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ABSTRACT 
Becoming increasingly aware of the benefits and rewards of corporate social responsibility 
(CSR) more and more companies are devoting their time and resources to incorporate CSR 
activities in their overall strategies. Among other things it has been suggested that CSR can 
provide competitive advantage for companies in many spheres. The present study 
investigates the Swedish multinational companies’ success in gaining competitive advantage 
through CSR specifically in the area of attracting talented employees. A conceptual 
framework guided by previous research was designed to conduct two case studies of 
Swedish MNCs, namely Atlas Copco and Boliden.  
 
Findings indicate that CSR has positive impact on Swedish companies’ image and reputation 
and helps reduce and manage CSR-related risks. However, gaining competitive advantage 
through CSR is dependent on which industry companies belong to. Furthermore, CSR is also 
believed to help job applicants to identify themselves with Swedish companies and has a 
positive impact on job applicants’ pursuit of companies for employment. Swedish companies 
use information about CSR to attract employees but are not certain as to how this is 
communicated, and the perception is that job applicants are not necessarily aware of 
companies’ CSR activities.  



 
Sjöstrand 2009                   SAMMANFATTNING 

 
 

 

SAMMANFATTNING 
Eftersom kunskapen ökar angående de fördelar och belöningar som företags sociala 
ansvarstagande (CSR) medför så har fler och fler företag börjat hänge sin tid och sina 
resurser for att inkorporera CSR aktiviteter i deras övergripande strategier. Bland annat så 
har det föreslagits att CSR kan skapa konkurrensfördelar inom många företagsområden. 
Denna studie undersöker de svenska multinationella företagens framgång i att erhålla 
konkurrensfördelar genom CSR och specifikt gällande attraherandet av begåvad personal. Ett 
begreppsmässigt ramverk styrt av redan gjord forskning formgavs för att kunna utföra 
fallstudier av två svenska multinationella företag, som var Atlas Copco och Boliden.  
 
Observationer antyder att CSR har positiv påverkan på svenska företags image och rykte, och 
hjälper till att minska och hantera CSR relaterade risker. När det däremot gäller skapandet av 
konkurrensfördelar genom CSR så beror mycket på vilken bransch som företagen tillhör. 
Vidare så anses CSR göra det lättare för jobbsökande att identifiera sig med svenska företag 
och har positiv effekt på jobbsökandes strävan mot anställning hos företagen. Svenska 
företag använder sig av information angående CSR för att attrahera anställda men är inte 
säkra på hur detta ska kommuniceras, och uppfattningen är att jobbsökande nödvändigtvis 
är medvetna om företags CSR aktiviteter.     
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1. INTRODUCTION 

This chapter will provide a background of the research area of this thesis; namely corporate 
responsibility; it will start with a broad overview of the topic, followed by the problem 
discussion which will lead to the purpose of this thesis and which research questions that will 
be used to support that purpose.  
 

1.1 Background 

A growing number of companies are devoting time to business ethics and business 
responsibility since this is considered to justify companies in the eyes of society (Svensson & 
Wood, 2003; Capriotti & Moreno, 2007). It was social philanthropists of the 18th and 19th 
century who began to understand that companies could have a more efficient workforce if 
their housing, healthcare and nourishment were more sufficient. Some companies therefore 
started to provide workers with housing in so called “worker villages”. Other things that also 
started to appear was medical facilities and subsidized work canteens. (Brown, 2005)  
 
At the start of the twentieth century there was not many companies who gave to charity, 
instead it was wealthy business people who as individual engaged in philanthropy by 
donating money from their personal fortune to charities and worthy causes. It was during 
the 1960s, 70s and 80s, due to disasters such as Chernobyl, that people started to look at 
companies and governments as increasingly unresponsive for the environment and the 
community. (Sims, 2003; Brown, 2005)  
 
Thus, during the last decade, companies have started to act more socially responsive 
(Brammer et al., 2007; Freeman, 2006) and became more careful about the way they 
conduct business (Svensson & Wood, 2003). This was because if they now do not follow 
appropriate practices, they will be “blamed or shamed” (Sahlin-Andersson, 2006). This is due 
the increasing pressure from stakeholder groups (Svensson & Wood, 2003; Buhmann, 2006) 
which includes shareholders, employees, investors, consumers, managers (Brammer et al., 
2007), media, academic researchers (Sahlin-Andersson, 2006) and non governmental 
organizations (NGOs) (Freeman, 2006).  
 
Companies must not only follow the appropriate practices (Sahlin-Andersson, 2006),  they 
need to show awareness of social, human and environmental issues (Sahlin-Andersson, 
2006; Carroll, 1999) by progressively increasing their responsibilities beyond matters that are 
just concerning their business activities onto matters concerning the social realm (Capriotti 
& Moreno, 2007; Freeman, 2006).   
 
What was first called “business responsibilities” has over the years have come expanded, 
where new expressions and approaches which have been constructed in order to present 
new contents regarding corporate responsibility (Capriotti & Moreno, 2007; Carroll, 1999).  
 
Today, there are a variety of new concepts regarding corporate responsibility (Carroll, 1999) 
such as corporate social performance (Orlitzky et al, 2008; Sachs et al, 2005) and corporate 



 
Sjöstrand 2009                                                                                                                     TABLE OF CONTENTS 

2 
 

citizenship (Bhattacharya et al, 2008; Dahlsrud, 2006). But those concepts that are most well 
known, and most used are corporate social responsibility (CSR), and corporate social 
performance (CSP) (Capriotti & Moreno; Sachs et al, 2005; Moir, 2001) which with its long 
and varied history and is development originating from CSR. (Carroll, 1999; Capriotti & 
Moreno, 2007; Coldwell et al, 2007) 
 

1.1.1 Corporate Social Responsibility (CSR) and Corporate Social Performance 
(CSP) 

Some researchers claim that there no clear, accepted definition of what CSR stands for and 
Dahlsrud (2006) presented 37 different definitions of CSR. But many researchers have come 
to the same conclusion about CSR, and that is it is “the set of demands and expectations, 
regarding the production of good and services of both a physical and social nature, which 
society places on private enterprise over time”. (Montgomery and Ramus, 2003; Albinger & 
Freeman, 2000; Fox, 2007; Fenwick & Bierema, 2008; Coldwell et al, 2007; Sahlin-Andersson, 
2006; Weber 2008; Dahlsrud, 2006). 
 
As companies have realized the that it can be very rewarding to engage in charitable work, 
they are not giving back to the community simply by handing out checks to charities, the 
companies are nowadays integrating these cause agendas into their business strategy. One 
example of this is Toyota’s success with the hybrid car Prius which helps to protect the 
environment, but also “drove” Toyota to becoming the No. 1 car seller in the United States. 
(Fox, 2007; Freeman, 2006)  
 
Companies like Toyota, that are in the fore front of using CSR, makes innovative 
commitments and deliver measurable progress, and then they find ways to communicate 
this to various stakeholders (Freeman, 2006). Other ways for companies to be proactive in 
how they handle CSR, is to act like the Swedish multinational Ericsson which provided 
extensive telecommunication equipment to restore communications infrastructure in the 
former Yugoslavian countries after the wars (Sahlin-Andersson, 2006).  
 
Galbreath (2006) suggests that CSR needs to be looked at from a global perspective, which is 
done in Sweden where the debate regarding CSR focuses on the role that its companies have 
globally, not just the role that the companies play in Swedish society (Sahlin-Andersson, 
2006). This could be seen as a result of a discussion that has been going on since the 1950s, 
regarding what companies are responsible for and to whom they are responsible (Moir, 
2001).  
 
Rundle-Thiele et al (2008) state that CSR contributes positively to company market value and 
that there is little doubt that CSR is an important component of business since it leads to 
increased customer loyalty, support from stakeholders and improved corporate reputation 
(see Figure 1.1). Coldwell et al (2007) further states that CSR is management’s acceptance of 
the obligation to consider profit, consumer satisfaction and societal wellbeing of equal value 
in evaluating companies’ performance, via designed programs and activities (Rundle-Thiele 
et al, 2008).  
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Figure 1.1 Corporate Social Responsibility 
Source: Rundle-Thiele et al (2008)  

 
 
As CSR help managers to systematically think through the major social issues that a company 
faces it does help the same managers to understand which CSR programs and policies 
effective when trying to correct harm that a company has brought on stakeholder or prevent 
any future harm which the company might cause. CSR is more of a vision that business 
leaders have besides making a profit and this is where corporate social performance could 
be used (Rundle-Thiele et al, 2008¸Andriof & McIntosh, 2001).  
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It was in the 1990s that the use of CSR began to move from just being a part of companies’ 
environmental and socially responsible investment movements to being in the centre of 
public and media attention and therefore, on to the agendas of most companies (Freeman, 
2006) and it will remain there in the future (Freeman, 2006), and this benefits companies in 
many ways since CSR is a genuine point of differentiation for companies as they nowadays 
all engage in so many different CSR activities (Bhattacharya et al, 2008). 
 
Furthermore, stakeholder are becoming more and more discriminating against companies 
that does not meet the stakeholders beliefs of what is acceptable in business (Svensson & 
Wood, 2003). Managers have been able to turn this around to their advantage as engaging 
in CSR activities can if done correct, not only allow those companies to show society that 
they have a high moral or ethical conduct but also increase companies’ customer and 
employee loyalty, building markets for innovative products and services, attracting socially 
responsible investors, and creating competitive advantage. (Freeman, 2006; Schmidt 
Albinger & Freeman, 2000) 
 
In the view of the above differentiation between CSR and CSP it should be pointed out that 
the focus of the present study is, by definition, on CSR, and CSP is discussed as a part of the 
concept CSR.  
 

1.1.2 CSR as a Competitive Advantage 

Every major MNC have realized that they face all the issues, and trends, of CSR, even if they 
are publicly supportive or privately sceptical of it. Furthermore, these companies understand 
that those issues can either be a tangible risk or opportunity for their image and reputation. 
(Freeman, 2006) 
 
Company reputation effects can be divided into different categories of attributes including 
economic performance, communication with societal stakeholders, environmental 
sustainability, caring about employees, and ethics of products and services (Montgomery & 
Ramus, 2003).  
 
Most managers and communicating professionals realize the potential impact that CSR can 
have on companies, good or bad (Freeman, 2006). According to Brown et al (2006) the 
literatures concerning company reputation that exist today regards how people “view, 
manage, and respond” to a company.  And according to Capriotti & Moreno (2007) 
companies’ reputation, in the view of the majority of citizens, are affected by its social and 
environmental responsibilities.  
 
CSR is an effective tool that can influence how stakeholders perceive the company (Capriotti 
& Moreno, 2007). But some researchers claim that CSR is still considered by companies to be 
only a business case resting on large-scale and long-term competitive advantage (Freeman, 
2006; Bird et al, 2007) and this is because one of reason for this is because the costs tend to 
small and the potential benefits can be very large (Ibid). Fox (2007) sums it up by stating that 
it is when doing well socially overlaps with business opportunities, which some companies 
refer to as the “sweet spot”. 
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Weber (2008) states that is does not exist any systematic approach that investigates the link 
between social responsible investments and its social and business outcomes. Furthermore, 
recent research indicates that CSR may be considered as a competitive advantage for many 
companies. There are many benefits that come from CSR; such benefits as superior financial 
performance, enhanced reputation, more motivated work forces, and the ability to attract 
desired employees. (Schmidt Albinger & Freeman, 2000)   
 
Since CSR has a positive effect to companies’ market values (Rundle-Thiele et al, 2008), and 
as companies are part of a competitive market for reputation (Schmidt Albinger & Freeman, 
2000), CSR can help companies be more attractive for job applicants. It is clear that having a 
quality workforce is an important source competitive advantage, and organizational and 
financial achievements for a company (Montgomery & Ramus, 2007). More and more of 
companies’ success derive from their ability to attract, motivate and retain a talented 
workforce (Bhattacharya et al., 2008).  
 

1.2 Problem Discussion  

Many companies have for long understood that having a quality workforce leads to a 
competitive advantage and other forms of success, and can be a factor that differentiates a 
company form its competitors. But companies are only now starting to realize the 
importance of attracting, and retaining, those highly skilled and quality employees. 
(Greening & Turban, 2000; Bhattacharya et al, 2008) 
 
There is relationship between organizational values and applicant choice (Montgomery & 
Ramus, 2003; Schmidt Albinger & Freeman, 2000) as the best employees want to work for 
companies that are socially responsible (Bhattacharya et al, 2008). It has been suggested by 
researchers that different kinds of people are attracted to different kinds of companies. 
Hence, this is why many researchers consider any information about companies CSR 
activities such as reports, web site information, and recruitment material, to be mainly a 
public relations instrument (Smith et al, 2004; Capriotti & Moreno, 2007).  
 
Companies can use this to their advantage by signalling prospective job applicants about 
what it would be like to work for them (Greening and Turban, 2000). More and more 
evidence is presented that supports the idea that a company’s social responsibility activities 
are a legitimate, compelling and increasingly important way to attract quality employees 
(Bhattacharya et al., 2008). In a study by Montgomery and Ramus (2003), ninety percent of 
the participants claim that they were willing to relinquish some financial benefits in order to 
work for a company which has a good reputation for corporate social responsibility and 
ethics.  
 
The image or reputation of a firm is seen as different for different stakeholders. Job seekers’, 
as one of the stakeholders, interprets signals from one company and then compares them to 
those of other competing companies. If companies effectively communicate corporate 
responsibility to its stakeholders, it offers the stakeholders a good image of companies’ 
social commitment and performance (Schmidt Albinger & Freeman, 2000; Freeman, 2006).  
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Research has shown that CSR is more important for job seekers that have a high level of job 
choice than for those who have a low level of job choice. In companies’ recruitment material 
there is most often statement that explains what policies they use with regard to their 
affirmative action and/or managing-diversity (Smith et al, 2004; Schmidt Albinger & 
Freeman, 2000). 
 
Smith et al (2004) state that there very little information for companies that could guide 
them in the difficult challenge that is to identify which programs, policies, and values that 
communicate a positive message to diverse applicants pools and that there has been very 
little research made regarding this matter.  
 
More and more companies include information about their CSR activities as a recruitment 
tool (Ibid), for example in their recruitment brochures. That information can, when reaching 
job seekers, possibly afford a competitive advantage in recruiting (Schmidt Albinger & 
Freeman, 2000). The most accessible way for companies to inform job applicants about their 
CSR activities is via the internet (Capriotti & Moreno, 2007).  
 
Even if various researchers have started to show an increasing interest in CSR as a predictor 
of applicant attraction to organizations, and the fact that the link between CSR reputation 
and employer attractiveness is important for a company that are trying to recruit applicants, 
and even if it has been proven that CSR is an important factor in employee attraction, there 
have been few studies made on actually how important CSR is as an organizational attractor 
(Schmidt Albinger & Freeman, 2000; Zhang & Gowan, 2008) 
 
According to Capriotti and Moreno (2007) corporations’ communication regarding their CSR 
activities is something that is neglected in the research on CSR, and this is mentioned as 
being the missing link in the practice of CSR. CSR should play a central part in tailoring job-
products so that they meet the diverse needs of employees, but few managers do not 
understand how to identify and understand those needs (Bhattacharya et al, 2008).  
 
Information about companies’ formal programs for managing diversity is a signal that is 
highly visible to applicants. Companies must understand that there are different types of 
signals, those that may attract, and those which might repel desirable candidates when 
developing recruitment material. (Smith et al, 2004)  
 
In view of the above there seems to be a need to shed further light on the role played by CSR 
in connection with present and future human resources of a company. This is further 
strengthened by the fact that limited research is available on Swedish companies’ 
perspective on the issue. 
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1.3 Overall Purpose and Research Questions 

Based on the Problem Discussion, the purpose of this study is to gain a deeper 
understanding of Swedish companies’ success in gaining competitive advantage for 
attracting talented work force through corporate social responsibility: 
 

RQ 1: How can the impact of CSR on company’s competitive advantage be     
described? 

 
RQ 2: How can the ways in which companies use CSR to attract quality work force 

be described?   
 

1.4 Thesis Outline 

Figure 1.3 shows how this thesis is outlined. The first chapter is an introduction and 
presentation of the research area. In the second chapter, the relevant literature for the 
research area is presented; a conceptual frame of reference is presented. In chapter three 
the research method and how the data is collected is presented. Chapter four contains the 
data that was collected. That data will then be analyzed in chapter five. In the sixth and final 
chapter, the research questions that were stated in chapter one will be answered, the 
findings of the study will be discussed, and conclusions are drawn. 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 1.3 Thesis outline 
 

 

1. Introduction 

2. Literature Review 

3. Conceptual Framework 

4. Methodology 

5. Empirical Data 

6. Data Analysis 

7. Findings and Conclusions 
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2. LITERATURE REVIEW 

In this chapter, relevant literature regarding the topic of CSR especially the two research 
questions will be presented. The last sections of this chapter will present a conceptual 
framework which is constructed in order to guide the data collection and data analysis. 
 

2.1 CSR and Its Importance in Today’s Company Success 

2.1.1 Elkington’s Triple Bottom Line 

It was in the year 1994 when John Elkington defined this term, the triple bottom line, as the 
agenda for companies to focus not only on economic values but also on environmental and 
social values. The three bottom lines are known as the economic, environmental, and social 
bottom lines. But the lines are sometimes referred to as the 3Ps; Profit, Planet, and People. 
(Elkington, 2001) The basic idea behind this approach is that sustainable companies must be 
financially secure, must minimise or ideally eliminate its negative environmental impacts, 
and must act in conformity with the expectations which society places on companies 
(Juholin, 2007). 

The first bottom line, the economic bottom line, is the regular accounting of financial 
performance, which is performed through mandatory accounting, due to laws, annual 
meetings with stakeholders, and reports. The second bottom line, the environmental 
bottom line is concerning environmental accounting, where the goal is to identify those 
costs and benefits in the accounting system that is related to the environment. The third and 
final bottom line, the social bottom line focuses on the impact which companies have on 
people. (Elkington, 2001)  

When talking about the triple bottom and its connection to CSR, Elkington (2004) states that 
it is a term which often is used to describe companies’ success in those three areas. 
Elkington (2001) further suggests that the triple bottom line could function as a framework 
for companies regarding how to measure and report their progress in the three areas, the 
3Ps. But companies who use the triple bottom line as a way to report their CSR activities to 
stakeholder must understand how to account for environment-related information (Colman, 
2005) and it is difficult to the success in the social bottom line since it is not subjective 
(Elkington, 2001).  

John Elkington’s approach, the triple bottom line involved in CSR, is a broad term (Elkington, 
2001) but other researchers have gone a bit deeper into the subject, of what areas 
companies are responsible for (Andriof & McIntosh, 2001) 
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2.1.2 Archie B. Carroll’s Pyramid

The most famous and most used theory about CSR is the one developed by Archie B. Carroll 
in 1979 (later revised by him 
pyramid in all cultural settings as 
responsibility, that before anything else, companies are the basic economic u
Companies have the responsibility to produce goods and services that society wants and to 
sell them at a profit. (Carroll, 1999; 
2008) 
 
 

           
 

 
Figure 2.1  The pyramid of corporate 
Source: Sachs et al
 

What Carroll did was that he illustrated the complexity and the categories of a broadly 
interpreted corporate responsibility in a pyramid that also shows how companies’ 
responsibility increases over time (Sachs 
economic responsibilities, basically means that the company s
concept that puts a lot of importance on this layer is the
that companies should provide employment, pay taxes, and most importantly
value to their shareholders, within th
(Moir, 2001) 

The next layer of the pyramid, legal responsibilities, is character
companies grow and increases its market 
Society does not only expect companies to make a profit, society also expects companies
obey the law. Some of the regulations that companies must take into consideration are to 
some extent drawn from the next l
originates from ethical norms which is the basis of the third layer of the pyramid. 
2001; Carroll, 1999) 

The third layer, ethical responsibilities, consists of those norms that regarded as important 
by social groups, but has not yet become laws
are beyond what is required of the company, acco
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some extent drawn from the next layer of the pyramid, thus some of the regulations 
originates from ethical norms which is the basis of the third layer of the pyramid. 
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has not yet become laws. These extend to behaviors and practices that 

are beyond what is required of the company, according to the law. The final Layer of the 
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pyramid, philanthropic responsibilities, suggests that companies now should strive towards 
becoming good corporate citizens, which means that the companies should want to, and act, 
in ways that goes beyond the requirements in lower three levels of the pyramid. Companies 
should now incorporate its commitments to societal wealth on a voluntary basis. It is not 
clear exactly what society expects of companies at this level. (Moir 2001; Carroll, 1999) 

In both of the two final layers of the pyramid, Carroll attempts to specify those kinds of 
responsibilities that go beyond the obedience of the law (Moir, 2001; Carroll, 1999; 
Buhmann, 2006) and responsibilities towards shareholders (Moir, 2001). It is up to individual 
companies and managers to use their own judgment and decide what they should be 
responsible for (Carroll, 1999). 

Carroll (1999) state that these responsibilities should be conducted in a sequential order as 
they should be fulfilled at all times. As Carroll himself puts it; “the CSR firm should strive to 
make a profit, obey the law, be ethical, and be a good corporate citizen” (Carroll, 1999).   
 

2.1.3 CSR Aspects 

As there is no decided definition of CSR (Sahlin-Andersson, 2006; Weber 2008; Dahlsrud, 
2006), today’s CSR agenda seems to be what Castka et al (2004) states to be a loosely 
defined umbrella which includes so many different concepts (Capriotti & Moreno, 2007; 
Carroll, 1999). These concepts are traditionally framed as environmental concerns, public 
relations, corporate philanthropy, human resource management and community relations 
(Castka et al, 2004). Kok et al (2001) presented a framework were all those concepts are 
taken in considerations. This framework is presented in Exhibit 2.1, and can help companies 
reflect on their current CSR position and can stimulate movements in any desired CSR 
direction. The issues that are important when companies reflect over their CSR position are 
classified into fourteen aspects which is connected to either the external or internal 
environment, or both. 

 

1. Social responsible and 
new opportunities:                                                                                        

Contributing to solving or reducing social problems 

2. Community relations: Extent of openness and support to people around the organization and to 
(local or national) government, stakeholder groups, action groups, 
churches, educational institutes, health care institutes, and others.  

3. Consumer relations: Extent of openness towards consumers; recognition of rights: safety, 
information, free choice, and to be listened 

4. Supplier relations: Extent of openness towards suppliers; recognition of rights of suppliers: 
information, participation in design 

5. Natural environment (e.g. 
pollution and packaging) 
and future generations: 

Execution of legal requirements, research into current and future technical 
and environmental developments, environmental issues regarding 
packaging (recycling). Respect for biodiversity and needs of future 
generations.  

6. Shareholder relations: Extent of openness regarding social effects of the activities of the 
organization (especially with regard to investment decisions). 

 

7. Physical environment: Safety, health, ergonomic aspects, structure and culture. 
8. Working conditions: Demands in relation to recruitment, selection, promotion, part-time work, 

External Environment 

Internal Environment 
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Exhibit 2.1 Aspects of CSR 
Source:  Kok et al (2001) 

 
Kok et al (2001) states that there are several reasons for why companies should use this 
framework. For one, it can be used during the process of CSR planning, both strategically and 
operationally in order to investigate current internal and external practices. Second, using a 
framework like this helps companies identify the strategic and practical CSR strengths and 
weaknesses. Third, this framework can help to simplify any development of CSR 
improvement plans as it provides data for the measurements of companies’ CSR 
implementation. Finally, it can identify the ones who are able to contribute to CSR activities.  
 

2.1.4 CSR Policy Levels 

Kok et al (2001) continues by stating that, in connection to the fourteen aspects of CSR that 
is presented above, companies one of four different policy levels. Which policy level that a 
company is at, is connected with how far the company has come in its CSR work. Thus, 
improvements in the company’s CSR work can be achieved by moving forward towards the 
next policy level. The four different policy levels are:  
 

1. The ad hoc policy This is in reality no actual policy. Only when the cost of 
neglecting socially important issues becomes too high to for see, does these 
issues receive any attention. This also includes when companies is threatened 
with legal actions. (Ibid)   
 

2. Standard policy: Now, companies’ policy regarding social issues strictly follows 
the law. It is only when legal requirements exists, companies will integrate 
affected social issues into their business practices. (Ibid)  

 
3. Planned policy Companies at this level does not only follow the law, they also 

take other parties who are directly affected by their business performance into 
consideration. (Ibid) 

working on Sundays, medical aspects, and retirement aspects.  
9. Minorities/diversity: Extent to which attention is given to minorities, diversity, multiculturalism 
10. Organizational structure 

and management style: 
Empowerment, involvement 

11. Communication and 
transparency: 

Top down and bottom up communication, use of information technology, 
review of information flows, relevance, timeliness, detail, accuracy 

12. Industrial relations: Extent to which communication takes place about expectations, needs, 
values, and norms in society. 

13. Education and training: 
 

Needs of employees, current and future knowledge and skills, review of 
training budget, personal development, quality assurance of training 
process, evaluation of training results.  

 

14. Ethics awareness Attention within development and training and communication for ethical 
subjects and aspects in relation to work and the business; involvement of 
employees in developing codes of behavior, values, ethical codes, and the 
way employees are addressed to those aspects; stimulation of broad ethical 
discussion with all parties.   

Internally and Externally 
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4. Reviewed policy When companies reach this level, they believe that they have 

both legal and moral obligations to society. Ethical awareness is now the key 
word in those companies, and that is why all parties are involved in the 
companies’ decision making. (Ibid) 

2.1.5 Codes of Conduct 

Closely connected to companies’ policy level is their code on conduct. It is companies’ policy 
statements that defines the ethical standard which companies conduct their business.  This 
definition is defined by the International Labour Organization (ILO). (Leipziger, 2003) 
Leipziger (2003) further states that some of the characteristics of codes of conduct are that 
they are either internal or firm specific, and essential in international business since cultures 
around the world are different, and ethics derives from culture (Svensson & Wood, 2003). 
 
 
   
 

 
 
 
Figure 2.2 Business ethics – a function of culture 
Source: Svensson and Wood (2003) 

 
Many companies view the code of conduct differently. The institute of business ethics also 
refers the code of conduct as; code of ethics, ethical policy, statement of business practice, 
or set of business principles. (Leipziger, 2003) Svensson and Wood (2003) suggests business 
ethics should be not only a code of conduct, it should be more of a company philosophy 
where in ethics is put into practice.  
 
According to Löhman and Steinholtz (2003) factors such as what industry companies are in 
and which activities companies are involved in can influence the content of their codes of 
conduct. They further state that companies’ codes of conduct can include information on 
how those companies view things such as labour rights, human rights, bribery and 
corruption, environmental concerns and more. 
 
A good code of conduct can assist companies in many ways. It can serve to (Leipziger, 2003): 
 

s Raise awareness about corporate responsibility within companies, 
s Help companies to set strategies and objectives, 
s Assist companies with implementation and control of values, 
s Help companies avoid risk, 
s Foster dialogue and partnership between companies and key stakeholders, and 
s Enhance unity and identity among different companies 

Culture Business Ethics 
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2.1.6 CSR Stakeholders 

According to O’Riordan and Fairbass (2008) the term “stakeholder” is broad ranging in 
scope, and has been defined as meaning “all groups and individuals who can affect or are 
affected by the achievements of an organization’s mission”. Stakeholders are a key element 
in companies’ external environment, and they act either formally or informally, individually 
or collectively, and can so on positively or negatively affect companies (Ibid).  
 
It is therefore very important for companies that they identify to whom they are responsible 
and how far that responsibility extends (Ibid), and after that prioritize between the different 
stakeholder groups since different companies are vulnerable to different things (Löhman & 
Steinholtz. 2003). After this companies should assess stakeholder expectations through 
dialogue and encompass these expectations into its CSR plan (Castka et al, 2004).  
 
Investments in CSR activities should be handled differently than other more regular 
investments since according to stakeholder theory the focus should lie on trying to find the 
perfect balance between maximizing profit on one side and satisfying stakeholder demands 
on the other side (Ibid) (see Figure 2.2).    
 
 
 
  
 
 
 
 
 
 

Figure 2.3 Key CSR equilibrium  
Source: Castka et al (2004)  

 

2.1.7 Areas of CSR that companies are responsible for 

As stated earlier, in chapter one, CSR is more of a vision that managers have for their 
companies’ besides earning a profit than an actual developed sub theory of business ethics. 
It has an impact on everything that companies do, and will affect everything about a 
company, both internally and externally. The areas of CSR which companies are responsible 
for can be divided into four separate areas and it is within these four areas that companies 
work with CSR, and focuses on developing special CSR programs: (Andriof & McIntosh, 2001)  

s The environment, 
s The community, 
s The marketplace, and 
s The workplace. 

By engaging in CSR, companies will no longer desire to just make a profit. Instead companies 
will want to make a profit, so that they can use parts of it to give back to their employees, 

Profit from 
CSR 

Demand for 
CSR 
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the environment, and communities. Companies do this for a reason, and that is because the 
managers of those companies believe this will make them successful in the long run, through 
a high degree of loyalty from customer, employees and other companies that comes from 
who has environmental issues in mind, through the fact that money that they have given 
back to society can have help to lower crime rate and improve infrastructure. (Ibid) 
 

2.1.8 CSR Activities  

There are a lot of different CSR initiatives that companies can make, and they all get involve 
in or more of those activities at the same time. The activities can be divided into six different 
categories (Sen & Bhattacharya, 2001): 
 

s Community support: Companies can support different activities in their 
community, such as arts, health, education, and housing for the poor.  

 
s Diversity: Companies works for and supports a diversity of sex, race, family, 

sexuality, and disability. 
 

s Employee support: Companies support issues concerning safety, job security, 
profit sharing, union relations, and employee involvement. 

 
s The environment: Companies makes sure to use environmental friendly 

products. They have developed waste management, use pollution control, and 
have a recycling system. They also avoid testing methods that involves animals. 

 
s Non-domestic operations: If companies have operation abroad, they will ensure 

that their operations are not placed in countries where human right violations 
and labour practises such as sweat shops are used. 

 
s Product: Companies only produces products that are safe and develops new 

innovations. 
 
Companies CSR activities shows what values they have and this indicates that it is through 
that lens managers should view talent management (Bhattacharya et al, 2008). These CSR 
activities also makes companies look more “human” in ways that that other aspects cannot 
(Bhattacharya et al, 2008), as they in the eyes of people becomes a contributor to society 
rather than just a business with their eyes on profit (Bhattacharya et al, 2008).  
 
Also, according to Bird et al (2007) there are various ways in which spending money on CSR 
activities can transform into an increase in value for a company.   
 
 

2.1.9 CSR Initiatives 

In the area of CSR there are six major initiatives, which the most of companies CSR activities 
are included. All of these initiatives have all potential benefits and concerns. In Exhibit 2.2 
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these six major initiatives are presented together with their respective benefits and 
concerns. The initiatives are cause promotion, cause-related marketing, corporate social 
marketing, corporate philanthropy, community volunteering, and socially responsible 
business practices. 
 
 
 
 

Cause promotions: 
Supporting social 
causes through 
promotional 
sponsorships 

• Builds corporate reputation 
• Attracts and retains a motivated workforce 
• Supports marketing objective 
• Builds strong community relationships 

• Visibility for corporate efforts can easily be lost 
• Coordination with cause partners can be time 

consuming 
• Staff time and involvement can be significant 
• Promotional expenses can be significant 
• Consumers may be sceptical of corporate 

motivations and commitment 
 
Cause-related 
marketing:  
Making a contribution 
or donating a 
percentage of 
revenues to a specific 
cause based on 
product sales or usage 

 
• Support marketing objectives 
• Builds strong community relationships 

 
• Coordination with cause partners can be time 

consuming 
• Staff time and involvement can be significant 
• Promotional expenses can be significant 
• Consumers may be sceptical of corporate 

motivations and commitment 

 
Corporate social 
marketing:  
Supporting behavior 
change campaigns 

 
• Builds corporate reputation 
• Contributes to general business goals 
• Attracts and retains a motivated workforce 
• Supports marketing objectives 
• Builds strong community relationships 

 
• Coordination with cause partners can be time 

consuming 
• Staff time and involvement can be significant 
• Promotional expenses can be significant 

 

Corporate 
philanthropy:  
Making direct 
contributions to a 
charity or cause 

• Builds corporate reputation 
• Builds strong community relationships 
• Attracts and retains a motivated workforce 

 

• Visibility for corporate efforts can be easily lost 
• Tracking resource expenditures and value can 

be difficult and expensive 
 

 
Community 
volunteering: 
Providing volunteer 
services in the 
community 

 
• Builds corporate reputation 
• Builds strong community relationships 
• Attracts and retains a motivated workforce 

 

 
• Visibility for corporate efforts can be easily lost 
• Staff time and involvement can be significant 
• Tracking resource expenditures and value can 

be difficult and expensive 

 
Socially responsible 
business practices: 
Adopting and 
conducting 
discretionary business 
practices and 
investments that 
support social causes 

 
• Builds corporate reputation 
• Contributes to business goals 
• Builds strong community relationships 
• Reduces operating costs 
• Reduces regulatory oversight 
• Attracts and retains a motivated workforce 

 

 
• Visibility for corporate efforts can be easily lost 
• Efforts may require external expertise 
• Consumers may be sceptical of corporate 

motivations and commitment 
 

 

Exhibit 2.2 CSR initiatives and their potential benefits and concerns  
Source: Adapted from Kotler and Lee (2005)  
 

CSR Initiatives  Potential Benefits  Potential Concerns 
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2.2 CSR and Creating Competitive Advantage

Schmidt Albinger and Freeman (2000) states that there has been several studies that have 
shown that there is a positive relationship between CSR and certain measures of financial 
success.   
 
Weber (2008) has drawn from existing research on business benefits from CSR and states 
that one can identify five main areas of benefits deriving from CSR activities. 
 
 

 
 

Figure 2.4  Business Benefits from CSR
Source: Adapted from 

 

2.2.1 Positive impact on company image and reputation 

A company’s image is what any person thinks about that company, which is influenced by 
communication messages and a company’s reputation, which is the “mental picture” of a 
company which people have when they think about a company. (Weber, 2008), and
multidimensional construct, which means that there is not one singe factors that solely 
influences a person’s perception companies’ reputation (Montgomery & Ramus, 2003).
 
Company reputation develops from personal experiences and characteristics, and includes 
the value judgments which stakeholders have regarding companies (Weber, 2008; De Bussy 
& Archer, 2007). Image is different from reputation since it can change very quickly, 
reputation is develop over a longer period of time, through consistent performance and 
communicating these performances
 
 
 

Revenue 
increases from 

higher sales 
and market 

share
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Figure 2.5  Factors contributing to company reputation 
Source: Author’s construction, adapted from Montgomery and Ramus (2003) 

 
It is a well known fact that that the concepts reputation is a vague issue to tackle. But, if 
companies would focus on their relationships with their stakeholders they could get closer 
to be able to influence perceptions and measure how the relationships contribute to 
company success. (De Bussy & Archer, 2007)  
 
 
 
 
 
 
 
  
  

 
Figure 2.6 Two key company viewpoints 
Source: Adapted from Brown et al (2006) 

 
According to Brown et al (2006) that one the most important decisions that companies has 
to make, is how to position themselves in the minds of key stakeholders. The companies 
send out signals about their intended image and identity to the key stakeholders. What is 
shown in Figure 2.6 is the link between companies intended image and how that affects 
what the stakeholders thinks about the companies. (Ibid) 
 
Both companies’ image and reputation can influence its competitiveness, and research has 
shown that CSR could influence reputation. As the reputation of a company is directly linked 
to those CSR activities that companies performs. Companies with good social welfare 
activities are perceived as having a good reputation. (Weber, 2008; Schmidt Albinger & 
Freeman, 2000) 
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2.2.2 Cost savings 

According to Weber (2008) researchers have suggested that companies are able to achieve 
efficiency gains by substituting materials during the implementation of a social responsible 
strategy, by improving contacts with certain stakeholders such as regulators that could result 
in time savings or increased access to capital which derives from higher sensitivity of 
investors of social responsibility (Ibid).      
 

2.2.3 CSR-related risk reduction or management 

Companies can also use CSR as a mean to either reduce or manage CSR-related risks. 
Managing these risks with CSR can be about matters such as avoiding negative press or 
customer boycotts. (Ibid) 
 

2.2.4 Revenue increases from higher market sales and market share 

According to Weber (2008) many researchers have suggested that CSR can lead to revenue 
increases. Further this can be achieved either indirectly via an improved brand image or 
directly e.g. via CSR-driven market or product development (Ibid).  
 

2.2.5 Positive impact on employee motivation, retention and recruitment  

The last of business benefits of a companies’ which comes with good CSR activities, is an 
increased ability to motivate, maintain (called retention), and recruit employees (Coldwell et 
al, 2007).  
 
CSR can directly affect employee motivation, as they might be motivated by the fact that 
they work in a better working environment or the fact that they might are participating in 
CSR activities such as volunteering program initiated by the company (Weber, 2008) as 
motivation often is based on values rather than money (Coldwell et al, 2007). But the basic 
needs of employees of course still exists where they want to be paid good, and good 
possibilities for the future, and there is a continuing increase of people who have the need 
to feel proud of the companies they work for (Ibid).    
 
Employee retention refers to those company practices which has the aim at maintaining the 
employment of those employees whom companies thinks of as valuable for them. If 
employees are valuable for companies, depends to some extent on the compatibility 
between the employees’ interests and personality and company goals. (Weber, 2008)    
 
Further, companies CSR activities can also have either a direct or indirect affect on the 
companies’ attractiveness as a potential employer (Ibid). This is especially beneficial during 
the recruitment process where companies attract people who might be a contribution to the 
companies (Coldwell et al, 2007). 
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According to Greening and Turban (2000) the importance of human resources as a way to 
create competitive advantage for companies aligns with a resource-based theory of the 
companies. 
 
Resource-based theory suggests that every company is a collection of unique resources and 
capabilities. These serve as the foundation for companies’ strategy and are the main source 
of its profitability. The theory assumes that companies’ over time acquire new, and develops 
different and unique resources and capabilities. (Brammer et al, 2007; Greening & Turban, 
2000) 
 
Many companies have realized that it is important for them to attract highly skilled, quality 
employees, since they are a vital part of creating competitive advantage. Therefore, 
companies should understand the importance of CSP as an employee attractor. (Greening & 
Turban, 2000) 

 

2.3 CSP and Attracting Human resources 

It is a widely accepted fact that there is a positive link between CSP and companies’ 
competitive advantage, which comes from having a good reputation (Schmidt Albinger & 
Freeman, 2000). But beyond this, Daniel Turban and Daniel Greening performed a study in 
1997 which showed that there is also a positive link between CSP and a competitive 
advantage in attracting a quality work force (Greening & Turban, 2000), a find that has been 
confirmed by other researchers (Schmidt Albinger & Freeman, 2000; Smith et al, 2004) 
 
According to several researchers (Schmidt Albinger & Freeman, 2000; Greening & Turban, 
2000) the idea that CSP has a positive effect on companies’ employer attractiveness is drawn 
on signaling theory and social identity theory (Schmidt Albinger & Freeman, 2000). 
Montgomery & Ramus (2007) further suggests that the person-organization fit theory also 
can help explain this concept.  
 

2.3.1 Schmidt Albinger & Freemans’ Signaling Theory 

The signaling theory suggests that companies’ socially responsibility policies can act as signal 
about working conditions as well as stand for company values and company norms (Schmidt 
Albinger & Freeman, 2000). 
 
Signaling theory suggest that because it most likely the case that possible applicants does 
not possess complete information about companies, they interpret the information that 
they do have as “signals” of what working conditions at those companies are like, and how it 
would be like to be a part of those companies. Companies’ formal policies and programs in 
the direction of stakeholders and developing social and political issues can attract possible 
applicants as those things can act as signals of companies’ goals and commitments.  
(Greening & Turban, 2000) 
 
The signals that companies send out might not always influence the decisions of all types of 
job seekers. This is because the information that companies signal is not always targeted to, 
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available to, or understood by some types of job seekers. The reason for this assumption, is 
that signaling theory states that the work values and norms which should match those 
values signaled by the employing companies, is developed through various educational and 
life circumstances that will most likely differ from job seeking population to job seeking 
population. But according to signaling theory, it is the job seekers with many job choices 
who are the most sought after, and therefore the most desirable employees in many 
circumstances. (Schmidt Albinger & Freeman, 2000)   
 
Potential applicants consider companies’ CSP as a signal about what those companies’ values 
and norms are, which influences applicants’ perception of working conditions in companies, 
which in turn affect companies’ attractiveness as employers (Greening & Turban, 2000).   
 

2.3.2 Attraction and Social Identity Theory 

The actual concept of social identity was a product of studies that tried to explain the 
differences individuals’ behaviors as a person, and as a part of a group. The social identity 
theory tries to explain group membership and behavior developed with the purpose of 
understanding how individuals make sense of themselves and other people on the social 
environment. (Korte, 2007)  
 
According to the theory individuals classify themselves into different social categories 
(Schmidt Albinger & Freeman, 2000; Korte, 2007) according to such things as age, gender, 
socioeconomic status, interests, and skills (Brunetto & Farr-Wharton, 2002) which then 
influence their self-concepts (Schmidt Albinger & Freeman, 2000). One of these social 
categories is the companies which individuals work for (Greening & Turban, 2000).  
 
Individuals can be members of many groups at the same time, and this is why the social 
identity theory suggests that employees identify themselves not only with being a part of 
companies, they may choose to belong to certain groups within the companies. Belonging to 
groups helps individuals to define themselves within the social context. (Brunetto & Farr-
Wharton, 2002) 
 
It is from the company or the groups that employees belong to wherefrom either positive or 
negative self-esteem is derived. According to the social identity theory it is when employees 
feel that they can identify themselves with companies, when the individual values and 
beliefs are intertwined with those of the companies, that they will have a have a high 
company-based self esteem. (Ibid)  
 
As the companies which individuals works for is the basis of such categorization (Schmidt 
Albinger & Freeman, 2000), social identity theory suggests that employees’ self-image, self-
concept, is influenced by the image and reputation of their employer (Greening & Turban, 
2000), and as companies actions regarding developing social and political issues and their 
associated stakeholder is a part of companies image and reputation (Ibid).  
 
Researchers have come to the conclusion that CSP can contribute positively to the attraction 
employees since this helps them to identify themselves with positive company values 
(Brammer et al, 2007), as well as increase the prospective employees’ self-concept (Schmidt 
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Albinger & Freeman, 2000; Greening & Turban, 2000). It is important for companies to know 
about, and understand the social identity theory because provides them with insights about 
their employees’ individual behaviors in groups and the group dynamics that affect 
individual learning and performance. (Brammer et al, 2007)  
 

2.3.3 Attraction and Person-Organization fit 

Person-organization fit (P-O fit) is one part, building block, of the person-environment 
construct. Person-environment fit is “a comprehensive notion that necessarily includes one’s 
compatibility with multiple systems in the work environment” (Morley, 2007). The person-
environment fit construct is based on several building blocks which exist parallel to each 
other. These “blocks” are:  
 

s Person-Job fit (P-J fit), 
s Person-Vocation fit (P-V fit), 
s Person-Person fit (P-P fit), 
s Person-Group fit (P-G fit), and 
s Person-Organization fit (P-O fit) 

The author of this study’s interest lies with the latter construct, person-organization fit (P-O 
fit), since this a study which concern companies (Amos & Weathington, 2008).    
 
Old selection processes mainly focused on work oriented analyses and the determination of 
sets of knowledge, skills and abilities (KSAs) that was required for the job. Recent studies on 
P-O fit has tried to look beyond the actual job, which has lead to a shift from the old 
methods to employing for company compatibility as apparent through a fit between an 
individual’s personality, beliefs and values and companies’ promoted culture, norms and 
values. (Morley, 2007) 
 
According to De Clercq et al (2008) it is not easy to define P-O fit since it today exist a large 
amount of conceptualizations and operationalizations in the area (Ibid). But for many 
researchers, P-O fit is defined as the compatibility between people and organizations that 
occurs when at least one entity provides what the other needs or they share similar 
fundamental characteristics or both (Morley, 2007; Amos & Weathington, 2008; De Clercq et 
al, 2008; Ambrose et al, 2007). This is a theory that suggests that if people fit well with a 
company, it is likely that they will have better behavior and display more positive attitudes 
(Amos & Weathington, 2008).  
 
The idea that the values of an individual should match those of a company and those of 
people in the company, so called value congruence, defines the operationalization of P-O fit. 
This, value congruence, is achieved when companies’ makes a good fit when making 
employment decision. The reason for why value congruence is so important is because the 
achieved level of value congruence is positively related to employee satisfaction and 
commitment. (Morley, 2007; Amos & Weathington, 2008; Ambrose et al, 2007; Coldwell et 
al, 2007)  
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P-O fit is related to job attitudes such as turnover intentions, organizational commitment, 
job performance, organizational citizenship behavior, and actual turnover (De Clercq et al, 
2008). Ambrose et al (2007) agrees with this and further states that the a good fit between 
personal company ethics will lead to higher levels of commitment and job satisfaction and 
lower levels of turnover intent. If employees have compatible ethical values with a company, 
the P-O fit theory further suggests that those employees will have higher retention 
propensities than those employees who experience a mismatch between themselves and 
the company (Coldwell et al, 2007).   
 
Within the P-O theory, there is a model named the attraction-selection-attrition (ASA) model 
which suggests that an individual base their opinion regarding the P-O fit to a specific 
company on work values. And that that individual is attracted, and will seek employment, 
those companies who seem to have similar characteristics as him/her. Companies do the 
same, as they select applicants who seem to be similar to it. (Morley, 2007)  
 
As different types of individuals are attracted to different types of companies, the P-O fit 
theory emphasizes the importance of companies creating an identity by institutionalizing 
those consistent values that imbues the companies’ culture, as well as the importance of fit 
between employees and work processes. As it can be hard for employees to understand and 
agree to the underlying values that are presented in the codes and policies which are 
included in company culture (Morley, 2007; Ambrose et al, 2007). 
  
It is during the process of recruiting and selecting among applicants, where those applicants 
explores and develops awareness of fit with the company in terms of conformation between 
their individual value set and that of the companies. If there are applicants who discover that 
there is a misfit between their own value set and that of the hiring company, they will most 
likely take themselves out of the recruitment process. Serious job applicants are very likely 
to show much consideration about choosing the most appropriate company to work for as 
much as the most appropriate job for them to perform. (Morley, 2007)  
 
The labor market is getting tighter and tighter and today there is “a war for talent” 
(Bhattacharya et al, 2008), achieving as high P-O fit as possible is very important for 
companies, as it supports its cultures and other positive organizational outcomes (Morley, 
2007; Ambrose et al, 2007). If companies try to align strategic human resource management 
and overall P-O fit, they should be aware of the fact of the sub-cultures that exists within a 
company. It will be very difficult to achieve a high P-O fit if different units in a company have 
different cultures. Therefore, human resource managers will have an important role where 
they should introduce a consistent recruitment and selection processes system across and 
organization; if a company wants compete through culture-based competencies. (Morley, 
2007)  
 
According to the P-O fit theory, companies’ recruitment and selection procedures should 
attempt to identify the potential match between potential employees and themselves. 
Companies should also, after the procedures are done with and people have been employed 
use training sessions which should focus on improving the organization-employee fit. (Ibid) 
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Coldwell et al (2007) states that there an abundance of researchers who have all come to 
the conclusion a possible good fit between individuals and companies has a significant and 
bearing on employee acquisition. And those studies indicated the attractiveness of 
companies is highly influenced by how people perceive. (Ibid) For one Coldwell et al (2007) 
mentions one specific study, by Daniel Turban (2001) where it was shown that that 
applicants’ recognition with a company that is recruiting is positively connected with the 
applicant’s attractiveness to the hiring company.   
 

2.3.4 CSR and Attraction 

The basic idea about CSP as employee attractor is that when companies take different 
actions regarding their CSR activities, it will result in a significant variability in companies’ 
social programs and policies, which in turn affect companies’ reputation and attractiveness 
as an employer (Turban & Greening, 1997).   
 
Findings have suggested that companies CSP may provide a competitive advantage in 
attracting applicants. That is companies who high CSP have many advantages towards 
companies with lower CSP in regards of employee attractiveness and that high CSP will have 
a positive effect on companies in three areas of recruitment (Ibid): 
 

s Potential job applicant’s pursuit 
s Probability to interview 
s Probability to accept a job offer 

CSP is a multidimensional construct. Many researchers use the Kinder, Lydenberg, and 
Dominis’ (KLD) 11 categories of CSP to try to understand what different stakeholder see as 
important. KLD measures social performance of major corporations. These eleven categories 
are community, diversity, employees, product, (ecological) environment, non-U.S. 
operations, nuclear power, and involvement in alcohol, gambling, tobacco, and military 
contracting, as well as an “other” category. (Backhaus et al, 2002; Greening & Turban, 2000; 
Turban & Greening, 1997) 
 
Of these 11 dimensions, there are five dimensions that are used in management research on 
CSP, a suggestion that is supported by both signaling theory and social identity theory, and 
these dimensions are (Backhaus et al, 2002): 
 

s Employee relations, 
s Diversity, 
s Environment, 
s Community relations, and 
s Product issues 

Employee relations and management of diversity has a daily effect on employees since 
issues such as the workplace has a direct personal impact on employees (Backhaus et al, 
2002; Smith Albinger & Freeman, 2000). These two dimensions can signal prospective 
employees’ information about the life inside the company, more than the other dimensions 
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(Backhaus et al, 2002; Turban & Greening, 1997). Companies’ treatment of the environment, 
the community, and products issues is important since employees obtain some sense of self-
identity and self-esteem from their association with their employer (Backhaus et al, 2002).  
 
The social responsible behavior of companies that is visible to the public affect self-identity 
of employees and this is why Backhaus et al (2002) suggests that job applicants would prefer 
to work for companies that contribute positively to the environment and the community and 
produce quality goods. 
 
Although there is evidence that these five dimensions are most important regarding 
stakeholder impressions of companies. Some of these five are more important than others 
(Ibid). Smith et al (2004) suggests that the environment, community relations, and diversity 
dimensions has the largest effect on attractiveness of potential employees. The other two 
dimensions, employee relations and product issues, are not seen as equally important (Ibid). 
 
It is important for companies to signal specific information about the five dimensions that is 
personally relevant to the job seekers which Backhaus et al (2002) gives an example by 
suggesting that companies’ reward structure can signal prospective applicants about the 
career growth opportunities in those companies.   
 
Smith et al (2004) provided another example of how CSP is important in attracting 
employees. That companies with positive affirmative action programs (diversity) and 
companies who have taken an environmental stance (environment) are more attractive as 
employers than those companies who have not taken an environmental stance regarding 
attracting high-quality applicants, and another suggestion is that women and minorities 
(compared with Whites and males) thought that diversity was the most important dimension 
of CSP. (Backhaus et al, 2002; Smith et al, 2004)   
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3. CONCEPTUAL FRAMEWORK 

In the previous section relevant literature for this study within CSR and in connection which 
the purpose and research questions of this study were presented. In this section the 
conceptualization of the research questions based on the literature review will be discussed. 
This conceptualization will work as a frame of reference which will be used as a guide line for 
how the data collection will be carried out. 
 
In this conceptual framework the topics and issues to be studied has been lifted out and are 
presented. Miles and Huberman (1994) state, “a conceptual framework explains, either 
graphically or in a narrative form, the main things to be studied”. The emerged frame of 
reference further graphically illustrates how the research questions are connected to one 
another and this is presented at the end of this section. The elements which make up the 
conceptual framework are shown on Figure 3.1.  
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
Figure 3.1  Elements of the conceptual framework of this thesis 
Source: Author’s construction 

 

3.1 Conceptualization of RQ 1: CSR competitive advantages 

The first step of this study is connected to the business benefits that companies can enjoy 
when having a socially responsible behavior. In this area of research there is a great deal of 
literature, and the theories and models provided by researchers often overlap each other or 
focus on a very limited area within this field. The author of this thesis decided to single out 
literature that together contributes to an extensive scope in order to minimize the risk if 
neglecting important issues connected to CSR benefits. 
 
Two theories will be used for the first research question, one by Weber (2008) and one by 
Coldwell et al (2007). But almost exclusively, the author will use the theory by Weber (2008) 
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for the first research question. This is because Weber (2008) In her article The business case 
for corporate social responsibility: A company-level measurement approach for CSR where a 
extensive compilation off existing research on the business benefits off CSR was exemplary 
overviewed and then Weber identified the five main areas of business benefits from existing 
research. 
 
This is why the author believes that Weber (2008) is the most relevant theory to use for this 
research question. For the last business benefit, in addition theory by Coldwell et al (2007) 
will be used as it helps to show the link between the first and the second research question. 
Coldwell et al (2007) wrote an article named The Effects of Person–Organization Ethical Fit 
on Employee Attraction and Retention: Towards a Testable Explanatory Model in where an 
exploratory model is presented regarding how individual perceptions of corporate 
reputation (before joining) and corporate ethical values (after joining) generate specific 
individual organizational senses of fit. 
 
This is why the author of this study believes that these two articles are suitable for the first 
research questions. Hence, in order to collect data on the first research question, the 
following five main business benefits of CSR will be studied: 
 

Positive impact on company image and reputation 

A company’s image is what any person thinks about that company, and company reputation 
is developed from personal experiences and characteristics, and also includes the value 
judgments which stakeholders have regarding a company. 
 
The conceptualization of the business benefits is based on Weber (2008) suggestion that CSR 
can influence both companies’ image and reputation which influences a company’s 
competitiveness. This is since the reputation of a company is directly linked to any CSR 
activities that a company performs. Companies with good socially responsible ways of doing 
business are perceived as having a good reputation 
 

Cost savings 

Many researchers have suggested that companies can enjoy cost savings via CSR. To 
conceptualize this business benefits Weber’s (2008) suggestion that companies are able to 
achieve efficiency gains by for instance:  
 

s Substitute materials during the implementation of social responsible strategy 
s Improve contacts with certain stakeholders such as regulators 

This could result in time saving or increased access to capital which derives from higher 
sensitivity of investors of social responsibility. 
 

CSR-related risk reduction or management 

To conceptualize this business benefit, the author will again use Weber (2008) who suggests 
that CSR is a mean which can help companies reduce or manage CSR-related risks, such as 
avoiding negative press or costumer boycotts.  
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Revenue increases from higher sales and market share 

Also here, Weber (2008) will be used for the conceptualization for this business benefit. By 
engaging in CSR companies can enjoy revenue increases. And these increases can be 
achieved either indirectly via an improved brand image or directly e.g. via CSR-driven market 
or product development. 
 

Positive impact on employee motivation, retention, and recruitment 

The conceptualization of this the last business benefits is based on both Weber (2008) and 
Coldwell et al (2007), as they are focusing on different aspects of the benefits. The literature 
suggests that a company’s CSR behavior directly can affect employee motivation, retention, 
and recruitment.  
 
CSR can affect employee motivation via better working environment, or let employees take 
part in CSR activities such as volunteering programs. CSR is one of those company practices 
that can help companies maintain employment of valuable employees. Also, CSR activities 
can have either direct or indirect affect on a company’s attractiveness as employers. 
 

3.2 Conceptualization of RQ 2: Competitive advantage in attracting 
employees 

The literature conceptualized to best answer if CSP can give companies a competitive 
advantages in attracting employees is not as vast as the literature connected to the business 
benefits of CSR. The theories for this research question is written by Greening and Turban 
(1997) whose study on CSP and organizational attractiveness has been used as the base for 
this research question, and has acted as guidance when the author performed the literary 
review and during the conceptualization process. Furthermore Schmidt Albinger and 
Freeman, Korte (2007), Greening and Turban (2000), Brammer et al (2007), Morley (2007), 
and Backhaus et al (2002) will be used in the conceptualization of the second research 
question. 
 
In order to collect data on the second research question, the following variables will be 
studied: 
 

Schmidt Albinger and Freeman’s signaling theory 

For this variable Schmidt Albinger and Freeman (2000) will be used. They wrote the article 
“Corporate Social Performance and Attractiveness as an Employer to Different Job Seeking 
Populations” in where they investigate the impact that CSP has as signaling prospective 
employees about how it would be to work for a company. They came to the conclusion that 
signaling CSP to prospective employees can: 
 

s Act as a signal about the working conditions at a company, 
s Stand for company values, and  
s Stand for company norms.   
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Attraction and social identity theory 

For this variable Korte (2007), Greening and Turban (2000), and Brammer et al (2007) will be 
used. Korte (2007) wrote “A review of social identity theory with implications for training and 
development” which is a conceptual paper based on a multidisciplinary review of the 
literature on social identity theory, Greening and Turban’s (2000) “Corporate Social 
Performance as a Competitive Advantage in Attracting a Quality Workforce” drew on social 
identity theory, and Brammer et al (2007) investigates in their article “The Contribution of 
Corporate Social Responsibility to Organizational Commitment” the relationship between 
organizational commitment and employee perceptions of corporate social responsibility 
(CSR) within a model that draws on social identity theory.  Hence, these studies are relevant 
to the author of this study. 
 
Korte (2007) explains that social identity theory helps companies understand how individuals 
make sense of themselves and other people in the social environment. People classify 
themselves into different social categories, and a company is one of those categories 
(Greening & Turban, 2000). 
 
According to Brammer et al (2007) CSP can contribute positively to the attraction of 
employees since it helps them identify themselves with positive company values.  
 

Attraction and person-organization fit theory 

Morley (2007) does in his “Person-organization fit” bring together six papers and explores 
aspects of person-organization fit and this is why his research is used for this variable. 
 
Many f the recent studies on person-organization fit have looked beyond the actual job and 
have started to look at the fit between individuals’ personality, beliefs and values and 
companies’ promoted vulture, norms and values. It is very likely that serious job applicants 
will show much consideration about pursuing employment with those companies who 
match their personality, beliefs and values. Choosing the most appropriate company to work 
for, is for them as important as finding the most appropriate job. (Morley, 2007) 
 

CSP dimensions and attraction 

For this variable Greening and Turban (1997), Turban and Greening (2000), and Backhaus et 
al (2002) will be used. The research by Greening and Turban (1997) and Turban and 
Greening (2000) have already been presented. Backhaus et al (2002) wrote “Exploring the 
relationship between corporate social performance and employer attractiveness” where they 
investigate job seekers’ perceptions of importance of CSP and explore effects of CSP 
dimensions on organizational attractiveness. And all these authors research is suitable for 
this variable. 
 
Research suggests that CSP may provide a competitive advantage in attracting applicants. 
Turban and Greening (1997) suggest that high CSP will have a positive effect on three areas 
of recruitment: 
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s Potential job applicant’s pursuit 
s Probability to interview 
s Probability to accept a job offer 

 
According to Greening and Turban (2000) management research on CSP as an employee 
attractor uses five dimensions from the KLD dimension list: 
 

s Employee relations, 
s Diversity, 
s Environment, 
s Community relations, and 
s Product issues 

 
Employee relations and management of diversity can signal prospective employees about 
the life inside a company, more than other dimensions. A company’s treatment of the 
environment, the community, and diversity is important or prospective employees since it 
can give them some sense of self-identity and self-esteem from future association with an 
employer. Employee relations and products issues are seen as less important for job 
applicants. It is important that companies signal prospective job applicants with information 
about the five dimensions, thinking about what is personally relevant to them. (Backhaus et 
al, 2002) 
 

3.3 Emerged Frame of References 

Miles and Huberman (1994) suggested that a conceptual framework is best done graphically, 
the author have chosen to narrow down the conceptual framework and illustrate it in a 
graphical frame of reference, presented in Figure 2.4. In this figure the author shows the 
interconnectedness between the two research questions that was stated in chapter one, and 
also between the conceptualized theories in chapter two, as well as the connection between 
the research questions and the theories. Depending on the result of research question one; 
the second research question is affected.  
 
In other words, one of the business benefits from CSR is employee motivation, retention, 
and recruitment. How Swedish companies view this benefit, and since it was stated earlier 
that CSP is in this study discussed as a part of CSR, the use CSP as an employee attractor will 
therefore be affected. 
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Figure 3.2 Frame of references 
Source: Author’s construction 

 
 
 
 
 
 

CSR 

Business Benefits 
Theories on business benefits 
deriving from CSR: the five 
competitive advantages.  
 
ü Positive impact on company 

image and reputation: Relies on 
the theory by Weber, 2008. 

ü Cost savings: Relies on the 
theory by Weber, 2008. 

ü CSR-related risk reduction or 
management: Relies on the 
theory by Weber, 2008. 

ü Revenue increases from higher 
sales and market share: Relies 
on the theory by Weber, 2008. 

ü Positive impact on employee 
motivation, retention, and 
recruitment: Relies on the 
theories by Weber, 2008 and 
Coldwell et al, 2007. 

Employee Attractor 
Theories on CSR as an employee 
attractor: CSR factors that have an 
impact on a company as an 
employer.  
 
ü Schmidt Albinger and Freeman’s 

signaling theory: Relies in the 
theory by Schmidt Albinger and 
Freeman, 2000. 

ü Attraction and social identity 
theory: Relies on the theories by 
Korte, 2007, Greening and 
Turban, 2000 and Brammer et al, 
2007 

ü Attraction and person-
organization fit: Relies on the 
theory by Morley, 2007. 

ü CSR dimensions and attraction: 
Relies on the theories by Turban 
and Greening, 1997, Greening 
and Turban, 2000 and Backhaus 
et al, 2002 
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4. METHODOLOGY 

In this chapter the author will present the research method used in this study. First the 
research purpose will be described followed by the research approach and research strategy. 
Moreover this chapter continues by discussing the data collection, sample selection, and data 
analysis. Finally, this chapter will end with a discussion of the validity and reliability of this 
study will be discussed.    
 

4.1 Research Purpose: Primarily Descriptive 

Research purpose can be classified into three different categories of studies. According to 
Yin (2007) a researcher is helped when choosing an analytic strategy for a research, since it 
assists researchers to treat evidence fairly, produce compelling analytic conclusions, and rule 
out alternative interpretations. The three different types of studies are exploratory, 
descriptive, and explanatory. (Saunders, 2007; Yin, 2007) 
 
According to Saunders (2007) exploratory research purpose is research which begins with a 
broad focus but becomes narrower through the research process as more and more 
knowledge is gained.  Saunders (2007) state that research with an exploratory research 
purpose is trying to find out; “what is happening; to seek new insights; ask questions and to 
assess phenomena in a new light”. Saunders summarizes this statement by suggesting that 
researchers can by using this type of study clarify the understanding of a problem. 
 
Descriptive research purpose is according to Yin (2007) appropriate when researcher does 
not know the answers but when he/she knows what to examine, as this type of study tries to 
define and test rival explanations. The objective of descriptive research is “to portray an 
accurate profile of persons, events or situations” (Saunders, 2007). This type of study can be 
either an extension or a forerunner of an exploratory research or an explanatory research, 
and when using this type of study it is very important that the researchers clearly specifies 
what is going to be describe in a very accurate way (Ibid).  
 
According to Saunders (2007) explanatory studies establishes casual relationships between 
variables and focuses on a situation or a problem in order to try to explain relationships 
between mentioned variables.  
 
In the view of the fact that the author of this study wants to gain a better understanding of 
CSR and its use as an employee attractor, this thesis is to some extent exploratory. However, 
the thesis is primarily descriptive as the author portrays the business benefits of CSR and 
especially how CSR can increase employee attractiveness and it is required to have a 
descriptive purpose in this study to answer the research questions stated.   
 

4.2 Research Approach: Qualitative 

According to Denscombe (2000) there are two main methodological approaches that are 
extensively used within social science; quantitative and qualitative research. 
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With a qualitative study a researcher aims to transform what is observed, reported or 
registered into written words. Recorded interviews are transformed into transcripts, 
observations are registered in field notes, and pictures are described in words. That is why 
words are seen at the central unit qualitative studies. Further, these types of studies are 
often associated with small-scale studies and due to its penetrating nature considered to be 
an excellent tool when handling complex situations. (Denscombe, 2000) It does not strive 
towards generalizing the problem; the purpose with a qualitative research is to gain a deeper 
understanding about a problem area. (Saunders, 2007) 
 
The purpose with this study is to gain a deeper understanding of Swedish companies’ 
success in gaining competitive advantage for attracting talented work force through 
corporate social responsibility. Therefore the author of this thesis has decided to use a 
qualitative approach. By using a small-scale study the author can investigate certain 
variables in depth and thus, gain a better understanding of this research area. 

 

4.3 Research Strategy: Case Study 

When selecting a research strategy a researcher must look at three conditions; the type of 
research questions posed, the extent of control an investigator has over actual behavioral 
events, and the degree of focus on contemporary as opposed to behavior events (Foster, 
1998).  
 
The purpose with this thesis is to gain a deeper understanding of Swedish companies’ 
success in gaining competitive advantage for attracting talented work force through 
corporate social responsibility. In order to follow this purpose, two research questions are 
used: 
 

How can the impact of CSR on company’s competitive advantage be described? 
How can the ways in which companies use CSR to attract quality work force be                 
described?   
 

Saunders (2007) states that the research strategy can be described as the general plan to 
answer those research questions, and according to Yin (2007) there are five primary 
research strategies within social science, and those are; experiments, surveys, archival-
analysis, history, and case studies.  
 
When using a case study, a researcher can focus on one or a small amount of research units. 
The main benefit of using a case study is that it gives a researcher the possibility to devote 
himself to subtleties and difficulties in complex social situations. (Denscombe, 2000) Yin 
(2003) shows this in exhibit 3.1 and from this exhibit Yin defines the scope of a case study as 
a strategy which “investigates a contemporary phenomenon within its real-life context, 
especially when the boundaries between phenomenon and context are not clearly evident”.  
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Exhibit 4.1 Relevant situations for case study as a research strategy 
Source: Adapted from Yin (2003), p. 5 

 
Saunders (2007) suggests that choosing a case study as a research strategy is a valid choice 
both when exploring existing theory as well as challenging existing theory. The author of this 
study chose to use a case study according to Yin’s (2003) model since he is focusing on a 
small amount of research units. Using a case study is the most appropriate research strategy 
for this study in order for the author to answer his research questions, since this strategy 
gives the author the possibility to gain a rich understanding of the context of the research 
(Denscombe, 2000). And as with this thesis, the author wants to gain a deeper 
understanding of the research area, choosing a case study as a research strategy is the most 
suitable choice.  
 

4.4 Data Collection: Documentation and Interviews 

The author is using a case study as it is the most suitable choice for this thesis. And there six 
sources of evidence to collect data from when performing a case study. These sources are: 
documentation, archival records, interviews, direct observation, participant-observation, 
and physical artefacts. (Yin, 2003) The data collected in this study comes from two sources; 
documentation and two interviews. These two sources of evidence is presented in Exhibit 
3.2 were each of the sources’ strengths and weaknesses are presented.  
 
The data collected in this study is as stated gathered via documentation and two interviews. 
The reason for using two sources of evidence is because Yin (2003) states that collecting 
data through multiple resources will increase the validity of a thesis and that “any finding or 
conclusion in a case study is likely to be much more convincing and accurate if it is based on 
several different sources of information”. This is referred to as data triangulation (Ibid). So in 
order for the author to increase the validity of the study, two sources of evidence were used. 
 
An interview is a guided conversation and is one of the most important sources of case study 
information. Hence, even if a researcher is pursuing a consistent line of inquiry, a case study 
interview is likely to be fluid rather than rigid. Using interviews as a source of evidence also 
allows a researcher to focus on a specific topic as well as it is flexible which allows a 
researcher to ask potential follow up questions of significance. (Yin, 2007) According to Yin 
(2003) there are three different types of interviews: the open-ended, the focused, and the 
structured. For this study, the author is using two of these interview types: 
 

Case Study How? Why? Why 
not? 

No Yes 

Strategy         Form of  Requires Control     Focuses on                  
Research     of Behavioural  Contemporary  

          Question           Events?   Events? 
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s In general, case study interviews are of an open-ended nature which means 
that the interviewer can ask key respondents about facts concerning a specific 
matter as well about their personal opinions about certain events. (Ibid) 
 

s When a respondent is interviewed for a short period of time, the interviewer 
uses a focused interview. A focused interview may still be open-ended and it 
may also have conversational character, but the interviewer is likely to follow a 
specific series of questions which has originated from the case study protocol. 
(Ibid) 

 
  
 

 
Documentation 

 
+ Targeted: focuses directly 

on case study topics 
+ Insightful: provides 

perceived casual inferences 
 

 
- Bias: due to poorly 

constructed questions 
- Response bias 
- Inaccuracies: due to poor 

recall 
- Reflexivity: interviewee gives 

what interviewer wants to 
hear 

 
Interviews 

 
+ Stable: can be reviewed 

repeatedly 
+ Unobtrusive: not created 

as a result of the case 
study 

+ 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 selectively: if 

collections is incomplete 
- Reporting bias: reflects 

(unknown) bias of author 
- Access: may be deliberately 

blocked 

 
 

 
Exhibit 4.2 Two sources of evidence: strengths and weaknesses 
Source:  Adapted from Yin (2003), p. 86 

 
It is from interviews that the primary data for this thesis will be gathered. The author will 
conduct two focused interviews since it is necessary to collect data that will help the author 
answer his research questions. Specific questions, from a developed interview guide (see 
Appendix A) will be asked in order to reduce potential validity problems, but the author 
wishes to keep some characteristics of an open-ended interview, in order to be flexible 
during the interviews. This combination of the two types of interviews allows the 
respondent to freely discuss within the boundaries set by the author via a pre-thought 
protocol, the interview guide. This is important since the author need to gain as much data 
as possible that would help him answer the specific research questions, while not limiting 
him as the purpose of this study is “to gain a deeper understanding”. 
 

Source of Evidence Strengths Weaknesses 
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The interviews are going to be conducted in person at the case-companies’ headquarters in 
Stockholm, and Yin’s (2003) guidelines for an interview are followed. The interview can be 
performed done via telephone but the author felt that he will be able to collect more and 
better data if performing the interview face-to-face. The interview guide is sent in advance 
to the respondents so that they could prepare for the interview. This helps the author to 
collect the data necessary to answer the research questions. The interview are recorded 
digitally and later on carefully written in a computer file with permission from the 
respondents. All these things are done in order to improve both the reliability and validity of 
this study.   
 
In order to describe the background of the cases for this study, data is collected from their 
homepages, annual reports and other written material regarding this area of research such 
as brochures about the companies CSR activities and their sustainability reports. This form of 
data, the secondary data is according to Yin (2003) of explicit importance when performing a 
case study. Further Yin (2003) argues that the most important use of document when 
conducting a case study is to support and supplement evidence compared to those sources 
that can shed new light on a topic. The characteristic of documentation as a source of 
evidence, which was presented in exhibit 3.2 supports the reason for the author to use them 
it in this study. 
 

4.5 Sample Selection 

There are two different ways to select a sample: probability sampling which means that the 
units are selected randomly, and non-probability sampling which means that all units does 
not have the same chance to be selected. (Saunders, 2007) A non-probability sampling is 
preferred when working with small samples, such as case studies (Blaxter et al 2001). Within 
the non-probability sampling there are several different strategies.  
 
The author of this thesis is using purposive sampling which is based on judgemental 
decisions which allows him to select the cases which he feels would be most suitable for 
purpose and research questions in this study. This method is most common when working 
with small samples such as case studies where the cases have to be particularly informative. 
(Saunders, 2007) 
 
When choosing the sample for this study, which companies to study, the author had certain 
criterion which guided to choice of the most suitable companies. The main criterion was to 
find a Swedish multinational industrial company with experience from CSR. The companies 
should also present information about their CSR activities on their corporate web sites. As 
shown in Figure 4.1 below.  
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Figure 4.1 Criterion for cases 
Source: Author’s construction, adapted from Mäki and Sjöstrand (2007)  

 
The first selection is made through visiting web sites of companies that were well known to 
international business students at Luleå University of Technology. If the companies fulfil the 
criterions presented in Figure 4.1 and the companies suits the purpose and research 
questions, initial contact via telephone is performed in order to see if they where willing to 
participate in this study. 
 
The chosen companies is Atlas Copco Group and Boliden AB. Atlas Copco Group is chosen 
because they have vision “to become and remain First in Mind-First in Choice for its key 
stakeholder” and Boliden AB is chosen because they on their web site states that its “efforts 
to handle people, the environment and society in a sustainable and respectful way is central 
to every aspect of our operations”.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

s Well-known Swedish multinational company 
s Experience from CSR 

s Information on web sites 

CASE 1 CASE 2 
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Figure 4.2 Cases chosen for this study 
Source: Author’s construction, adapted from Mäki & Sjöstrand (2007) 

 
The author of this study believes that both Atlas Copco Group and Boliden AB are excellent 
cases in study and will provide the author with the necessary information. After being in 
contact with Atlas Copco Group and Boliden AB both via telephone and e-mail the author 
was referred to Jo Cronstedt who is Vice President of Public Affairs and Environment at Atlas 
Copco Group, and to Marcela Sylvander who is the Communication Manager at Boliden AB.  
 
The interview with the respondent at Boliden AB takes place on December 16th 2008; the 
interview with the respondent at Atlas Copco Group takes place on December 17th 2008. 
Both interviews are conducted at the respective head quarters, face-to-face with the 
respondents and a pre-prepared interview guide is used for both interviews. Both interviews 
are about an hour long and are recorded.  
 

4.6 Data Analysis 

In order to address the initial intention of a study a data analysis is peformed with the aim to 
answer the purpose that the author has with this thesis. This is a process of examining, 
categorizing, tabulating, testing or otherwise recombining both quantitative and qualitative 
evidence (in this case the qualitative data) into more explicit data. (Yin, 2003) 
 
There are three general strategies for when conducting a data analysis: “relying on 
theoretical prepositions, thinking about rival explanations and developing a case 
description” (Yin, 2003). The author’s choice of analytic strategy in this study is theoretical 
prepositions presented in the first two chapters. According to Miles and Huberman (1994) 
the data analysis consists of three concurrent flows of activities which are data reduction, 
data display, and conclusion drawing/verification: 
 

s Data reduction: the process of selecting, focusing, simplifying, abstract, and 
transform that information which was retrieved during the data collection, 

s Two well-known Swedish multinational 
companies 

s Long experience from CSR 
s Both companies provides information 

about CSR activities  on web-sites 

Atlas Copco Group Boliden AB 
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which is done in order for the author to be able to verify it and draw 
conclusions. (Ibid) 
 

s Data display: the process of organizing and compressing the information that 
permits an author to understand it and draw conclusions. It helps an author 
understand what is happening and either analyze further or take action. (Ibid) 

 
s Conclusions drawing/verification: the process of studying regularities, patterns, 

explanations, and possible configurations, casual flows, and propositions; a 
qualitative analyst must from the start of data collection decide what things 
mean. (Ibid) 

 
According to Miles and Huberman (1994) a data analysis consists mostly of words. And these 
words can be analyzed in two different ways; within-case analysis or cross-case analysis. 
When using a within-case analysis the collected data is compared to theories connected to 
this topic. When using a cross-case analysis the collected data from each case is compared to 
each other. The literature that is conceptualized in chapter two is presented in a graphical 
figure to simplify the following processes of within-case analyzing and cross-case analyzing 
the data and to improve the base for the final conclusion drawings. (Ibid)  
 

4.7 Validity and Reliability 

According to Denscombe (2000) it is of greatest importance to judge the quality of research. 
This is done by testing if the research instruments used in a study are neutral, called validity 
which refers to how well a research method measure what it is supposed to measure 
(Saunders, 2007; Blaxter et al, 2001).  
 
An author of a study should also test if other researchers can draw the same conclusions as 
he did, and this is called testing the reliability of a study (Blaxter et al, 2001; Saunders, 2007). 
According to Blaxter et al (2001) reliability is about how well the research has been 
performed and should present a stable and trustworthy result. 
 
Yin (2003) presents fort tests that are commonly used to judge the quality standards of a 
research: construct validity which establishes correct operational measures for the concepts 
being studied, internal validity which establishes a casual relation whereby certain conditions 
are shown to lead to other conditions as distinguishing from spurious relationships, external 
validity which establishes the domain to which a study’s findings can be generalized, and 
reliability which demonstrates the operations of a study – such as the data collection 
procedures – can be repeated with the same results. These four tactics are presented in 
Exhibit 3.3. 
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   Construct Validity 

 
s Use multiple sources of evidence  
s Establish chain evidence 
s Have key informants review draft case 

study report 

 
Data Collection 
Data Collection 
 
Composition 
 

    Internal Validity s Do pattern-matching 
s Do explanation-building 
s Address rival explanations  
s Use logic models 

Data Analysis 
Data Analysis 
Data Analysis 
Data Analysis 

   External Validity s Use theory in single-case studies 
s Use replication logic in multiple-case 

studies 

Research Design 
 
Research Design 

   Reliability s Use case study protocol 
s Develop case study database 

Data Collection 
Data Collection 

 
 
Exhibit 4.3 Case study tactics for four design tests 
Source: Yin (2003), p. 34 

 
The author of this study only conducts two case studies, each consisting of one interview; 
which is due to the time limitations. In order to increase the construct validity of this 
research the author will let his supervisor Mr. Manucher Farhang who is a Professor with the 
Department of Business Administration and Social Science review his questions before 
conducting the interviews. Further, the author sends the respondents the interview guide in 
advance so that they can prepare for the interview. During the interviews the author will use 
a digital sound recorder so nothing of what the respondents says will be overlooked. These 
things are done in order to further increase the construct validity of this study. But since 
Swedish is the mother tongue of the researcher, as well of the respondents, the interview 
questions are translated into Swedish and the interview is therefore also conducted in 
Swedish. The author will after the interviews translate the answers into English. This can 
decrease the construct validity of this study, but the decrease will be minimal since the 
author has studied English on university level and has lived abroad where English was used 
on a daily basis. 
 
In order to increase the internal validity of this study, the author uses pattern-matching 
when comparing the empirical data to the conceptual framework. Pattern-matching 
compares an empirical based pattern with a predicted one (Yin, 2003) and the author of this 
study compares his gathered empirical data to the theoretical frame of reference (presented 
in chapter two).  
 
Both the interview with Mrs. Sylvander at Boliden AB and the interview with Mr. Cronstedt is 
conducted face-to-face at respective head quarters of the companies, which increase the 
external validity of this study. This study contains two case studies and if the same results 
occur in both of them there will be a replication which improves the external validity. 

      Tests Case Study Tactics  Phase of research in 
  which tactics occurs 
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However the results might not be generalized due to the differences between the two 
companies in this study, such as industry and in size.  
 
There are many things done in order to increase the reliability of this study. First, the author 
carefully explains where the data is found, which questions that is asked and to whom. 
Second, the methodology of this study is explained in detail, and both the English and the 
Swedish version of the interview guide are added to the study, which can be found in 
Appendix A and B. Third, during the interviews, the author is very careful not to ask leading 
questions and the collected data from the interviews is presented to ensure that he 
interprets their answers correctly. But these factors are not enough for this study to have 
high reliability, since neither a case study protocol is used nor a case study database is 
developed. 
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5. EMPIRICAL DATA 

In this chapter the author will present the empirical data that was gathered in the form of 
two case studies. The order is as follows: first Atlas Copco Group then Boliden AB. The author 
will start by providing a background of the company and its CSR activities and their history of 
CSR, data that comes from both secondary sources such as homepage, annual reports, and 
CSR reports as well from a primary source, namely from the interview. Then the primary data 
collected on the basis of the conceptual framework presented in chapter four.  
 

5.1 Case 1: Atlas Copco  

5.1.1 Case Background 

Atlas Copco is a world leading supplier of industrial productivity solutions. Their products 
and services ranges from compressed air and gas equipment, generators, construction and 
mining equipment, industrial tools and assembly systems to related aftermarket and rental. 
Atlas Copco state that they innovate for superior productivity, in close cooperation with 
customers and business partners, and with 130 years of experience.  The company was set 
up in 1873 and was then simply called Atlas and the company had the original aim to 
produce all types of equipment used in the building and subsequent running of a railroad 
network.  
 
Today, the Atlas Copco Group is a global enterprise with worldwide resource. The company 
has its headquarter in Stockholm, Sweden but its global reach spans more than 160 markets 
and in 80 of these countries they have their own sales operations. The Group has 68 
production facilities in about 20 countries, but the manufacturing is mainly concentrated in 
Belgium, Sweden, the United States, Germany, France, and China. Atlas Copco Groups 
revenue in 2007 amounted to 68 059 MSEK and employed 33 000 people. After the third 
quarter in 2008, revenues was up to 55 764 MSEK. Atlas Copco Group is referred to as Atlas 
Copco in this thesis. 
 
Atlas Copco has defined non-financial targets for advancement within environmental and 
social areas. These targets include matters such as all units shall have an environmental 
management system and all product companies are to be certified in accordance with ISO 
14001, employees shall receive an average of 40 hours of competence development per 
year, and every employee will have an annual personal appraisal. It is a company objective 
to be a good corporate citizen on each market. 
 
The respondent for this case is Mr. Jo Cronstedt who is vice president of media relations and 
environment. He has only had this position since the 1st of February 2008, but he has been 
employed by Atlas Copco since 1973. Mr. Cronstedt has had international career and has 
had many different jobs within the company. He started working for Atlas Copco in Australia, 
but has live and worked in Morocco, Chile, Brazil, France, India and now Sweden. His 
experience of many different countries and the fact that he knows a lot about the company 
due to this many different jobs in various parts of the company, Mr. Cronstedt is well suited 
for this position. 
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When looking at how long Atlas Copco has worked with CSR, one should look at how their 
publications have looked over years. When Mr. Cronstedt was visiting a production site in 
2008 he found an old copy of one their magazine that are made for internal use and is called 
“Contact”. This particular issue was from 1973 and it contained a report of their involvement 
in a project which aimed to save dying lake by providing oxygen to the seabed. Mr. 
Cronstedt said that Atlas Copco were involved in a lot of these kinds of projects at that time, 
projects that had nothing to do with their aim to sell tools to the car manufacturing industry. 
But one could see that the company had other goals besides that, says Mr. Cronstedt. The 
sea project was actually of the same kind as the one that is now going to be performed in 
the Baltic Sea, men this is almost 40 years after that project. Mr. Cronstedt likes to point out 
that one should not put too much on that, but it is interesting that this way of thinking 
existed in our company so long ago.   
 

5.1.2 CSR and Company’s Competitive Advantage 

It is difficult for Atlas Copco to rank the importance of the benefits to they all are of great 
importance. But the most important business benefit that comes from CSR is considered to 
be the positive impact that it has on Atlas Copco’s image and reputation since it affects 
everything else. If Atlas Copco they further believe that if they do not manage their image 
and reputation it does not help whatever they do, but if we manage it correctly we can take 
it to the next step says Mr. Cronstedt.  
 
The second most important business benefit for Atlas Copco is CSR-related risk reduction or 
managing those risks. In the industry that Atlas Copco is in, a lot of the activity is focused on 
the mining section, and this is mostly performed in countries with weak governments and 
where there are a lot of risks that Atlas Copco could unconsciously violate human rights. 
That is why CSR-behavior is of great importance for Atlas Copco regarding how they should 
act toward the local community and also towards customers. 
 
Many stakeholders think Atlas Copco should be responsible towards their customers and 
that being a supplier of mine equipment is accompanied with some social responsibility. Mr. 
Cronstedt comments on this by saying that he personally thinks that this sometimes could 
seem unfair, that no one believes that company such as Duracell should be held socially 
responsible even if they most likely supply mining companies with batteries. As the third 
most important business benefits which comes from CSR for Atlas Copco is the positive 
impact that it has on employee motivation, retention, and recruitment. Atlas Copco 
considers its employees to be of great value. After this comes increased revenues from 
higher sales and market share and cost saving.  
 
For Atlas Copco it is important to understand who our stakeholders are and that CSR should 
not be something that is an activity of its own, but that it should be on the agenda of 
everyone at Atlas Copco, including the board of directors as apart of our strategy 
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Positive impact on company image and reputation 

Atlas Copco believes that engaging in CSR activities has a positive influence on their image 
and reputation, and that image and reputation is very important for them. They work very 
hard it for says Mr. Cronstedt. Atlas Copco’s state image and reputation is the CSR benefit 
which affects all of the other benefits.  
 
What Atlas Copco do around the globe and especially how they do it is considered to be a 
major influence on the company’s image and reputation. And this is something that Atlas 
Copco takes very serious. Mr. Cronstedt conducts, as vice president of media relations and 
environment, many educational gatherings with employees regarding Atlas Copco’s code of 
conduct. These training sessions is done because it is important that their employees 
understand that it is with the public that the image and reputation of the company decided, 
and it is with the public, at home, where stocks are listed and were positive and negative 
signals has its largest impact. 
 
Atlas Copco’s image and reputation is considered to be the company’s biggest asset and it 
can easily get stained if our employees does something wrong. A mistake in Indonesia can 
have negative consequences for us worldwide says Mr. Cronstedt. That is why Atlas Copco 
puts a lot of importance on communicating to all of their units around the globe that it is 
vital that they follow our guidelines so that Atlas Copco could be good corporate citizen that 
it wants to.  
 

Cost savings 

Atlas Copco believes that their CSR work has a positive impact on cost savings, as it that can 
help the company to be more accessible to ethical investments funds, Social Responsible 
Investment (SRI) funds, such as Swedbank Robur. Mr. Cronstedt says that these sorts of 
investment funds have enormous restrictions in their demands of what they want to know, 
and that those investment funds give Atlas Copco a long questionnaire which they need to 
fill out. And if the investment the organizations think that Atlas Copco has given them a lot 
of negative answers, then the company would most likely be taken away from the list of 
ethical acceptable investments. And as staying on those types of lists is not a joking matter 
for Atlas Copco it is important that everyone in our company is aware of how we conduct 
business says Mr. Cronstedt.    
 
Atlas Copco believes that it is when combining CSR activities with business, costs can be 
reduced. And following the statement that everyone at Atlas Copco should be aware of its 
socially responsible behavior, Mr. Cronstedt says that when driving to and home from work 
every day from Oxelösund approximately 220 kilometers, he is personally responsible for 
releasing a lot of carbon dioxide into the air. After he performed some research and some 
calculations, he changed his regular SAAB for a hybrid car. This did not only meant that he 
released seven ton of carbon dioxide less into the air, it also saved him money as ethanol is 
cheaper to buy than both regular petrol. And it is when you arrive at this point within a 
company that CSR can lead to cost savings says Mr. Cronstedt.  
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This kind of thinking has lead Atlas Copco to develop new technology which combines CSR 
and business. 
 

CSR-related risk reduction or management 

By engaging in CSR, Atlas Copco has been given a way to behave when it comes to handling 
CSR risks such as negative press. And Atlas Copco have a code of conduct which they 
communicate, and that code describes the way that everybody at Atlas Copco should behave 
towards all of our stakeholder, says Mr. Cronstedt.  
 
Atlas Copco believes that if something negative should happen, which it does almost every 
day for companies around the globe; it could be a pyramid fraud in the U.S or unsafe 
working conditions at building sites of mobile phone masts in Bangladesh, and if Atlas Copco 
would not have a constructed way of how to manage those kinds of risks, if the only thing 
they could do was just to say that they had never really thought of these things, that just 
does not sound good at all says Mr. Cronstedt.  
 
But if a company can say, as Atlas Copco can do, that this is how it was supposed to be 
conducted so here is what it went wrong, then they have a possibility to narrow things down 
and find that specific problem and find who was responsible for that. And that is just one of 
many constructive and strong reasons for why Atlas Copco focuses a lot of energy on codes 
of conduct, ethics and those kinds of matters. 
    

Revenue increases from higher sales and market share 

Atlas Copco revenue increases from higher market sales and market shares are for them a 
very interesting benefit which comes from CSR. Atlas Copco has developed new more 
environment friendly technology which creates cost savings for their customers. An example 
of this is the VCD compressor which can save up to 35 per cent in companies’ energy 
consumptions, which is a combination of being more environmental friendly as well as 
saving money for companies, and leads to higher sales for Atlas Copco.  
 
Energy consumption is one of the most expensive things for companies in the manufacturing 
industry say MR. Cronstedt. And if Atlas Copco can provide these types of products to their 
customers they could use the money that they save on product development and become 
better and distance themselves from their competitors. And this can provide Atlas Copco 
with a competitive advantage when new customers discover what buying products from 
them can help them do.   
 
Mr. Cronstedt further believes that the example with the VCD compressor is an excellent 
example of how Atlas Copco has been able to combine an environmental profit with a 
financial profit, and the more Atlas Copco will be able to connect these two kinds of profits, 
the interesting it will become, not only for the customers but for others as well.  
 
What could be better is how Atlas Copco market these more environmental friendly 
products, by focusing more on what we have done in this field so far and there is many 
different ways that could be done Mr. Cronstedt says, and that there is always a better way 
and Atlas Copco will never be satisfied but always strive to be better.  



 
Sjöstrand 2009                                                                                                                            EMPIRICAL DATA 

45 
 

 

Positive impact on employee motivation, retention, and recruitment 

It is believed that Atlas Copco’s CSR activities most definitely have a positive impact on 
employee motivation, retention, and recruitment. A good example of this comes from Mr. 
Cronstedt time in Pune, India, where Atlas Copco has a very large business activity. When 
Atlas Copco first came to Pune during the 1960s, the facilities there was relatively simply. For 
example, the employee cafeteria was not a crowded place where only 180 meals were 
served each day. Atlas Copco decided to completely renovate the cafeteria, and made it 
looking like a real restaurant. The employees at Atlas Copco in Pune now think that the 
cafeteria is a very nice place to go and eat. The restaurant serves over 400 meals every day. 
After Pune, Atlas Copco performed similar projects on all their business locations in India.   
It was always hard to get their employees in India to show up for work. When Atlas Copco 
had recruited employees many of them did not even show up, and many left the company 
right away. The reason for this were that many car manufacturing factories set up at the 
same locations as Atlas Copco did, and those companies was competing with Atlas Copco for 
the same kind of employees as such as assemblers. So in order to create a competitive 
advantage in motivating, retent, and recruiting employees in India Atlas Copco created their 
own rules and regulations for different insurances for their employees such as accident 
insurance, health insurance and that made it much more easier attract employees, and 
making them stay with us says Mr. Cronstedt.    
 
Atlas Copco has what is named a “net promotive code” where employees speak about how 
Atlas Copco is a very good company to work for. These types of things are believed to have a  
high value for people who are looking for employment or are being employed at Atlas 
Copco, since if they do not have an outspoken policy for those matters other than just about 
the working conditions, it is believed that people does not want to work for Atlas Copco. 
 
And Atlas Copco seems to have the idea that CSR, that the company takes a social 
responsibility, will become more and more important for human resources. Atlas Copco has 
developed different supporting programs such as mentor programs for their female 
employees as a way to motivate them and keeping them within the organization.  
 

5.1.3 CSR and Attracting Quality Work Force 

Schmidt Albinger and Freeman’ signaling theory 

Atlas Copco is not convinced that prospective job applicants are aware of their socially 
responsible behavior, such as the Botkyrka Project before an employment. Atlas Copco 
believe that their support programs shows signs of unselfishness that is why they feel the 
need to further look at how to communicate this towards prospective job applicants. Atlas 
Copco has the firm belief that it should better at that.  
 
A problem could be that although Atlas Copco is a public company, not much is written 
about the company in the press. Mr. Cronstedt personally thinks that this a shame but that is 
always the case that the press only wants to write about “the airplane that crashed” as he 
puts it, and that it is not considered interesting to write about a plane who landed safely and 
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on schedule. And as mentioned earlier Atlas Copco believes that it is not until a job applicant 
has become an employee that they see and understand their socially responsible behavior. 
 
Mr. Cronstedt believes that a business-to-customer company (B2Cs) is more skilful at 
communicating its CSR than a business-to-business company (B2Bs), most often via the 
internet. 
 

Attraction and social identity theory 

Atlas Copco feels that their company’s identity helps prospective job applicants to identify 
themselves with them. And that comes from two things, the first is related to CSR and the 
other part is the products. If prospective job applicants could see that their products has the 
same value adding effects that our CSR behavior has, then it would be easier for the job 
applicants to identify themselves with Atlas Copco and find them to be interesting, adding 
that this is something that is deemed to increase in importance.  
 
Atlas Copco believes that all current employees sympathize with their CSR activities and that 
this will help them in the future, as the company has learned to communicate it. Atlas 
Copco’s charity project Water for all which was founded to bring water to drought-prone 
areas of the world is something that people could identify themselves with. So therefore 
engaging in CSR is of great value to them.  
 

Attraction and person-organization fit theory 

Atlas Copco thinks that it is difficult to investigate if a prospective job applicant’s values are 
the same as the value which theirs since during the recruitment process prospective job 
applicants values are influenced their short term goal which probably is to get employed by 
them.  
 
Most often Atlas Copco uses a second evaluation of job applicants so that they can be 
certain that the values which the job applicant expressed during the job interview actually 
are true, and that they were not only something that the job applicants said in order to get 
an offer of employment. Mr. Cronstedt says that it is very hard to discover if a job applicant 
is lying about his values or if he is truthful in his responses.   
 

CSR dimensions and attraction 

At Atlas Copco they believe that good social responsible behavior has a positive effect on the 
recruitment process. They believe that CSR could affect potential job applicant’s pursuit of 
employment, the probability to interview for employment, and the probability that a job 
applicant accept a job offer. 
 
This is something that Atlas Copco have noticed, and that this comes from an improved 
image and reputation, but with the reservation that Atlas Copco has not been clear in 
communicating our CSR behavior so that job applicants know about these things. At Atlas 
Copco they have noticed that when telling job applicants about their CSR behavior the 
applicants experience what could be called “aha-moment”. 
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The dimensions which Atlas Copco’s prospective job applicants are believed to be the most 
important is the environment, product issues, and the relations to the community. They do 
not think that prospective job applicants feel that diversity and the relation to employees is 
as important. 
 
But Atlas Copco thinks that it is more likely that a job applicant looks at these dimensions if 
Atlas Copco is not the only company which the applicant is considering for employment. If 
that job applicant is in need of a job, and only has Atlas Copco as a candidate as a employer, 
that person would probably think more with his wallet and would therefore not consider 
Atlas Copco’s CSR behavior, says Mr. Cronstedt. Considering CSR behavior is seen as 
something which could also depend on whether the job applicant is male or female, and 
could also be industry specific.  
 
Atlas Copco thinks that it is very important how prospective job applicants perceive them, 
and that prospective job applicant recognizes the Atlas Copco name and what that the 
applicants think when they see the company name. This includes both their products and 
their charity projects. 
 
Atlas Copco uses information about their relation with their employees to attract 
employees. They are trying to use its diverse work force, and also their products in a better 
way than they do now. And according to Mr. Cronstedt Atlas Copco has initiated several 
projects that aim to do so.  
 
At Atlas Copco it is clear that acting responsibly can increase their ability to attract 
employees. The company lets its employees take part on company sponsored social 
activities but wants to further look in to how to communicate this to its various stakeholder, 
where prospective employees could be found.  
 
Atlas Copco is presently involved in a project named the Botkyrka Project which aims to help 
young people to get practical vocational training. This is since many of their employees are 
interested in natural science and are involved in projects which aim to get young people 
there to become interested in that. At Atlas Copco, many employees are interested and 
involved in sports so Atlas Copco sponsors youth clubs and such. But Mr. Cronstedt believes 
that when possible job applicants has become employees and could see these things and 
understand our involvement in socially responsible projects it is very much appreciated 
 

5.2 Case 2: Boliden 

5.2.1 Case Background 

The Boliden Group is a leading European metals company. The main metals are zinc and 
copper. The company is the second largest copper supplier and the third largest zinc supplier 
in Europe. Other important metals produced include lead, gold, and silver. For the company 
Boliden it all started in 1924 when gold was found in a deposit at Fågelmyren, some 30 km 
northwest of the Swedish town of Skellefteå. 
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Today Boliden Group, which is referred to as Boliden in this thesis, has approximately 4,500 
employees and is headquartered in Stockholm, Sweden. The company’s operations are 
conducted in three Business areas: market, smelters and mines. Boliden operates mines and 
smelters in Sweden, Finland, Norway, and Ireland. And their operations focuses on the initial 
stages in the processing chain, which they explain as exploration, mining and milling, 
smelting, refining and recycling. Metal recycling is a field in which Boliden is a global leader 
and is by the company itself considered to be a growing sphere of their operations. Their 
copper and zinc metals and other products are sold through their market organization with 
offices in Sweden, the UK, and Germany.  
 
In their sustainability report for 2007, the President and CEO Lennart Evrell writes that the 
company’s efforts to handle people, the environment and society in a sustainable and 
respectful way is central to every aspect of its operations. As they enhance both their 
efficiency and its value as a metals partner. All units in the company have clear goals for 
their operations and sustainability efforts.   
 
The respondent for this case is Mrs. Marcela Sylvander who is the communication manager 
at Boliden and she has had this position for 3, 5 years. Before she started working for 
Boliden she worked for Swedbank Robur where she was an ethical analyst of investment 
funds. Mrs. Sylvander describes that job as sitting on the other side, investigating how 
companies managed its CSR work. Before working at Swedbank Robur she worked at Scania 
in the communication department, creating environmental reports and such. With 
experience from creating environmental reports, together with her experience from 
reviewing other companies CSR work, Mrs. Sylvander is well suited for this job.   
 
In regards of the history of CSR within the company, Mrs. Sylvander says that CSR reports 
derived from environmental reports, and that she like so make jokes about if it was not 
Boliden who was the reason for creating the environmental legislations in Sweden. She 
further says that one could make jokes about it but during the 1960s there were only regular 
permission reports that companies had to give to the authorities, but then this developed 
into environmental reports which have later become sustainability reports.  
 
Mrs. Sylvander continues by stating that Boliden has not always been a Swedish company, 
after have been Canadian for a while, the company came back to Sweden in 1999. Before 
making what Mrs. Sylvander refers to as “the Canadian journey” Boliden created 
environmental reports and it was then that a public discussion was going on regarding 
“ecological footsteps”. But during the Canadian ownership there was not much done 
regarding these matters. But ones the company returned to Swedish ownership Boliden 
again started to look at environmental reports, and since three years Boliden has worked 
with sustainability reports according to GRI (Global Reporting Initiative) and by the book. 
 

5.2.2 CSR and Company’s Competitive Advantage 

Boliden makes their sustainability reports for two target groups and one of them is the 
financial market and the other target group is its staff. In regards of the five main business 
benefits of CSR the most important benefits for Boliden is the positive impact on personnel 
motivation and retention (not recruitment), the positive impact on company image and 
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reputation, and the impact on CSR-related risk reduction or management. Mrs. Sylvander 
does not want to rank these as it is on all three which Boliden’s CSR work focuses.  
 
Therefore the less important business benefits are revenue increases from higher sales and 
market share given the industry that there are active in, and cost savings since Boliden does 
not think that CSR as a specific issue will lead to this, but that instead other things such as 
TPS (Total Production System) can. 
 

Positive impact on company image and reputation 

Boliden believes that engaging in CSR can have a positive impact on their image and 
reputation and they are aware of the fact that CSR also destroy can destroy a company’s 
image and reputation if there is little or nothing to back up the things that a company says 
that they do. Boliden conduct this in a reasonable systematic manner and also present your 
CSR activities in a humble way I most certainly believe that CSR can help companies to 
enhance their image.  
 
At Boliden they believe that engaging in CSR has helped them enhance their image and 
reputation but at Boliden they think that it is important to understand that they only have 
reported these matters for three years and that is probably too soon to rely decide if this has 
been the case for them. The reason for this carefulness regarding whether CSR has helped or 
not, is because Boliden’s image and reputation has two sides, where if you ask someone 
Spanish what they think about Boliden they will not be very happy, thinking about how their 
damn filled with toxic waste water burst back in 1998 which damaged a nature area, but if 
you ask someone who is well informed regarding the mining business, and environmental 
issues, then Boliden is probably thought of as an example.   
 
But over all Boliden believes that engaging in CSR activities has help Boliden image, but not 
everywhere which is a result of the industry and the company’s history. 
 

Cost savings 

Boliden believes that it is to take things to far by saying that engaging in CSR can lead to cost 
savings thru time savings or an increased access to investments from investors, funds who 
wants to invest in a company who has a good way of thinking about the environment. 
 
Boliden believes that presenting CSR activities is one thing but that CSR itself is not 
something that could lead cost savings, that makings thing more efficient is something that 
comes from having a structured work and hand a management system which includes an 
“efficiency way of thinking”. Further, Boliden thinks that these activities is something that 
they can do put a variety of names on. At Boliden they further think that there are probably 
companies who say that they do not engage in CSR men whom still does everything correct. 
And that is Boliden does not think that CSR itself can lead to cost savings but that it is other 
processes that could lead to this. 
 
Instead Boliden makes a package within their sustainability reports where it is explained that 
our sustainability is based on three things which is ”human, environment, community” and 
within those groups we focus on different matters. When working with the human aspect 
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Boliden have their personal policy and such, and when working with the community aspect 
they investigate how it supports the communities that they are active in how Boliden are in 
contact with the local population thru sponsoring and such, and when Boliden looks at the 
environmental aspect they simply look at the environment. Then a package is made out of 
this, and it is that package that Boliden call their CSR work.  
 
At Boliden they have the belief that it is difficult to put CSR above everything and finding a 
system for doing so, instead CSR is seen as more of a way to report sustainability activities, 
meaning that the concept of CSR is more of a way to relate to such matters. Furthermore, 
Boliden has a concern comprehensive vision regarding personal visions, environmental 
visions and that these are investigated when working with them, but that they could as 
easily make these visions without using the CSR.  
 
Finally, Boliden admits that everything does off course contribute, but that Boliden or any 
other company could achieve cost savings by introducing TPS (Total Production System) or 
any other system. 
 

CSR-related risk reduction or management 

Boliden thinks that CSR as a concept could help them, or any other company, to minimize 
CSR-related risks or manage those kinds of risks, such as avoiding negative PR or the worst 
case scenario where they are boycotted my customers. This is because this part of CSR is not 
covered by any other system, in concern of suppliers, subcontractors, and how their 
customers act. Boliden could be damaged if one of their suppliers, subcontractors or 
customers behaves badly. It is important for Boliden to have control over such matters, 
where they for instance buy their concentrates. They believe that these matters are covered 
very well in GRI so this CSR benefit is very useful for Boliden.   
 
There are many NGOs such as Swedwatch, Amnesty Business Group, and others whom help 
Boliden to cast light on such matters. And when these kinds of risks are discovered and 
discussed engaging in CSR can be extremely helpful. Mrs. Sylvander says that she is more 
than often in meetings with critical analysts whom ask Boliden questions such as how do you 
but this, how do you report this, which Boliden thinks is extremely good, helpful. 
 
Mrs. Sylvander says that there are no laws and regulations concerning these matters, it is 
something that has been developed via interaction between companies and different 
stakeholder organizations. Boliden assumes from UN’s resolutions about human right and/or 
OECD’s guidelines and can therefore say that they do things according to this, or that. A risk 
is if Boliden has projects in countries whose government does not have any understanding of 
CSR-related matters, but then they follow those rules that exists. 
 

Revenue increases from higher sales and market share 

Boliden believes that the suggestion that if companies engage in CSR it could lead to revenue 
increases from higher sales and market share is a modified truth. Boliden acts in a market 
where the prices for metals is decided on the global market and sales are made I bulks, it 
almost does not matter what we have done to the metals says Mrs. Sylvander.     
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On the other, if Boliden should behave really poorly regarding CSR issues then there is a risk 
that customers might boycott them, but this is not something which has ever happened. It is 
considered to be more of a risk. Further, Boliden have seen signs of goldsmiths who wants 
there to be a sort of certification of what they refer to as “green gold”, for instance how 
Boliden should do to produce gold the best way and that they only want to use that gold. 
 
For Boliden the impact on sales and market share is considered to be minimal. But at the 
same time they believe more on the fact that negative CSR result in damage on sales and 
market share and that CSR in that way can give Boliden an advantage. As in this way CSR 
helps a company to keep itself on right side of that line.  
 

Positive impact on employee motivation, retention, and recruitment 

At Boliden they believe that when thinking about if engaging in CSR has provided positive 
benefits on these three aspects of personal issues, they feel that there has been a positive 
effect on motivation and retention, the two matters that can be done internally. Boliden in 
general has a very low personnel turnover since their mines and smelters in small 
communities where they usually are the largest employer and where it is very likely that 
they will continue to be so.  
 
But internally, Boliden hopes to create a pride with their CSR activities that are very valuable 
for the employees. Boliden uses their employees in reports by exemplifying with them and 
letting them explain the projects that they are involved in, and by doing this Boliden hopes 
that employees will feel pride and maybe feel when reading the reports that “oh my god, my 
collogue got to be in it this year ”. Mrs. Sylvander says that this is how she believes that a 
positive feeling about a company is created.   
 
That Boliden consider itself to be a very good place to work and they have never had any 
problems with recruiting young people either. During 2008 Boliden hired people from all the 
ends of the world; they came from Australia, Europe, and Peru if mentioning some places. 
Those people were recruited to Boliden’s prospect department in Skellefteå, Sweden, and 
they had read about the Boliden at the corporate web site and then applied to the company. 
But Boliden finds it hard to prove if those employees had read about their CSR activities and 
that we are an environment concerned company, but one can hope that was a contribution 
to their decision to apply to us here at Boliden.  
 
Also, in the industry which Boliden is a part of, CSR and sustainability is so closely connected 
to environment issues. Especially for Boliden since they do not have interests or operations 
in those countries where if we would be present should help by building AIDS-clinics or help 
by building schools. Because Boliden is located where it is and the influence they make is the 
socially positive influences they make by hiring and the socially negative influence they make 
is those they makes to the environment and that is why the environment always get much 
attention, it is a unbalance between the two according to Mrs. Sylvander. In regards of how 
Boliden work with CSR, their human resource department has started to show interest and 
wants to know how they do things. They have begun to “wake up” regarding how our CSR 
activities can affect personnel issues and that is very good thing says Mrs. Sylvander.  
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Boliden tries to make CSR something that every department in the company thinks about 
and this is something that is done as much as possible. Nowadays, Boliden has an 
organization just for CSR and sustainability which also is a very good thing says Mrs. 
Sylvander.   
 

5.2.3 CSR and Attracting Quality Work Force 

Schmidt Albinger and Freeman’s signalling theory 

Boliden thinks that it is difficult to know whether or not information regarding their socially 
responsible behavior affect prospective job applicants, whether the information is found on 
the internet or in brochures, or other written material. At Boliden they are under the 
assumption that CSR could be more relevant for those prospective job applicants who have 
been working for a couple years, more than it is important for students to look for those CSR 
signals. As it would be more obvious for more experienced job applicants to look for and 
interpret signal and codes which hiring companies communicate, than younger and less 
experiences job applicants. 
 
At Boliden it is not a clear whether it is actually common that job applicants even notice 
those kinds of signals but they do think that this off course is desirable that job applicants 
did notice. Still, Boliden does not think that someone would not work for them if they do not 
signal any information about its CSR work. Boliden believes that it is not until job applicants 
have become employees at Boliden that those persons want to confirm, to themselves, that 
his interest in Boliden was entitled. That they made a good choice and by reading a 
newspaper article, a report, or hear good things from co-workers or friends regarding our 
sustainability report that he/she would get validation for choosing to work for Boliden.   
 

Attraction and social identity theory 

It is believed that Boliden’s identity makes it easier for job applicants to relate to the 
company. If someone who works for Boliden feels that the personal identity matches their 
identity, that that employee would probably be happier with them in contrary to if both 
identities did not match. Although Boliden does not think that there are many companies 
who can communicate this via a web site, report, or any type of brochure. That there might 
some companies who are very good at doing this, but personally Mrs. Sylvander does not 
think that this can be done by established companies. 
 
Instead, Mrs. Sylvander mentions Patagonia, a California based company that designs 
outdoor clothing and gear. The founder Yvon Chouinard has written a book about how he 
founded Patagonia and he had specific view of work and environmental issues. Chouinard 
wanted to let his employees go out surfing if they pleased and had a very relaxed attitude 
regarding working hours. This let people, possible job applicant, who had the same values 
could identify themselves with Patagonia’s identity and that book clearly shows that some 
things only work in certain places says Mrs. Sylvander. 
 
But off course Boliden has to attract quality personnel, and especially for them who not just 
have mines. Rönnskärsverken Skellefteå, Sweden is a gigantic work place with a historically 



 
Sjöstrand 2009                                                                                                                            EMPIRICAL DATA 

53 
 

bad reputation, as it was ones the absolute “red dot” on the map of Sweden when it came to 
discharges of carbon dioxide. Boliden feels that the question to ask here is how they can get 
the people working there to feel proud about work place and that this depends on a variety 
of things, Boliden forms sport sections, or tries to create a social connection but the most 
difficult thing is to communicate this to the public.   
 

Attraction and person-organization fit theory 

Since Boliden think that they do not have unusual values, they think that prospective job 
applicants values has to be extreme not to match theirs, also when it comes to CSR. But a 
manager at Boliden was ones recruiting geologists and during one interview the job 
applicant figured out, when reasoning with himself, that working for Boliden who extracts 
ore was not acceptable for him, since it went against his norms and values. This would be 
something that the job applicant should have thought of before, so off course it happens 
sometimes that our values and norms does not match the ones of the applicants says Mrs. 
Sylvander, but at the same time no one walks in to a job interview saying that there is 
nothing wrong with some bribery she adds.    
 
During the recruitment of employees Boliden investigates whether someone is good for the 
actual job, if his qualification is enough, and so on. They do not actually look at values and 
norms in that perspective. But one thing that Boliden actually look for when recruiting 
employees, besides the obvious that the person should be right for the job, is how the 
prospective employees feel, and think, about security. This is because at Boliden security is 
something that they think very highly of.  
 
As mentioned earlier, Boliden believes that engaging in CSR helps the company to create a 
good reputation and image. This is Boliden hopes that it is has become easier for Boliden to 
attract employees in Spain today than it was the year after the damn accident. According to 
Mrs. Sylvander, there are probably four industries towards which people usually have strong 
opinions about: the mining industry, the oil industry, the tobacco industry, and the liquor 
industry. People usually have very strong opinions about companies in these industries, and 
either your norms and values thinks that it is okay to work for a company in one of those 
industries or they tell you that it is not okay. So, at Boliden they have a hard time believing 
that prospective job applicants even has to have that same way of thinking about Boliden as 
when looking at other Swedish companies in other industries such as IKEA, H&M as they are 
in an industry which are not scrutinized in the same way as the mining industry. Boliden are 
aware that there are not many companies in Sweden that are exposed for those kinds of 
values and norms. There is Swedish Match, VS (Vin & Sprit) and then there are Boliden and 
some other mining companies. 
 

CSR dimensions and attraction 

At Boliden, they firmly believe that CSR has a positive impact on three stages of the 
recruitment process which is the potential job applicant’s pursuit of employment, the 
probability that a job applicant wants an interview with Boliden, and the probability that a 
job applicant will accept a job offer from Boliden. But this is believed to depend on how 
Boliden communicates its CSR work, and maybe not every bit of that work. But Boliden also 
believes that CSR attracts some people, but that other seeks other things in an employment. 



 
Sjöstrand 2009                                                                                                                            EMPIRICAL DATA 

54 
 

 
If Boliden is aware of the fact that if they become very good at communicating how they 
work in a socially responsible behavior they still at some point have to prove that they have 
a good business concept. Mrs. Sylvander explains by saying that a company can be as much 
about CSR as they can be, but if that company is heading for bankruptcy or just scrape a 
living every year, it does not matter if that company is always treating its employees beyond 
the necessary that company will still not be able to attract any employees. 
 
On the three stages of recruitment Boliden considers CSR to be a complement to the basic 
foundation of a business, which is employment, and getting paid. It is the opinion at Boliden 
that people are more concerned with looking at CSR when buying goods such as coffee more 
than people are concerned with CSR when looking for a new job.  
 
That positive impact that CSR has on Boliden’s personnel issues is that on retention and 
motivation of the staff. At Boliden they believe that if prospective job applicants have more 
options, that there were Boliden and three other mining companies in Sweden, or in the 
community were those job applicants lived, then maybe that job applicant would look at CSR 
aspects. Boliden further believes that this also could depend on what kind of job the 
prospective applicants if looking for. Someone who is a business controller might have the 
entire labor market to choose from, including the public sector and then that person could 
enjoy the benefit of looking at these matters. 
 
It is hard for Boliden to list the five dimension of CSR which has the most impact on the 
people who are thinking of Boliden as a possible employer. But Boliden think the two most 
important dimensions are employee relations and the environment. Boliden believes that 
employee relations is important since the company has operations in small communities 
such as Gällivare and Skellefteå in the north of Sweden, and Harjavalta in Finland and in 
those communities Boliden focus mainly on employee relations. Boliden also believes that 
the environment could be important to look at; as Boliden has a large impact on the 
environment. It is hard for Boliden to rank the other three dimensions (diversity, product 
issues, and community relations) and they have a hard time to see if those dimensions have 
any effect on their prospective job applicants. 
 
Off course it is important for Boliden how they are perceived by prospective job applicants, 
in regards of what association they make when it come ethics and moral when thinking 
about Boliden. They are aware of the fact that since they have been exposed to negative 
image and that it is very hard to change people perception about Boliden. So they uses their 
sustainability reports, both the one that is made for the group reports and then Boliden also 
constructs sustainability reports for individual units within the company, when visiting work 
fairs and information days at universities. Boliden use these reports since it is important 
what people think about them, and that is not done by providing people with a lot of 
financial fact, although that is important, but by gathering information about those other 
things and spread the word about that instead. 
 
Boliden think that either they can let an employee, in brochures, tell prospective job 
applicants what he or she feels about Boliden as a workplace or Boliden as a company, or 
one can do as Boliden actually has done. They have produced a short movie about the 
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Boliden, in documentary style, that is called Vi på Rönnskär (direct translated into Us at 
Rönnskär) where employees were interviewed about how they felt about their workplace 
and how it was working for Boliden, and also some of the employees’ children were asked 
questions like what do your mom when she is at work. Boliden produced this movie in a 
slightly more humoristic way, and that is why this movie is as good as it gets says Mrs. 
Sylvander.   
 
Boliden hopes that this movie is something that will make people in general think positively 
about the company. But Boliden thinks that it is important to keep a balance between using 
employees for promotional issues, as Boliden does not think that anybody would believe the 
words of an employee who might be forced to stand in front a camera and praise his 
employer.  
 
Boliden has been able to attract employees from all over the world and the fact that the 
company does not have any difficulties attracting employees over all, but since Boliden is 
located where it is and that it is difficult to know if their CSR work has anything to do with 
that. Instead the fact that Boliden is the largest employer in the communties which the 
company has operations, are looked at as the most important factor.    
 
Mrs. Sylvander says that there are two kinds of companies for job applicants, using 
university student as an example, and the first kind is the sort of companies where you can 
make a lot of money such as banks, and the other kind are companies such as IKEA who are 
very good at CSR and communicating their CSR activities. 
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6. DATA ANALYSIS 

In this chapter a within case analysis will be used to compare that collected data to the 
conceptual framework. The author will look for similarities as well as differences between 
theory and collected data. The data for each research question will be presented separately. 
At the end of this chapter a comparison of the cases will be presented in the form of cross-
case analysis.   

6.1 Within-Case Analysis of Atlas Copco 

6.1.1 CSR and Company’s Competitive Advantage 

Positive impact on company image and reputation 

Weber (2008) states that CSR influence companies’ image and reputation which in return 
influences a company’s competitiveness. This is since the reputation of a company is directly 
linked to any CSR activities that a company performs.  
 
Atlas Copco agrees with this statement, saying that image and reputation is the company’s 
biggest asset. The company considers CSR impact on image and reputation to be the most 
important business benefits since it affect everything else. 
 

Cost savings 

Weber’s (2008) suggests that companies are able to achieve efficiency gains by for instance 
substitute materials during the implementation of social responsible strategy and/or improve 
contacts with certain stakeholders, and that this could result in time saving or increased 
access to capital which derives from higher sensitivity of investors of social responsibility. 
 
Atlas Copco agrees with this suggestion as it that can help the company to be more 
accessible to ethical investments funds. Engaging in CSR helps Atlas Copco to remain on 
these ethical investment funds lists of companies as investment objects. Also Atlas Copco 
believes that combining CSR with their manufacturing and development of product is 
something that could lead to cost savings.  
 

CSR-related risk reduction or management 

Weber (2008) suggests that CSR is a mean which can help companies reduce or manage CSR-
related risks, such as avoiding negative press or costumer boycotts.  
 
Atlas Copco has by engaging been able to formulate a way to conduct oneself when it comes 
to handling CSR risks such as negative press. Also Atlas Copco has a code of conduct which 
tells all stakeholder groups how everyone at Atlas Copco should behave. The company feels 
that by having a clear and decided way of conducting oneself that it gives them the 
possibility to find what specifically went wrong, if something was to do so.   
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Revenue increases from higher sales and market share 

By engaging in CSR companies can enjoy revenue increases. And these increases can be 
achieved either indirectly via an improved brand image or directly e.g. via CSR-driven market 
or product development. (Weber, 2008) 
 
This benefit is by Atlas Copco considered to be one of the more interesting. The company 
has developed more environmental friendly products which not only creates cost saving for 
their customers but also creates a competitive advantage for Atlas Copco as new customers 
discover what buying products from Atlas Copco can help them do. And a financial profit is 
perfectly combined with an environmental profit.  
 

Positive impact on employee motivation, retention, and recruitment 

A company’s CSR behavior directly can affect employee motivation, retention, and 
recruitment. CSR can affect employee motivation via better working environment, or let 
employees take part in CSR activities such as volunteering programs, it can help companies 
maintain employment of valuable employees, and it can have either direct or indirect affect 
on a company’s attractiveness as employers. (Weber, 2008; Coldwell et al, 2007) 
 
Atlas Copco agrees with this statement as they have experienced these exact things, in India 
among some places. Also they believe that their different CSR projects, such as its project 
Water for All, have a very high value for both existing employees and prospective job 
applicants.  
 

6.1.2 CSR and Attracting Quality Work Force 

Schmidt Albinger and Freeman’s signalling theory 

CSR can affect prospective job applicants as it signals them about the working conditions at a 
company, stand for company values, and stand for company norms according to Schmidt 
Albinger and Freeman (2000).  
 
Atlas Copco is not sure if their prospective job applicants are aware of their CSR behavior, 
instead they believe that people becomes aware after becoming employees at Atlas Copco, 
and could then see and understand their socially responsible behavior. 
 

Attraction and social identity theory 

CSR can contribute positively to the attraction of employees since it helps them identify 
themselves with positive company values (Brammer et al, 2007). 
 
At Atlas Copco they believe that this suggestion is true. Atlas Copco thinks that this depends 
on two things, the first CSR and the second thing is if their products has the same value 
adding effects as their other CSR behavior. The company believes that if prospective job 
applicants could see this it would be easier for them to identify with Atlas Copco. 
 



 
Sjöstrand 2009                                                                                                                               DATA ANALYSIS 

58 
 

Attraction and person-organization fit theory 

Serious job applicants will show much consideration about pursuing employment with those 
companies who match their personality, beliefs and values. Choosing the most appropriate 
company to work for, is for them as important as finding the most appropriate job. (Morley, 
2007) 
 
Atlas Copco supposes that this could be true. But they consider this to be difficult to 
investigate whether prospective values does match Atlas Copco’s since their opinion 
probably is influenced by short term goals of being employed at Atlas Copco 
 

CSR dimensions and attraction 

Turban and Greening (1997) suggest that developed CSR will have a positive effect on 
potential job applicant’s pursuit of employment, probability to interview, and probability to 
accept a job offer.  
 
Atlas Copco believes that this true. They have noticed that acting socially responsible has 
had a positive impact on all three stages of the recruitment process with the reservation that 
the company feels that they have not clearly communicated their CSR behavior so that job 
applicants know about these things, often resulting in an “aha-moment” when being 
informed. 
 
Greening and Turban (1997) states that CSR as an employee attractor uses five dimensions 
from the KLD dimension list which are employee relations, diversity, environment, 
community relations, and product issues. Backhaus et al (2002) states that companies’ 
treatment of the environment, the community, and diversity is important for prospective 
employees since it can give them some sense of self-identity and self-esteem from future 
association with an employer, employee relations and products issues are seen as less 
important for job applicants.  
 
Atlas Copco believes that prospective job applicants consider their treatment of the 
environment, product issues, and their relation to the community as the most important. 
Diversity and relation to employees are thought of as less important for Atlas Copco’s 
prospective job applicants.    
 
Backhaus et al (2002) states that it is important that companies signal prospective job 
applicants with information about the five dimensions, and those companies should think 
about what is personally relevant to them.   
 
Atlas Copco agrees with the statement that this is important but that job applicants will only 
look at their CSR behavior is Atlas Copco is not the applicants’ only employment option. The 
company uses information about their relation to its employees to attract job applicants, 
and they try to use its diverse work force and their products as well. 
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6.2 Within-Case Analysis of Boliden 

6.2.1 CSR and Company’s Competitive Advantage 

Positive impact on company image and reputation 

Weber (2008) states that CSR influence companies’ image and reputation which in return 
influences a company’s competitiveness. This is since the reputation of a company is directly 
linked to any CSR activities that a company performs. 
  
Boliden believes that this statement is true. But also that CSR can damage a company’s 
image and reputation if there is little or nothing that can prove the truth behind that 
company’s information about their CSR behavior. Boliden’s image and reputation has 
improved since starting to work with CSR, but since they only been reporting CSR for three 
years, it hard to say how much effect it has had. 
 

Cost savings 

Weber’s (2008) suggests that companies are able to achieve efficiency gains by for instance 
substitute materials during the implementation of social responsible strategy and/or improve 
contacts with certain stakeholders, and that this could result in time saving or increased 
access to capital which derives from higher sensitivity of investors of social responsibility. 
 
Boliden does not think that this suggestion is completely true. They believe that CSR is a way 
of reporting sustainability. Boliden thinks that everything can contribute to cost savings, but 
that they simply could achieve cost savings by introducing a new production system. 
 

CSR-related risk reduction or management 

Weber (2008) suggests that CSR is a mean which can help companies reduce or manage CSR-
related risks, such as avoiding negative press or costumer boycotts.  
 
Boliden agrees with this suggestion. The reason for this is because this business benefit is 
not covered in any other system, regarding suppliers, subcontractors, and how their 
customers behave. The company feels that it is important to have control over those 
matters.  
 

Revenue increases from higher sales and market share 

By engaging in CSR companies can enjoy revenue increases. And these increases can be 
achieved either indirectly via an improved brand image or directly e.g. via CSR-driven market 
or product development. (Weber, 2008) 
 
Boliden think that the impact that CSR has on sales and market share is minimal. This is 
because Boliden operates in an industry where the prices for metals is decided on the global 
market and sales are made I bulks. But Boliden believes that negative CSR could have on 
impact on sales and market share.  
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Positive impact on employee motivation, retention, and recruitment 

A company’s CSR behavior directly can affect employee motivation, retention, and 
recruitment. CSR can affect employee motivation via better working environment, or let 
employees take part in CSR activities such as volunteering programs, it can help companies 
maintain employment of valuable employees, and it can have either direct or indirect affect 
on a company’s attractiveness as employers. (Weber, 2008; Coldwell et al, 2007) 
 
Boliden partly agrees with this statement. They feel that engaging in CSR has had a positive 
impact on employee motivation and retention, as Boliden hopes that their CSR behavior 
creates a sense of pride among its employees. It is hard for Boliden to know if their CSR 
behavior has any effect on employee recruitment, as they are the largest employer in the 
communties where they have operations and have never experienced difficulties recruiting 
employees. 
 

6.2.2 CSR and Attracting Quality Work Force 

Schmidt Albinger and Freeman’ signaling theory 

CSR can affect prospective job applicants as it signals them about the working conditions at a 
company, stand for company values, and stand for company norms according to Schmidt 
Albinger and Freeman (2000).  
 
Boliden believes that this is desirable but that it is difficult to know if their CSR behavior 
affects prospective job applicants. Boliden supposes that job applicants who have 
experience from the working community are more likely to look for those kinds of signals 
than less experienced job applicants.  
 

Attraction and social identity theory 

CSR can contribute positively to the attraction of employees since it helps them identify 
themselves with positive company values (Brammer et al, 2007). 
 
Boliden believes that their CSR behavior makes it easier for job applicants to relate to them. 
But they do not believe that this can be communicated. 
 

Attraction and person-organization fit theory 

Serious job applicants will show much consideration about pursuing employment with those 
companies who match their personality, beliefs and values. Choosing the most appropriate 
company to work for, is for them as important as finding the most appropriate job. (Morley, 
2007) 
 
Boliden consider itself not to have unusual values meaning that a job applicant’s values must 
be extreme not to match theirs, but that it has happened. During the recruiting process 
Boliden looks more on an applicant’s qualifications and if that applicant is right for the job. 
Although, Boliden always investigates how an applicant thinks about security.  
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CSR dimensions and attraction 

Turban and Greening (1997) suggest that developed CSR will have a positive effect on 
potential job applicant’s pursuit of employment, probability to interview, and probability to 
accept a job offer.  
 
Boliden agrees with this suggestion. But that this depends on how they communicate their 
CSR behavior. Boliden also believes that being socially responsible attracts some applicants 
while other applicants seek other things in an employment with Boliden. 
 
Greening and Turban (1997) states that CSR as an employee attractor uses five dimensions 
from the KLD dimension list which are employee relations, diversity, environment, 
community relations, and product issues. Backhaus et al (2002) states that companies’ 
treatment of the environment, the community, and diversity is important for prospective 
employees since it can give them some sense of self-identity and self-esteem from future 
association with an employer, employee relations and products issues are seen as less 
important for job applicants.  
 
Boliden do not know which dimension is important for their prospective job applicants but 
for Boliden employee relations and the environment is the most important. Boliden does not 
think that diversity, community relations, or product issues are important for their 
prospective job applicants. 
 
Backhaus et al (2002) states that it is important that companies signal prospective job 
applicants with information about the five dimensions, and those companies should think 
about what is personally relevant to them.   
 
Boliden believe that it is important how they are perceived by prospective job applicants. 
They use their sustainability reports to inform prospective job applicants about their CSR 
behavior which presents Boliden’s norms and values. 
 

6.3 Cross-Case Analysis of Atlas Copco and Boliden 

In this section case 1 and 2 are compared in a cross case analysis. Both cases are compared 
to each other and to the theory presented in chapter two.  

6.3.1 CSR and Company’s Competitive Advantage 

The author summarizes the cross-case analysis of the first research question in an exhibit 
(Exhibit 6.1) where the theory from the conceptual framework is compared with the data 
that is derived from the two interviews in the two case studies. 
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Exhibit 6.1 Impact on competitive advantage summary 
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Impact on competitive advantage   Atlas Copco     Boliden 

 

Codes to understand the matrix: 

+/+/+  Respondent fully agrees with theory 
+/+/-  Respondent somewhat agrees with theory  
+/-/- Respondent somewhat disagrees with theory 
-/-/- Respondent does not agree with theory 
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Positive impact on company image and reputation  +/+/+  +/+/+ 

Cost savings +/+/+  +/-/- 

CSR-related risk reduction or management +/+/+  +/+/+ 
s Reduce CSR-related risks                                                                                                                 +/+/+  +/+/+ 
s Managing CSR-related risks                                                                                                             +/+/+ +/+/+ 

Revenue increases from higher sales and market share  +/+/+  +/-/- 
s Higher sales                                                                                                                                       +/+/+  +/+/- 
s Market share                                                                                                                                     +/+/+ +/-/- 

Positive impact on employee motivation, retention,  
and recruitment  +/+/+  +/+/- 

s Motivation                                                                                                                                         +/+/+ +/+/+ 
s Retention                                                                                                                                           +/+/+ +/+/+ 
s Recruitment                                                                                                                                      +/+/+ +/-/- 
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sitive impact on company image and reputation 

connection with the positive impact which CSR has on companies’ image and reputation 
 Atlas Copco and Boliden agree with each other and by doing so also agree with the 
ceptualized theory. Boliden states that their image and reputation has improved since 

rting to work with CSR and Atlas Copco considers their image to be their most important 
et. 

st savings 

can be seen on the second row in Exhibit 6.1 which concerns if CSR leads to cost savings 
as Copco fully agrees with theory while Boliden somewhat disagrees with theory. The 
son for why Atlas Copco thinks that this is the case is because CSR is believed to improve 
tact with a certain stakeholder namely ethical investment funds which is something that 

liden does not mentions this. Hence, there is a disagreement between the respondents.  

o in connection to cost savings, especially regarding if substitute materials during the 
plementation of social responsible strategy can lead to cost savings Atlas Copco agrees 
h theory whereas Boliden does not. 
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CSR-related risk reduction or management 

In connection with this theory Boliden fully agrees with it whereas Atlas Copco somewhat 
disagrees with it, which is presented on the third row in Exhibit 6.1  
 
Boliden says CSR helps them reduce CSR-related risks whereas Atlas Copco only thinks that 
this could theoretically be true. Further, Boliden thinks that this is not covered by any other 
system. Both Boliden and Atlas Copco agree with theory regarding that CSR helps them 
manage CSR-related risks. 
 

Revenue increases from higher sales and market share 

When linking this theory to Atlas Copco and Boliden one can see that Atlas Copco fully 
agrees with theory while Boliden somewhat disagrees with theory. At Atlas Copco they 
believe that CSR will lead to higher sales as it helps them develop new environmentally 
friendly products which their customer require as to Boliden who believe that this not apply 
to their particular industry 
 
Boliden is not convinced that CSR could give them increased market share which also again is 
based on their industry and that their products are sold in bulks hard to differentiate. 
Although Boliden thinks that that negative CSR could lead a decrease in market shares 
whereas Atlas Copco fully agrees with theory as their new products makes their customer 
happy and then other prospective customers wants to have the same equipment.  
 

Positive impact on employee motivation, retention, and recruitment 

In connection to this theory Atlas Copco fully agrees while Bolden only somewhat agrees.  
Atlas Copco has experienced how CSR positively affects on employee motivation, retention, 
and recruitment, and strongly believes that CSR projects such as Water for All has a positive 
effect both current and future employees whereas Boliden only believes that CSR has a 
positive impact on employee motivation and retention and they is not convinced that their 
CSR work has any effect on employee recruitment, a belief which they base on the fact that 
they are the largest employer in the communities they operate in.  
 

6.3.2 CSR and Attracting Quality Work Force 

The author summarizes his analysis of the second research question in a table (Exhibit 6.2) 
where the theory from the conceptual framework is compared with the data that is derived 
from the two interviews in this case study: 
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Exhibit 6.2 CSR attracting quality workforce summary 
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CSR attracting quality work force  Atlas Copco   Boliden 

 

Codes to understand the matrix: 

+/+/+  Respondent fully agrees with theory 
+/+/-  Respondent somewhat agrees with theory  
+/-/- Respondent somewhat disagrees with theory 
-/-/- Respondent does not agree with theory 
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 c
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Attraction and signaling theory +/-/- +/-/- 
s Act as a signal about the working conditions at a company                                                    +/-/- +/-/- 
s Stand for company values                                                                                                              +/-/-  +/-/- 
s Stand for company norms                                                                                                              +/-/-  +/-/- 

Attraction and social Identity Theory +/+/- +/+/- 

Attraction and person-organization fit theory +/+/- +/-/- 

CSR dimensions and attraction +/+/- +/-/- 
s CSR positive effect on three stages of recruitment                                                                    +/+/+                             +/+/- 
s Important dimensions of CSR to prospective employees                                                          +/+/- +/-/- 

1. The environment                                                                                                                    +/+/+    +/+/+ 
2. Community relations                                                                                                              +/+/+   -/-/- 
3. Diversity                                                                                                                                  -/-/-   -/-/- 

s Signal prospective job applicants about CSR dimension                                                            +/+/+     +/+/+ 
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midt Albinger and Freeman’s signaling theory 

onnection to this theory Atlas Copco and Boliden are in congruence and somewhat 
grees with theory. Atlas Copco does not believe that prospective job applicants are 
re of their CSR before becoming employees with them as to Boliden who supposes that 
be job applicants with experience from the working life could understand how to look 

those signals, but that it is not likely that less experienced job applicants can do that.  

action and social identity theory 

en linking this theory to the cases Boliden agrees with Atlas Copco regarding that CSR 
es it easier for job applicants to them. At Atlas Copco they believe that this is because of 

ir CSR activities and the value adding effects that CSR has on their products and if job 
licants could see this it would be easier to relate to them which Boliden goes along with 
ng that although this is desirable it is difficult to communicate externally.         

action and person-organization fit theory 

s Copco somewhat agrees with this theory whereas Boliden somewhat disagrees with 
 theory since they consider themselves not to have any extreme values which job 
licant would have a hard time agreeing with. As for Atlas Copco, they supposed that job 
licants pursue employment with them if their own personality matches theirs.  
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Boliden think that it is more important to look at job qualifications when recruiting, and 
Atlas Copco somewhat agrees with this since they find it difficult whether prospective job 
applicants outspoken values and norms are their own or if they are influenced by the short 
term goal to get employed.  
 

CSR dimensions and attraction 

Atlas Copco somewhat agrees whit this theory whereas Boliden only somewhat disagrees 
with theory. In connection to this theory Boliden think that although CSR might attract some 
job applicants many other seek employment there for other reasons as to Atlas Copco who 
has noticed that this could be true. Boliden and Atlas Copco are in congruence with each 
other regarding that the effect depends on how the CSR dimension are communicated to 
prospective job applicants. 
 
In connection the theory which states that the most important CSR dimensions for 
prospective job applicants are the environment, community relations, and diversity Atlas 
Copco and Boliden is in congruence with theory as they both think that prospective job 
applicants find how they treat the environment to be important. Atlas Copco is in further 
congruence with theory when believing that job applicants think that their relation to the 
community is important as to Boliden who believe that employee relations are seen as more 
important for job applicants. Theory further suggests that job applicants also believe that 
the diversity at a company is an important CSR dimension which Atlas Copco disagrees with 
as they believe that product issues are more important. Boliden on the other hand think that 
neither diversity, community relations, nor product issues are important for job applicants 
while Atlas Copco further believes that job applicants does not consider their relation its 
employees to be important.   
 
Theory states that it is important that companies signal prospective job applicants with 
information regarding these CSR dimension as a way to attract them and in congruence with 
each other. Atlas Copco signal prospective job applicants with information about their 
relation employees and are trying signal information about their diverse work force and 
product issues as well while Boliden does this by signaling prospective job applicants by via 
their sustainability reports. 
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7 FINDINGS AND CONCLUSIONS 

In this chapter the author presents the findings of the study, answers the two research 
questions posed in chapter one, and offers specific conclusions. Furthermore, implications for 
management, and recommendations for future research are presented. 
 

7.1 How can the impact of CSR on company’s competitive advantage 
be described? 

In conducting this study the author gained some insight regarding the impact of CSR on 
Swedish companies’ competitive advantage. Concerning the five main business benefits 
from CSR outlined by Weber (2008), the following findings can be presented:  
 
The positive impact of CSR on company’s image and reputation holds true for Swedish 
multinationals companies. Image is seen as an important asset and is something that affects 
all the other business benefits. Swedish companies have seen that engaging in CSR has 
resulted in a positive increase for their image and reputation and are also fully aware of the 
negative effects if they are indifferent to CSR.     
 
The statement that CSR could lead to cost savings was investigated. It was found there is a 
disagreement between Swedish companies: the opinions range from that the statement is 
completely true to that that it is somewhat wrong.  
 
Swedish companies are of the opinion think that CSR can help them manage CSR-related 
risks as it gives them a decided, constructive way to handle CSR-related risks as well as to 
reduce CSR-related risks as this is not covered by any other business function.  
 
As to whether CSR could lead to revenue increases from higher sales and higher market 
share it was found that there is dissimilarity in opinion among Swedish companies. One of 
the cases, Atlas Copco, fully agrees with theory as CSR helps them develop more 
environmental friendly products with leads to higher sales and an increase in market share. 
The other case, Boliden, does not agree with the theory as CSR is not believed to affect their 
sales or market share as they believe to be more influenced by factors related to the metal 
supplying industry.  
 
CSR is believed to provide advantage for employee motivation, retention, and recruitment. 
Findings show that Swedish companies believe that CSR has a positive impact on employee 
motivation and retention. But it was also found that there is a disagreement regarding if CSR 
has any affect on employee recruitment. The disagreement is founded on the fact that some 
Swedish companies are sometime the largest employers in some communities.  
 
To sum up, the following specific conclusions concerning research question (RQ) 1 can be 
outlined: 
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s CSR has a positive impact on Swedish companies image and reputation, which 
they consider highly valuable assets; 

s CSR will help Swedish companies to reduce CSR-related risks;  
s Swedish companies believe that CSR will have a positive effect on employee 

motivation and retention but not necessarily on employee recruitment; 
s Whether CSR could lead to cost savings or increased revenue or market share is 

primarily industry-specific; 
 

7.2 How can the ways in which companies use CSR to attract quality 
work force be described?   

Concerning how companies can use CSR to attract a quality work force a vast amount of 
theory (attraction and signaling theory, attraction and social identity theory, attraction and 
person-organization fit theory, and CSR dimensions and attraction) on how companies could 
affect prospective job applicants and what those job applicants thinks is important in an 
employer, regarding CSR.  
 
Theory suggested that CSR could signal prospective job applicants about the working 
conditions at a company, stand for company values, and stand for company norms. Findings 
show that Swedish companies are not sure that job applicants are aware of their CSR 
behavior. Job applicants with working experience are seen as more likely to take notice of 
those signals. Otherwise, it is believed that when an applicant becomes an employee of the 
company then he/she becomes aware of Swedish companies’ CSR behavior.  
 
Furthermore, theory stated that CSR can help prospective job applicants identify themselves 
with positive company values. This research found that Swedish companies believe that job 
applicants further can identify with them if they can communicate their CSR. This study 
further found that Swedish companies do not necessarily think that job applicants’ value’s 
are of importance.  
 
Findings show that Swedish companies consider themselves not have values which job 
applicants will not have difficulty identifying with.  Further job applicants’ qualifications are 
solely important. This study further found that Swedish companies find it difficult to 
investigate job applicants’ values, as they are likely to be influenced by the short-term goal 
to be employed.  
 
This study has found that Swedish companies believe in the suggestion made in the theory 
that having a developed CSR will an impact prospective job applicant’s pursuit of 
employment, probability to interview, and probability to accept a job offer. In connection 
they are also aware of the negative effects if they are indifferent to CSR.  
 
Swedish companies have witnessed results regarding the impact of CSR on recruitment, but 
still are of the opinion that other factors such as location is of more importance. 
Furthermore, theory stated that some CSR dimension is more important for job applicants 
then others. This study also found that Swedish companies does not necessarily of the same 
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opinion as the theory regarding which CSR dimension that is important for job applicants. 
One of the cases, Boliden somewhat disagrees with the theory and are only in congruence 
concerning the environment dimension. The other case, Atlas Copco, further agrees with the 
theory as the further believe that community relations are important for job applicants. The 
dissimilarities in opinion among Swedish companies are influenced by different industry 
participation.  
 
Findings show that Swedish companies use information regarding chosen dimensions as an 
effort to attract employees. Furthermore, Swedish companies do not know what their 
prospective job applicants care about, which could make such efforts pointless. 
 
Based on the findings, the following specific conclusions regarding research questions (RQ) 2 
can be outlined: 
 

s Developed CSR has positive impact on Swedish companies’ job applicants 
pursuit of employment, probability to interview, and to accept job offers; 

s CSR helps job applicants to identify themselves with Swedish companies, but is 
not necessarily aware of CSR activities; 

s Swedish companies believe that job qualifications is more important than 
applicants’ values; 

s Swedish companies use information about CSR dimensions to attract job 
applicants, but are not informed regarding which dimensions job applicants find 
important; 

s Usually matching the Swedish companies’ values and Swedish applicants’ 
values is not an issue simply due to the fact that neither side hold extreme 
values. 

 

7.3 Implications and Recommendations 

Based on what was found in this study, this section provides the implications for theory and 
practitioners as well as for future researchers.  
 

7.3.1 Implications for Practitioners 

This thesis has investigated two Swedish companies’ success in gaining competitive 
advantage for attracting talented work force through corporate social responsibility. Hence 
the managerial implications will concern management of CSR.  
 
It is of great importance that managers start to realize the importance of CSR for their 
company’s competitive advantage. Boliden should involve CSR into more parts of the 
company, as Atlas Copco already has done. Management should further investigate what job 
applicants think is important dimension of CSR, and further develop their signalling of such 
information.  
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The author believes that management should use CSR as follows: 
 

s Integrate CSR into every part of a company; it should be a part of how you think 
not a separate activity. 

s Think in terms of how CSR can help you differentiate your company from your 
competitors. Even if your products are pretty much similar. 

s The companies should look into how to communicate CSR to each stakeholder 
group.  

s Use CSR to attract employees. 
s Always keep in mind that if you make a statement about your CSR, you must 

always be able to “back it up”!  
 

7.3.2 Recommendations for Future Research 

These findings and research is not generalizable for CSR attracting a quality work force or for 
other CSR benefits. The author focused on the two well-known Swedish MNCs; Atlas Copco 
and Boliden and this makes the findings in this study only valid towards these companies. 
The author of this study recommends that further research should be conducted on a larger 
sample of Swedish companies to justify generalizations. 
 
When working with this thesis, several issues has come up that the author of this study 
believes could be subjects for future research. These are: 
 

s Further research on CSR as an employee attractor 
s The relationship between CSR benefits and financial benefits 
s Further research on the business benefits from CSR 
s Job applicants’ perceived value 
s The effect of CSR on the relationship with all stakeholder groups 
s Difference in CSR as a employee attractor between different industries 
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APPENDIX A 
 
Interview Guide – English Version 
 

ü Name of Respondent 
ü Position of the respondent 
ü Period of time in that position 

 
1. Could you explain the history and background to CSR in your company and how it has 

developed over the years and what lesson you might have learned, and what 
experiences you have gained. 

There are five main benefits from companies’ CSR. Positive impact on company image and 
reputation, cost savings, CSR-related risk reduction or management, revenue increases from 
higher sales and market share, and positive impact on employee motivation, retention, and 
recruitment. 
 
2. Do you feel that engaging in CSR has positively affecting your company’s reputation 

and/or image? 
 

3. Have you experienced effects such as time savings or increased access to capital due to 
your CSR engagement? 

 
4. Do you think that CSR can help your company reduce risks regarding socially responsible 

matters or help your company manage CSR-related risks?  

 
5. Have you noticed, or been able to connect, any revenue increases from higher sales and 

higher market shares which derive specifically from CSR? 
 

6. Have you noticed if CSR have had a positive impact on human resource activities such as 
employee motivation, retention, and recruitment? 

 
7. I would like for you to rank the benefits. Which is the most important for your company, 

and which one is the least important?  
 

____ Positive impact on company image and reputation 
____ Cost savings 
____ CSR-related risk reduction or management 
____ Revenue increases from 
____ Positive impact on employee motivation, retention, and recruitment 
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8. What are your initial thoughts about the fact that some researchers suggest that acting 

responsibly can increase your company’s ability to attract employees? 
 

9. Do you think that information about your socially responsible behavior can influence 
prospective job applicants as it signals about working conditions, and company norms 
and values? 

 
10. Do you feel that your company’s identity, which your socially responsible behavior 

affects, helps job applicants to identify themselves with your company?  
 

11. Do you believe that it is important that the job applicant’s value should match your 
company’s values? Do you think that this is important for the job applicants? 
 

12. Theory  suggests that good social responsible behavior will have a positive effects on 
companies in three areas of recruitment: 
 
ü Potential job applicant’s pursuit of employment 
ü Probability to interview for employment 
ü Probability to accept a job offer 

What are your thoughts regarding this? Do you agree? 
 

13. There are five dimensions of CSP that are used in management research on CSP and its 
effects on employee attraction. Which is the most important for your prospective job 
applicants? 
 
____ Employee relations 
____ Diversity  
____ Environment 
____ Community Relations 
____ Product issues  
 
Why do you think that is? Does the importance vary depending on who the applicants 
are? (Women, men, race etc.) 
 

14. Do you think that it is important how prospective job applicants perceive your 
company?  
 

15. Does your company use information about its’ socially responsible activities, concerning 
those five dimensions, to attract job applicants? 
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16. Do you have anything that you would like to add concerning the business benefits that 
come from CSR, and especially regarding CSP as an employee attractor? 
 

17. Do you have anything else that you would like to add concerning this interview?
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APPENDIX B 
 
Intervjuguide – Svensk version 
 

ü Respondentens namn 
ü Respondentens position 
ü Tidsperiod på den positionen 

 
1. Kan du förklara bakgrunden och historian bakom CSR i ert företag och hur den har 

utvecklats genom åren och vad Ni har lärt Er och vilka erfarenheter Ni har fått. 

Det finns fem huvudsakliga fördelar som företag kan få via CSR; positiv påverkan på 
företags image och rykte, kostnadsminimeringar, minskningar eller hanterande av CSR 
relaterade risker, ökade inkomster via högre försäljning eller större marknadsandelar, 
och positiv inverkan på personal frågor så som motivation, kvarhållande och rekrytering 
av anställda.  
 
2. Tycker Ni att genom att engagera Er i CSR har haft en inverkan på Ert företags image 

och/eller rykte 
  

3. Har Ni upplevt effekter som tidsbesparingar eller ökad tillgång till kapital som kan 
härledas till ert CSR engagemang?   

 
4. Tror ni att CSR kan hjälpa ert företag att minska risker angående socialt 

ansvarstagande frågor eller hjälpa er hantera CSR relaterade risker?  
 

5. Har ni kunnat upptäcka, och koppla samman, några inkomstökningar som har 
kommit från högre försäljning eller större marknadsandelar som har sitt ursprung i 
era CSR aktiviteter?   

 
6. Har ni kunnat uppmärksamma om CSR har haft någon positiv inverkan på personal 

frågor så som motivation för anställda, kvarhållande av anställda, eller rekrytering 
av anställda? 

 
7. Rangordna de fem fördelar som CSR medför till företag, enligt vilka fördelar som Ni 

tycker är viktigast för ert företag och vilka som är mindre viktiga. 
 
____ Positiv påverkan på företags image och rykte 
____ Kostnadsminimeringar 
____ Minskningar eller hanterande av CSR relaterade risker 
____ Ökade inkomster via högre försäljning eller större marknadsandelar  
____ Positiv inverkan på personal frågor så som motivation, kvarhållande och  
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        rekrytering av anställda 
 

8. Vad är era första tankar angående det faktum att det många forskare anser att 
socialt ansvarstagande agerande ger Ert företag får en ökad förmåga att attrahera 
anställda? 
 

9. Tror Ni att information om ert företags socialt ansvarstagande agerande kan 
påverka potentiella jobbsökande genom att sådan information signalerar 
jobbsökande om Era arbetsförhållanden, företagsnormer, och företagsvärderingar? 

 
10. Tror Ni att ert företags identitet, som är påverkad av ert social ansvarstagande 

agerande, kan hjälpa jobbsökande att lättare identifiera sig med ert företag? 
 
11. Tycker Ni att det är viktigt att en jobbsökandes värderingar matchar ert företags 

värderingar? Tror Ni att jobbsökande tycker att en sådan ”matchning” är viktigt? 
 

12. Teori föreslår att social ansvarstagande beteende har en positiv påverkan på tre 
områden av företags rekrytering av anställda:  

 
ü Den potentiella jobbsökandens strävan för anställning 
ü Sannolikheten att jobbsökande önskar få en anställningsintervju 
ü Sannolikheten att jobbsökande accepterar erbjudande av tjänst 

Vad har Ni för tankar angående detta påstående? Håller Ni med? 
 
13. Det finns fem aspekter av CSP som används i forskning om dessa prestationer och 

dess effekt på attraktionen av anställda.  Vilka aspekter är viktigast för Era 
jobbsökande? 

 
____ Relation med anställda 
____ Mångfald 
____ Miljö 
____ Relation med samhället 
____ Produktutförande  

Varför tror att det är så? Kan det bero på vem som är jobbsökande? (Kvinna, Man, 
Etniskt ursprung?) 

 
14. Tycker Ni att det viktigt hur potentiella jobbsökande uppfattar ert företag?  

 
15. Använder sig ert företag av information angående någon av de ovan nämnda 

aspekter av social ansvarstagande prestationer, för att attrahera jobbsökande? 
 

16. Finns det något som Ni skulle vilja tillägga gällande de fördelar som företag får med 
CSR, och då speciellt gällande attraherandet av jobbansökare? 
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17. Är det något annat som Ni vill tillägga gällande denna intervju? 
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