 
 
The internal communication can be described as formal organizational communication 
due to the fact that the internal discussions follow the lines of the organizational chart. 
The downward internal communication primarily relates to its direction and control of 
employees, which is made in order to commit the organization to the belief of corporate 
social responsibility and to accomplish sustainable development. In order to achieve this 
specific training programs for employees have been carried out, which the group function 
Sustainability Affairs composes, the Country Sustainability Controllers develop and 
adapt, and the Business Area Sustainability Controllers finally implement them.  
 
Moreover, the internal communication comes about through a global intranet, which 
provides employees with information. A 24 hour response helpdesk is another downward 
communication tool providing the employees with information and consultation. 
Furthermore the sustainability controllers internally communicate through a database 
containing more than 1000 projects. 
 
The upward organizational communication primarily contains information and feedback 
from employees and managers, and does therefore fit into reporting. In some cases lateral 
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communication is performed, this when environmental specialists are employed in some 
countries to work with the country sustainability controllers. Informal communication 
also occurs through the intranet’s input of information, guidelines, documents, forms and 
useful agreements related to the moral and ethic codes. 
 
To conclude, the internal communication and its flow are strategically constructed due to 
the increased ease of disseminating valid information. Consequently, this increases the 
control over what has been communicated, and is therefore more efficient. Moreover, the 
individual units’ distinctive responsibilities create fast and structured ways of 
communicating the concept of corporate social responsibility and sustainability. 

6.1.2 How can MNCs External Communication of Corporate Social 
Responsibility be Described? 
 
The external communication takes place through the corporate Web site and the 
sustainability report. The information departments do furthermore contribute with the 
external communication to all interested parties. 
 
Concerning the communication with the relevant environment, which is the stakeholders, 
round table discussions are conducted within 40 countries, where stakeholders relevant 
for the dialogue are selected. Due to the fact that the Sustainability Advisory Board 
consists of independent members, the dialogues with this department are consequently 
external communications and discussions. 
 
The marketing and advertising activities within the sustainability performance are 
considered as low. Nevertheless, there is an aim to attend and show the performance 
within this field to authorities and politicians.  
 
Sustainability is furthermore communicated with other organizations, for instance the 
World Energy Commission, WEC. This inter organizational communication’s most 
valuable output is its database that includes nearly 900 different projects within 100 
countries, which is available on the Internet. The GRI membership does also results in 
inter organizational discussions and exchange of experiences with other member 
companies. The Agenda 21 association is another example where the environmental work 
is communicated to other companies.  The involvement in United Nation’s Global 
Compact Nordic Network implies collaboration and meetings with member countries, 
which discuss problems as well as opportunities every six month.  
 
The communication with suppliers takes place through special supplier requirements, 
both concerning environmental and social performances. The communication to 
customers is made by the sustainability report or Environmental Product Declarations, 
which present environmental performance and description of products throughout their 
complete life cycle. Customer service surveys through interviews are performed in order 
to gather information from the customers. 
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The external communication is based on the internal communication, due to the fact that 
internal dialogues are essential and needed in order to communicate to the external 
environment. Therefore the internal communication is more structured and developed. 
External communication is not practiced to the same extent as internal, and marketing 
and advertising efforts are expected to increase in the future. An active involvement in 
inter organizational communications in many cooperations and projects is also 
prioritized. The early engagement in sustainability work has resulted in a well developed 
organization around the concept. The reason for the active involvement of inter 
organizational communication today is probably due to the prominent experience within 
the field of corporate social responsibility and the careful development of the work within 
this area.  
 

6.1.3 How can MNCs Reporting Application of Corporate Social 
Responsibility be Described? 
 
The entirety of reporting is highly prioritized, meaning that reporting within 
environmental, social and financial area is essential and performed at site, country and 
business area level. As most companies, reporting within the financial area are highly 
prioritized. The environmental and social reporting are also highly prioritized, however 
not as developed as the financial. 
 
Specific indicators, which follow international standards, are developed in order to 
measure the sustainability performance. Within the environmental and social field Life 
Cycle Assessment, UN’s Global Compact, ICC’s Business Charter for Sustainable 
Development, OECD’s Guidelines for Multinational Enterprises, GRI, ISO 14001 as well 
as SA 8000 are used as models, guidelines and standards.  
 
The separate units report its sustainability performance once a year to the Sustainability 
Controllers within the country in which they operate. The Sustainability Controllers 
further make inspections and controls every two year.  
 
In 2001, 80 percent of the activities were covered by environmental reports, and those 
parts that are not yet covered have very limited environmental impact. However, some 
sort of reporting, environmental or social, is always carried out within each country 
where operations exist. 
 
Different learning models, guidelines and standards are followed in order to achieve 
greater control over the whole organization’s sustainability work and to be able to 
evaluate and improve within this field. However, when there is a lack of commonly 
accepted ways of reporting within the social area, the reporting within this field is not as 
developed as the environmental and financial. When studying reporting, it is obvious that 
multinational companies that are pioneers within this activity have a sustainable thinking 
that pervades the whole organization. 
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6.2 Implications 

6.2.1 Implications for Management 
 
When there is no commonly accepted method of measuring companies’ engagement in 
corporate social responsibility there is a need for concrete and comprehensible indicators 
of measuring their performance. The example of ABB can therefore contribute to the 
improvement of these indicators by actively attend at meetings and conferences. 
 
The consumer power is high, and customers reward companies that take responsibility for 
the society. Due to ABB’s progress and position within sustainability, as well as its well 
structured internal communication the company should put effort in its marketing and 
advertising activities. This will probably highlight the company’s trustworthiness and will 
therefore probably increase its reputation as a “good” company.  
 

6.2.2 Implications for Theory  
 
This thesis will probably contribute to theory, first and foremost through high lightening 
of companies’ requirement to take responsibility of their actions.  Secondly, through 
emphasizing the need of efficient communication and reporting, as well as the rapid 
development of learning models, guidelines and reporting standards. 

6.2.3 Implications for Future Research 
 
When studying this phenomenon, several interested issues of future research have been 
found. This topic, corporate social responsibility, could obviously have been studied from 
other stakeholders’ perspectives, for instance from a supplier- or customer view. 
Furthermore the thesis could also have been studied from an employee angle in order to 
get a more objective view on how the dissemination of communication comes about. 
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APPENDIX 1 - Interview Guide 

English Version 

Background 
 

1. What is ABB’s history within the concept of corporate social responsibility and 
reporting? 

 
2. How do ABB describe corporate social responsibility and sustainability?  
 
3.  How do ABB work within the individual areas of the triple bottom line, and how is 

this work prioritized? 
- the environmental 
- the social 
- the economical 

 
4. The respondents position at ABB? 

 

How can the communication of corporate social responsibility be described, 
internally and externally? 

 
5. Do ABB have a specific department working with the communication of corporate 

social responsibility and issues concerning the concept? 
- what do this department do? 
- what are the individual units’ responsibilities within this department? 

 
6. How do ABB internally communicate the concept of corporate social responsibility? 

- how does the communication flow between the various departments, units and     
employees? 

 
7. How do ABB externally communicate the concept of corporate social responsibility? 

- to suppliers? 
- to customers? 
- to shareholders? 
- to other stakeholders? 
 

How can ABB’s application of the communication tool reporting of corporate 
social responsibility be described? 

 
8. To whom do ABB report? 

- customers? 
- employees? 
- shareholders? 
- other stakeholders? 

 

     



9. What is ABB’s aim with the reporting? 
 

10. Is the reporting activity made in all countries where ABB have operations, or only 
within some countries? 

 
11. Within which area is the reporting activity most developed at ABB and why? 

- environmental 
- social 
- economical 

 
12. Which learning models and reporting guidelines are used at ABB? 

- why these? 
 

13. Which reporting standards are used at ABB? 
- why these? 

     



APPENDIX 2- Interview Guide 
Swedish Version 
 

Bakgrund 
 

1. ABBs historik inom corporate social responsibility konceptet och rapportering? 
 
2. Hur beskriver ABB corporate social responsibility och hållbar utveckling? 

 
3. Hur ser ABBs arbete ut inom de olika delarna inom triple bottom line, och hur 

prioriteras arbetet inom de olika delarna? 
- Miljö 
- Social 
- Ekonomisk 
 

4. Respondentens befattning inom ABB? 
 

Hur kan kommunikationen inom corporate social responsibility beskrivas, 
internt och externt? 
 

5. Har ABB en speciell avdelning som jobbar med kommunikationen av corporate social 
responsibility och andra områden inom konceptet? 

- Vad gör denna avdelning? 
- Vad är respektive enhets ansvarsområde inom denna avdelning? 
 

6. Hur kommunicerar ABB konceptet corporate social responsibility internt? 
- Hur sker kommunikationsflödet mellan avdelningarna, enheterna och de 
anställda? 

 
7. Hur kommunicerar ABB konceptet corporate social responsibility externt? 

- Till leverantörer? 
- Till kunder? 
- Till aktieägare? 
- Till övriga intressenter? 

 

Hur kan ABBs användande av kommunikationsmedlet rapportering 
beskrivas?  
 

8. Till vem rapporterar ABB? 
- Kunder? 
- Anställda? 
- Aktieägare? 
- Övriga intressenter? 
 

9. Vad är ABBs mål med rapporteringen? 

     



 
10. Genomförs rapportering inom alla länder där ABB är verksam, eller bara inom vissa? 

 
 

11. Inom vilket område är rapporteringen mest utvecklad inom ABB och varför? 
- Miljö 
- Social 
- Ekonomiska 

 
12. Vilka modeller och riktliner inom rapportering används av ABB?  

- Varför dessa? 
 

13. Vilka rapporteringsstandarder använder ABB? 
- Varför dessa? 

     



APPENDIX 3- ABB’s Social Policy 
Source: www.abb.com/sustainability 
 
ABB’s social policy was adopted in 2001 and consists of 13 principles. It has been 
benchmarked against for instance the OECD guidelines for Multinational Enterprises and the 
Social Accountability 8000 (SA8000) standard.  
 
1. ABB in society 
To contribute within the scope of our capabilities to improving economic, environmental and 
social conditions through open dialogue with stakeholders and through active participation in 
common efforts. 
 
2. Human rights 
To support and respect the protection of internationally proclaimed human rights. 
 
3. Children and young workers  
To ensure that minors are properly protected; and as a fundamental principle, not to employ or 
support the use of child labor, except as a part of government approved-youth training 
programs.(such as work-experience programs) 
 
4. Freedom of engagement  
To require that all employees enter into employment with the company of their own free will; 
and not to apply any coercion when engaging employees or support any form of forced or 
compulsory labor. 
 
5. Health and safety 
To provide a safe and healthy working environment at all sites and facilities and to take 
adequate steps to prevent accidents and injury to health arising out of the course of work by 
minimizing, so far as is reasonably practicable, the causes of hazards inherent in the working 
environment. 
 
6. Employee consultation and communication 
To facilitate regular consultation with all employees to address areas of concern. To respect 
the right of all personnel to form and join trade unions of their choice and to bargain 
collectively. To ensure that representatives of personnel are not the subject of discrimination 
and that such representatives have access to their members in the workplace. To make sure, in 
any case of major layoffs, that a social benefits and guidance plan is in place, and already 
known to employees or their official representatives. 
 
7. Equality of opportunity 
To offer equality of opportunity to all employees and not to engage in or support 
discrimination in hiring, compensation, access to training, promotion, termination or 
retirement based on ethnic and national origin, caste, religion, disability, sex, age sexual 
orientation, union membership, or political affiliation. 
 
8. Mobbing and disciplinary practices 
To counteract the use of mental or physical coercions, verbal abuse or corporal/hard-labor 
punishment; and not to allow behavior, including gestures, language and physical coercive, 
threatening, abusive or exploitative. To develop and maintain equitable procedures to deal 
with employee grievances, and disciplinary practices. 

     



  
9. Working hours 
To comply with applicable laws and industry standards on working hours, including over-
time. 
 
10. Compensation  
To ensure that wages paid meet or exceed the legal or industry minimum standards and are 
always sufficient to meet basic needs of personnel and to provide some discretionary income. 
To ensure that wage and benefits composition are detailed and clearly and regularly for 
workers, and that compensation is rendered in full compliance with all applicable laws and in 
a manner convenient to workers. To ensure that labor-only contracting arrangements and false 
apprenticeship schemes are not used to avoid fulfilling ABB’s obligations under applicable 
laws and pertaining to labor and social security legislation and regulations. 
 
11. Suppliers 
To establish and maintain appropriate procedures to evaluate and select major suppliers and 
subcontractors on their ability to meet the requirements of ABB’s social policy and principles 
and to maintain reasonable evidence that these requirement are continuing to be met. 
 
12. Community involvement  
To promote and participate in community engagement activities that actively foster economic, 
environmental, social and educational development, as part of ABB’s commitment to the 
communities where it operates. 
 
13. Business ethics  
To uphold the highest standards in business ethics and integrity and to support efforts of 
national and international authorities to establish and enforce high ethical standards for all 
businesses. 

     



APPENDIX 4- ABB’s Environmental Policy 
Source: www.abb.com/sustainability  

 
In 1992 did ABB adopt the 16 principles of the International Chamber of Commerce, ICC, 
Business Charter for Sustainable Development as their group wide environmental policy. The 
16 principles are listed below: 
 
1. Corporate Priority 
To recognize environmental management as among the highest corporate priorities and as a 
key determinant to sustainable development; to establish policies, programs and practices for 
conducting operations in an environmentally sound manner. 
 
2. Integrated Management 
To integrate these policies, programs and practices fully into each business as an essential 
element of management in all its functions. 
 
3. Process of Improvement 
To continue to improve corporate policies, programs and environmental performance, taking 
into account technical developments, scientific understanding, consumer needs and 
community expectations, with legal regulations as a starting point; and to apply the same 
environmental criteria internationally. 
 
4. Employee Education 
To educate, train and motivate employees to conduct their activities in an environmentally 
responsible manner. 
 
5. Prior Assessment 
To assess environmental impacts before starting a new activity or project and before 
decommissioning a facility or leaving a site. 
 
6. Products and Services 
To develop and provide products and services that have no undue environmental impact and 
are safe in their intended use, that are efficient in their consumption of energy and natural 
resources, and that can be recycled, reused or disposed safely. 
 
7. Customer Advice 
To advice and, where relevant, to educate customers, distributors and the public in safe use, 
transportation, storage and disposal of products provided; and to apply similar considerations 
to the provision of services. 
 
8. Facilities and Operations 
To develop, design and operate facilities and conduct activities taking into consideration the 
efficient use of renewable resources, the minimization of adverse environmental impact and 
waste generation and the safe and responsible disposal of residual wastes. 
 
9. Research 
To conduct or support research on the environmental impacts of raw materials, products, 
processes, emissions and wastes associated with the enterprise and on the means of 
minimizing such adverse impacts. 
 

     



     

10. Precautionary Approach 
To modify the manufacture, marketing or use of products or services or the conduct of 
activities, consistent with scientific and technical understanding, to prevent serious or 
irreversible environmental degradation. 
 
11. Contractors and Suppliers 
To promote the adoption of these principles by contractors acting on behalf of the enterprise, 
encouraging and, where appropriate, requiring improvements in their practices to make them 
consistent with those of the enterprise; and to encourage the wider adoption of these 
principles by suppliers. 
 
12. Emergency Preparedness 
To develop and maintain, where significant hazards exist, emergency preparedness plans in 
conjunction with the emergency service, relevant authorities and the local community, 
recognizing potential transboundary impacts. 
 
13. Transfer of Technology 
To contribute to the transfer of environmentally sound technology and management methods 
throughout the industrial and public sectors. 
 
14. Contributing to the Common Effort 
To contribute to the development of public policy and to business, governmental and 
intergovernmental programs, and educational initiatives that will enhance environmental 
awareness and protection. 
 
15. Openness to Concerns 
To foster openness and dialogue with employees and the public, anticipating and responding 
to their concerns about the potential hazards and impacts of operations, products, wastes or 
services, including those of trans-boundary or global significance. 
 
16. Compliance and Reporting 
To measure environmental performance; to conduct regular environmental audits and 
assessments of compliance with company requirements, legal requirements and these 
principles; and periodically to provide appropriate information to the Board of Directors, 
shareholders, employees, the authorities and the public. 
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