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Abstract 
 
Corporate social responsibility (CSR) is a fast growing topic in the modern business world. 
Especially university students and young professionals consider corporate social 
responsibility as an important factor to consider regarding their buying behavior and the 
choice of possible employers. Various studies have shown that national culture is influencing 
the perception of corporate social responsibility. When considering the 6 dimensions of 
Hofstede, there are parallels between cultural features and the perception of CSR of 
individuals. This study in particular describes the connection between the cultural background 
and the perception of CSR of Swedish and German university students, born in the years 
between 1979 and 2001. 
 
The deductive research was implemented with focus group interviews of each two German 
and Swedish groups divided by gender, and a preparing pre questionnaire form. Three 
research questions regarding culture, corporate social responsibility and the connection 
between both were formulated. They structure the thesis and lead to an outcome of the study 
which has shown that corporate social responsibility and culture are connected to each other. 
The fact that cultural differences can be used to explain different perceptions of corporate 
social responsibility is an important indicator of the influence of cultural values on the 
perception of corporate social responsibility. 
	
 
Keywords: 
Corporate Social Responsibility, National Culture, Generation Y 
  



	 4	

Table of Content 

CHAPTER	1:	INTRODUCTION	.....................................................................................................................	6	
1.1. BACKGROUND	............................................................................................................................................	6	
1.2. PROBLEM DISCUSSION	.............................................................................................................................	7	
1.3. RESEARCH PURPOSE	.................................................................................................................................	8	
1.4. DELIMITATIONS	.........................................................................................................................................	9	
1.5. OUTLINE OF THE THESIS	..........................................................................................................................	9	

CHAPTER	2:	LITERATURE	REVIEW	........................................................................................................	10	
2.1. CORPORATE SOCIAL RESPONSIBILITY	...............................................................................................	10	
2.1.1. DEFINING CORPORATE SOCIAL RESPONSIBILITY	........................................................................................	10	
2.1.2. DIFFERENT VIEWS OF CONCEPT OF CORPORATE SOCIAL RESPONSIBILITY	.........................................	10	
2.1.3. THE MEANING OF CORPORATE CITIZENSHIP	...................................................................................................	12	
2.1.4. BUSINESS ETHICS	....................................................................................................................................................	13	
2.2. CULTURE	...................................................................................................................................................	14	
2.2.1. THE DEFINITION OF CULTURE	.............................................................................................................................	14	
2.2.2.NATIONAL CULTURE AND NATIONAL IDENTITY	...........................................................................................	14	
2.2.3. THE CONNECTION BETWEEN ORGANIZATIONAL AND NATIONAL CULTURE	........................................	15	
2.2.4. CLASSIFYING CULTURES	.......................................................................................................................................	15	
2.2.5. CULTURE AS A PART OF MENTAL PROGRAMMING	......................................................................................	17	
2.2.6. GERMANY AND SWEDEN: A CULTURAL COMPARISON	...............................................................................	18	
2.2.6.1. The six dimensions of Hofstede	.....................................................................................................................	18	
2.2.6.2. Power Distance	....................................................................................................................................................	19	
2.2.6.3. Collectivism Vs. Individualism	......................................................................................................................	20	
2.2.6.4. Masculinity vs. Femininity	..............................................................................................................................	22	
2.2.6.5. Uncertainty Avoidance	.....................................................................................................................................	23	
2.2.6.6. Long term vs. short term orientation	............................................................................................................	24	
2.2.6.7. Indulgence vs. restraint	.....................................................................................................................................	25	
2.2.6.8. Critique and Limits of the Hofstede dimensions	......................................................................................	26	
2.3. CULTURE AND CORPORATE SOCIAL RESPONSIBILITY	....................................................................	26	
2.3.1. Cross cultural ethics model and manager’s behavior	.................................................................................	28	
2.3.2. Other influences on the perception of corporate social responsibility	..................................................	29	
2.4. CONCEPTUAL FRAMEWORK	.................................................................................................................	30	

CHAPTER	3:	METHODOLOGY	...................................................................................................................	32	
3.1. RESEARCH PURPOSE	...............................................................................................................................	32	
3.2. RESEARCH APPROACH	...........................................................................................................................	32	
3.3. RESEARCH STRATEGY	............................................................................................................................	33	
3.4. DATA COLLECTION METHOD	................................................................................................................	34	
3.4.1. FOCUS GROUPS	.........................................................................................................................................................	34	
3.5. SELECTION AND IMPLEMENTATION	....................................................................................................	35	
3.6. DATA ANALYSIS	.......................................................................................................................................	36	
3.7. VALIDITY AND RELIABILITY	.................................................................................................................	37	
3.8. ETHICALLY RESPONSIBLE RESEARCH	................................................................................................	38	

CHAPTER	4:	DATA	PRESENTATION	.......................................................................................................	39	
4.1. PRE QUESTIONNAIRE	.............................................................................................................................	39	
4.2. FOCUS GROUPS	........................................................................................................................................	42	
4.2.1. CULTURE AND IDENTITY	......................................................................................................................................	42	
4.2.2. CORPORATE SOCIAL RESPONSIBILITY	.............................................................................................................	45	

CHAPTER	5:	DATA	ANALYSIS	...................................................................................................................	51	



	 5	

5.1. RESEARCH QUESTION 1: HOW DO GERMAN AND SWEDISH UNIVERSITY STUDENTS DESCRIBE 
THEIR NATIONAL CULTURE?	........................................................................................................................	51	
5.2. RESEARCH QUESTION TWO: HOW CAN SWEDISH AND GERMAN UNIVERSITY’S ATTITUDES 
TOWARDS CORPORATE SOCIAL RESPONSIBILITY BE DESCRIBED?	........................................................	54	
5.3. RESEARCH QUESTION THREE: HOW DO CULTURAL VALUES AND NATIONAL IDENTITY 
INFLUENCE THE PERCEPTION OF CORPORATE SOCIAL RESPONSIBILITY OF GERMAN AND SWEDISH 
UNIVERSITY STUDENTS?	................................................................................................................................	58	

CHAPTER	6:	CONCLUSION	.........................................................................................................................	62	
6.1. FINDINGS	...................................................................................................................................................	62	
6.2. IMPLEMENTATION AND FUTURE RESEARCH	.....................................................................................	64	

REFERENCES	..................................................................................................................................................	65	

APPENDIX	1:	INTERVIEW	GUIDELINE	...................................................................................................	68	

APPENDIX	2:	LIST	OF	PARTICIPANTS	...................................................................................................	70	

APPENDIX	3:	PRE	QUESTIONNAIRE	.......................................................................................................	71	
	
	
Table of Figures 
	
FIGURE	1	:		VALUE	PERCEPTION	................................................................................................................................................................	7	
FIGURE	2:	THESIS	OUTLINE	........................................................................................................................................................................	9	
FIGURE	3		THE	PYRAMID	OF	CORPORATE	SOCIAL	RESPONSIBILITY	(CARROLL,	1991)	.................................................................	12	
FIGURE	4	THE	FOUR	FACES	OF	CORPORATE	CITIZENSHIP	(CARROLL,	1998)	..................................................................................	13	
FIGURE	5	VALUES	OF	BUSINESS	ETHICS	(SUMMARIZED	FROM	TROUNG,	NGUYEN,	2016)	...........................................................	14	
FIGURE	6:	OCEAN	MODEL,	(HOFSTEDE,	2005)	.................................................................................................................................	15	
FIGURE	7	THE	THREE	LEVELS	OF	UNIQUENESS	IN	MENTAL	PROGRAMMING	(HOFSTEDE,	2005)	.................................................	18	
FIGURE	8	HOFESDE’S	6	DIMENSIONS	ON	A	100	POINT	SCALE	(JEFFREY	FOSTER)	..........................................................................	18	
FIGURE	9	GERMANY	AND	SWEDEN	IN	COMPARISON	(HOFSTEDE	INSTITUTE)	.................................................................................	19	
FIGURE	10	OWEN’S	MODEL	(OWEN,	1983)	.........................................................................................................................................	28	
FIGURE	11	:	THE	RELATIONSHIP	AMONG	ENVIRONMENT,	VALUES	AND	MANAGER’S	ETHIC	(NAPIER,	WINES,	1992)	.............	29	
FIGURE	12	CONCEPTUAL	FRAMEWORK	..................................................................................................................................................	30	
FIGURE	13	THE	CONDUCT	OF	APPLIED	RESEARCH	(YIN,	2009)	........................................................................................................	33	
 	



	 6	

Chapter 1: Introduction 
 
This chapter presents the topic of the thesis and encloses the problem discussion. In addition 
the research purpose and the limitations will be defined. Besides that, the outline will guide 
through the thesis. 
 

1.1. Background 
 
As Hofstede, who has developed the concept of the broadly applied five dimensions of 
national culture, once said“ Every person carries with him- or herself patterns of thinking, 
feeling and potential acting that were learned throughout a person’s lifetime”. With this 
quote Hofstede defines his perception of the term of culture and its influence on an individual. 
Culture can be described as mental programing which influences the decision making, 
attitude, ethical values and intended behavior of individuals. The source of this so called 
mental programming is deeply entrenched in the social environment an individual is 
surrounded by. The term culture is often used together with the terms of nations, ethnic 
groups and organization. National culture is a shared set of values, beliefs and attitudes 
among the inhabitants of country. (Hofstede, 2005) Corporate social responsibility is one 
topic where the perception can vary depending on the cultural influence of different countries, 
subcultures and individual values.  (Kim & Kim, 2010) 
 
Corporate social responsibility (CSR) is a growing topic in the modern business world and 
can be defined as a company’s will to dedicate its decision making to the wellbeing of the 
society it is surrounded by. The pressure of consumers and employees on companies to take 
part in national and international corporate social responsibility programs in increasing world 
wide. (Pohl, 2006) The elements of CSR are primarily human rights, political justice and 
environmental issues. Commitment to CSR can be shown to customers and other stakeholders 
in many different ways such as marketing actions and public relation strategies as well as the 
engagement in charity programs. Committing to corporate social responsibility can lead to a 
competitive advantage for an organization. According to Keegan and Green the perception of 
CSR of the generation Y as consumers and employees is strongly influencing the commitment 
of companies all around the world. (Keegan & Green, 2013) 
 
As already described earlier the perception of corporate social responsibility is depending on 
various aspects of culture and cultural values. (Kim & Kim, 2010) Corporate social 
responsibility reflects a company’s whole culture and its values, beliefs and attitudes towards 
ethical issues. It is deeply influenced by the decision making of individuals surrounding the 
organization as managers, employees and consumers. Therefore, cultural influence plays an 
important role for the perception of CSR. (Pohl, 2006 )  A common term within corporate 
social responsibility is the concept of corporate citizenship. Corporate citizenship describes a 
company as a member of society whose actions refer to both profitability and philanthropy.  
(McEachern, 2015) According to Davenport it is important to keep stakeholder such as 
customers committed to the purpose of corporate social responsibility. (Davenport, 2000) 
Therefore, Corporate Social Responsibility can be seen as the key to mutually beneficial 
relationships between companies, their customers, and society. Culture is also an influencing 
factor on companies’ ethical decision making since ethical sensitivity and actual practices are 
closely related. This relation is due to the cultural mindset of decision making individuals and 
the pressure of consumers. (Kim & Kim, 2010) 
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The generation Y, also described by the term Millennials, is defined as people being born 
between 1979 and 2001. (McGlone, McGlone & Spain, 2011) This generation is known for 
being more concerned about making a change for the world than any other generation before. 
Therefore, corporate social responsibility plays an important role when evaluating a company 
as a consumer or employee. (McGlone et. al., 2011 )  The following parts of the thesis 
analyze how cultural values influence an individual’s perception of corporate social 
responsibility from the viewpoint of German and Swedish University students. 
 
 

1.2. Problem Discussion 
 
Previous research has found correlations between the perception of corporate social 
responsibility and cultural values such as Kim and Kim (2010), Nguyen and Truong (2016) 
and Christie et. al. (2003). Besides other aspects such as financial background, education and 
personal preferences, the influence of national culture on individual values influences their 
attitudes, behaviors, and decision making. (Hofstede, 2005) 
 
Specifically when using the five Hofstede dimensions, research has shown that there are links 
between a culture’s characteristics and the perception of individuals on CSR. (Kim & Kim, 
2010) Starting from the base of cultural values and their influence on an individual’s values, 
the paper will focus on the deduction of the perception of Corporate Social Responsibility. 
The graphic below shows the deduction of cultural values on individual values and the 
perception of CSR. However, there is no specific research on differences of the perception of 
corporate social responsibility between Germany and Sweden. According to Truong and 
Nguyen (2016) cultural values influence individual values and the perception of certain topics 
and issues such as corporate social responsibility. 
 

	
Figure	1	:		Value	Perception	(adapted	from	Nguyen,	Truong	2016)	

 
Ethical values influence the decision making and value perception of individuals which leads 
to a certain behavior and attitude towards a company or brand. (Nguyen & Troung, 2016) 
Hofstede defined culture as a programming of the mind that influences the decision making of 
individuals. Hofstede’s culture dimensions include individualism/collectivism, 
masculinity/femininity,  uncertainty avoidance, power distance, and short/ long term 
orientation, are used to differentiate cultures from each other. A comparative study between 
India, the USA and Korea has shown that the cultural dimensions influence the perception of 
corporate social responsibility of individuals-. There are parallels between the attributes of a 
national culture and the perception of CSR of individuals. (Christie, Kwon, Stoeberl & 
Baumhart, 2003.) According to Christie et. A. masculinity, high power distance, and 
collectivism seem to influence the importance of CSR for individuals as consumers or 
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managers negatively. High individuality, long-term orientation, low power distance, and 
uncertainty- avoidance appear to have a positive impact. (Christie et. al, 2003.) The question 
here is how strong the two cultures of Sweden and Germany differ from each other, and how 
much these differences might influence the view of CSR for individuals. According to 
Hofstede (2005), main cultural differences lie in the factors of masculinity, uncertainty 
avoidance, and long term orientation. Similarities were seen in an equal level of individualism 
and power distance. According to both researches, Christie et. al. (2003) and Truong and 
Nguyen (2016) masculinity has a negative influence on the perception of corporate social 
responsibility while femininity influences perception in a positive way. Besides these factors 
the contrary in uncertainty avoidance can build a difference in the perception of CSR as well. 
(Christie et. al. 2003) 
 
However, globalization and modern technology  have weakened the identification of young 
people with their traditions and national culture. This is due to the influence of mass media 
and migration (Ladhari, Soiden & Choi, 2015). 
 
While analyzing cultural differences between the two cultures, it is important to find out if 
national culture is still an indicator of the perception of CSR and business ethics for  
generation Y. When analyzing culture and the impact of national culture on the behavior and 
decision making of generation Y two important factors have to be considered: the 
heterogeneity of culture within a nation and the stabilization of culture within time. (Tung, 
2008) These criticism of the concept of national culture and globalization  influence the 
values of individuals and decreases the importance of national culture (Craig & Douglas, 
2016) According to studies, Millennials have a more positive perception of CSR and take it as 
an influencing factor on their decision making as consumers and employees. (McGlone et al., 
2011) From an employer’s perspective, corporate social responsibility plays an important role 
for the generation Y as employees and managers. (Keegan & Green, 2015) 
 
As mentioned earlier, corporate social responsibility is an emerging topic in marketing and 
public relations. Corporate social responsibility plays an important role in marketing when 
addressing younger generations including the generation Y. (Keegan & Green, 2013)  
 
Taking everything into consideration there is only a small amount of research on the influence 
of cultural values on the perception of CSR among the generation Y in highly developed 
countries. Previous research that has focused on culture was independent from specific 
generations, but rather focused on the country as a whole. 
	

1.3. Research Purpose 
	
Based on the problem discussion above, the purpose of this thesis is to clarify similarities and 
differences between the perception of corporate social responsibility of German and Swedish 
university students. Furthermore, it will analyze the influence of cultural values and national 
identity on the perception of CSR. Taking this into consideration, three research questions 
have been extracted: 
 
RQ1: “How do Swedish and German university students describe their national culture?” 
 
RQ2: “How can Swedish and German university students’ attitudes towards corporate social 
responsibility be described?”  
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RQ3: “How do cultural values and national identity influence the perception of corporate 
social responsibility of German and Swedish University students?” 

1.4. Delimitations 
	
The study is only focusing on German and Swedish Millennials between the ages of 18-30. 
The data collection will take place at the Technical University of Luleå among Swedish and 
German students. There will be no further research on other factors than cultural values. 
 

1.5. Outline of the thesis 
 
This section outlines the chapters of the thesis and describe them shortly to create a better 
understanding of the research work. 
 

	
Figure	2:	Thesis	Outline 

 
 
The introduction chapter introduces the topic and give background information to create 
understanding towards the issue. The problem is discussed and the purpose of the research is 
defined in the first chapter. The introduction chapter also delimitates the thesis work to its 
main topic. In the second chapter, theories and models regarding culture and corporate social 
responsibility are analyzed. The methodology chapter describes the different tools of research 
used for data collection within the research. In chapter four, the empirical data that was 
collected to answer the research question is presented and analyzed in the following chapters. 
The last chapter gives a final conclusion of the literature review and the data analysis and 
answer the research questions. 
 
 
 
 
 

Chapter 1 •  Introduction 

Chapter 2 •  Literature Review 

Chapter 3 •  Methodology 

Chapter 4 •  Empirical Data 

Chapter 5 •  Data Analysis 

Chapter 6 •  Conclusion 
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Chapter 2: Literature Review 
	
This chapter presents various theories regarding culture, corporate social responsibility and 
the correlation between culture and corporate social responsibility. The most relevant 
theories and studies will be summed up in the conceptual framework at the end of the chapter. 
 

2.1. Corporate Social Responsibility 
	

2.1.1. Defining Corporate Social Responsibility 

Corporate Social Responsibility can be defined in many different ways, because its perception 
varies highly depending on the point of view it is looked at. It can be seen as simply obeying 
the laws and regulations but also as a company’s responsibility for the well being of society 
and the following ethical rules (Garriga & Mele, 2004) The Cambridge dictionary defines 
corporate social responsibility shortly as the idea of being interested and willing to help 
society and environment while being concerned about the product and profitability. 
(Cambridge Dictionary, 2016).  

Another definition, created by Friedman, is that corporate social responsibility describes the 
maximization of shareholder profit while staying within the “legal framework and ethical 
custom of the country“. (Friedman, 1970) Keegan and Green defined the concept of CSR as 
the obligation of companies to set and pursue their goals in the interest of society. An 
important factor in the implication of CSR is that managers actively practice and preach the 
concept. (Keegan & Green, 2013)  

Corporate Social Responsibility is a growing issue in the modern business world and can be 
defined as a company’s will to make decisions that are best for society. The pressure of 
consumers on companies to take part in national and international corporate social 
responsibility programs is increasing. (Pohl, 2006) The issues of CSR consist of human 
rights, political and environmental issues. CSR is directly connected to Stakeholder 
management, including the general business community, local communities and 
nongovernmental organizations.  (Keegan & Green 2013) 
 

2.1.2. Different views of concept of Corporate Social Responsibility 

A group of different theories defines and uses the word corporate social responsibility 
differently. One way to describe and use corporate social responsibility is as an instrumental 
tool to create profit, wealth and stakeholder value. The definition from Friedman describes the 
coexistence of ethical and legal obedience and profit making. Besides increasing shareholder 
value, CSR can also be seen as a tool to gain competitive advantage. To profit from the 
competitive advantage companies work with the tool of cause-related marketing and human 
interaction. (Garriga & Mele, 2004) 
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Other theories see CSR as a political subject, which means businesses focus on a responsible 
use of economical power in order to influence political decision in the name of society. A part 
of the political approach is the concepts of corporate citizenship, social contract and corporate 
constitutionalism. (Garriga & Mele, 2004) 

The third way to look at CSR is from an integrative perspective. This means that a company’s  
aim is to integrate social demands into the organization’s strategy and operations. Taking this 
into consideration, corporate social responsibility is not only seen as the coexistence of 
society and the organization but as a mutual benefit created by actions. Actions can be taken 
towards current issues, in form of stakeholder management or by legitimating actions with the 
theory of corporate social performance. (Garriga & Mele, 2004) 

The fourth and last form of CSR perception is summed up under the term of ethical 
perception. Organizations focus on obeying ethical rules given by society. (Garriga & Mele, 
2004) One way of ethical CSR is the concept of normative stakeholder management which 
considers all stakeholders as individuals or groups with rights and interests and the intrinsic 
value of their interest. This means that a stakeholder’s will is based on moral principal and not 
only the simple pursuit of profit making. (Garriga & Mele, 2004) Sustainable development of 
products and services such as the universal rights of all stakeholders are completing the 
ethical approach of CSR. (Garriga & Mele, 2004) 

Archie B. Caroll divided corporate social responsibility into four different stages, which are 
presented in the graphic below. The base of all actions is the economic responsibility to be 
profitable which keeps a company sustainably compatible and increases the profit per share. 
After the profitability is given, a company has to obey the laws that are described as society’s 
perception of what is wrong or right. The third stage is to behave ethically, meaning a 
company has to avoid harm and create fairness among all stakeholders. The forth and last 
stage is a company’s philanthropic responsibility. This means a company has to fulfill it’s role 
as a corporate citizen and be a valuable part of the society. Being valuable for society includes 
sustainable usage of resources and keeping quality of life of the community on a high level. 
(Caroll, 1991) 
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Figure	3		The	pyramid	of	Corporate	Social	Responsibility	(Carroll,	1991)	

When analyzing the behavior, strategy and actions of multinational companies, corporate 
social responsibility can be divided into three different dimensions: an ideological, a societal 
and operational dimension. In order to describe the ideological dimension the perspective and 
beliefs of the employees and managers have to be considered. The societal perspective, is 
formed by the demands and expectations of a company’s stakeholders. The last perspective, 
the operational perspective, shows the organizations actual actions towards CSR. (Marne, 
2005) In addition to analyzing the perspective, a company’s strategic orientation has to be 
considered. Hereby it is important to distinguish whether a company is multinational, global, 
international or transnational. (Marne, 2005) 
 
The third component of analyzing corporate social responsibility is the content that a 
company focuses on. This can be either human rights, labor or environment. These factors are 
often combined but can also stand in conflict with each other. (Marne, 2005) Taking all 
dimensions into consideration, it becomes clears that the differences in features can cause 
conflicts among each other. (Marne, 2005) 
	
	

2.1.3. The meaning of corporate citizenship 
 
Corporate social responsibility and corporate citizenship are directly related terms. Corporate 
citizenship is broadly defined as the total of actions of an organization and covers the social 
aspects of CSR as well as the anthroposophic and commercial perspective. Taking both 
perspectives into consideration, corporate citizenship is the idea of going beyond profit 
making and law obedience with the focus centered on ethical values and the well being of 
society. (McEachern, 2015)  
 

		
Philantrophic 
responsibility 

Good corporate 
citizenship 

Ethical responsibility 
Ethical Behaviour 

Legal Responsibility 
Law Obedience 

Economic Responsibility 
Profitablility 



	 13	

Archie Caroll describes the four faces of good corporate citizenship as profitability, law 
obedience, ethical behavior and philanthropy. Similar to the pyramid of corporate social 
responsibility, the base of good corporate citizenship is profitability and competitiveness 
which keeps an organization independent. The second face is that an organizations follows the 
laws and therefore, the rules a society has made representing the perception of what is right 
and wrong. Hereby, the law is seen as a codified ethics and morals. The third stage is going 
beyond the set laws and rules which describes ethical behavior and following non codified 
rules while minimizing harm. The last face, philanthropy, stands for not only following rules 
and minimizing harm to society but also paying back in the form of charity and other 
activities. This fourth part is essential for good corporate social responsibility and corporate 
citizenship, where the emphasis is on the social aspect and the goodwill towards humanity. 
(Caroll, 1998) 
 

	
Figure	4	The	four	faces	of	corporate	citizenship	(Carroll,	1998) 

2.1.4. Business Ethics 
 
Ethics means different concepts and philosophies of morality, social norms, values, and 
beliefs. (Benn & Bolton, 2011) Business ethics and social responsibility are often used in a 
similar context. While corporate social responsibility is considered a specific idea concerning 
a specific company, business ethics is used as a broad term. CSR can be seen as a part or 
discipline of business ethics. (Das Gupta, 2015) Business ethics take ethical values as a base 
for a successful and sustainable business. (Truong & Nguyen,  2016) 
 
The influence of individual values and behaviors are essential to business ethics and corporate 
social responsibility. (Simons, 1945) Business ethics and ethics can not be completely 
separated from each other, due to the fact that individual behavior and social context have a 
strong correlation. (Sauser, 2005) Many companies have realized how important ethical 
behavior and positive influence on society has become for many individuals and try to use it 
as a competitive advantage.  
 
According to the Cambridge definition, business ethics describes the rules, principals and 
standards which define what is right and wrong behavior within business. (Cambridge 
Dictionary) Truong and Nguyen have divided the influences of CSR into 3 categories. These 
categories begin with the individual values that influence the organizational ethics and build 
up to the concept and strategy of corporate social responsibility. This is shown in the pyramid 
below. (Truong & Nguyen, 2016)  
	

		 •  profitability 

		 •  law obedience 

		 •  ethical behaviour 

•  philanthrophy  
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Figure	5	Values	of	Business	Ethics	(summarized	from	Truong	&	Nguyen,	2016)	

 

2.2. Culture 

2.2.1. The definition of culture 
	
Culture can be defined in many different ways. One way to define culture is to see it as “the 
collective programming of the mind that distinguishes the members of one category of people 
from those of another” (Hofstede, 2011, p.3) Another way to describe culture is 
understanding it as the way of living of a group of human beings, that transmit values, beliefs, 
and traditions from generation to generation. An important factor of culture is the social 
institution, such as family, education, religion , government and economic organizations, that 
build and influence cultural norms.  (Keegan & Green, 2015)  
 
Culture is often divided into two categories: material and non-material culture. Material 
culture, or also known under the term of physical culture or physical component, describes 
physical objects and artifacts within a culture. A simple example of material culture is 
traditional clothing. The second category, non-material culture or subjective or abstract 
culture, represents the intangible features of culture. Examples of intangible features are 
religion, values, beliefs and attitudes towards certain topics. (Keegan & Green, 2015) 
	
	

2.2.2.National Culture and National Identity 
 
A social environment forms a set of  values, norms, and beliefs that help individuals to create 
a certain identity. Identifying and being part of a social environment forms an individual’s 
collective identity. Defining the social environment within the boarders of a country, it  can 
be referred to as national identity. (Cleveland, Rojas-Mendez, Laroche & Papadopoulous, 
2015) Another way to define national identity is to describe it as patterns of thinking, feeling 
and potential actions that are based on the cultural values of a national society. The expression 
of this national identity varies from individual to individual. (Nakata & Sivakumar, 2001) 
 
National culture is often describes as the collective personality of a certain group of people. 
The concept of national culture has been criticized as the base of stereotyping national 
cultures and their individuals. (Hofstede, 2005) Despite criticism recent studies have been 
researching the influence of national culture on individual personalities. From theses studies 
certain features have been identified as the ocean concept. The ocean concept is the big five 
personality variations that are put into context with national culture (Hofstede, 2005) 

CSR 

Organizational 
Ethicsl Values 

Individual Ethics Values 
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According to Hofstede (2005) national culture and the connected values, attitudes and beliefs  
influences the feature of an individual’s personality. The OCEAN model describes possible 
personality traits.  
 
Values are beliefs, customs, and ideas that people feel emotionally attached to such as 
honesty, freedom, and responsibility. Attitudes on the other hand are the negative or positive 
feelings, evaluations, and tendencies towards concepts, topics or objects, such as corporate 
social responsibility.  (Wild & Wild, 2016) 
 
 

	
Figure	6:	OCEAN	Model,	(Hofstede,	2005)	

	

2.2.3. The connection between organizational and national culture 
	
Organizational culture is defined as a set of values and beliefs that is shared among all levels 
of an organization. These values and beliefs influence the behavior and attitude of all 
employees. (Hartnell, Ou & Kinkicki, 2011) Hofstede has mentioned that organizational 
culture is a broad term that has been defined in many different ways since it contains 
overlapping concepts of culture and strategy. Despite the overlap he extracted the following 
characteristics describing organizational culture: 1) holistic, (2) historically determined, (3) 
related to anthropological concepts, (4) socially constructed, (5) soft, and (6) difficult to 
change. (Hofstede, 2005) 
 
National culture plays an important role when analyzing organizational culture. To understand 
a specific organizational culture it is essential to understand the following paradigms within 
the company: who has the power of decision making? What rules are followed to reach 
certain aims? The first question is in direct connection to the paradigm of power distance. 
Uncertainty avoidance and cultural values strongly influence the answer to the second 
question. The remaining dimensions masculinity and individualism additionally affects the 
behavior and attitude of people within an organization (Hofstede, 2005) 
 
 

2.2.4. Classifying cultures 
 
According to Keegan and Green there are to official ways to classify culture. The first and 
most common way to classify culture is by dividing it into the six dimensions of Hofstede. 

O	 openness to experience vs. 
rigidity 

C	 conscientiouseness vs. 
undependability 

E	 extraversion vs. 
intraversion 

A	 agreeableness vs. ill-
temperedness 

N	 neuroticism vs. emotional 
stability 
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(Keegan & Green, 2015) Three of these dimensions refer to social behavior while the other 
two are concerned with the search for truth and the importance of time. The five dimensions 
are individualism vs. collectivism, power distance, achievement vs. nurturing or masculinity 
vs. femininity, long term and short term orientation, uncertainty avoidance, restraint and 
indulgence. (Keegan & Green, 2015) The Hofstede dimensions will be closely explained and 
analyzed in the following chapter of cultural comparison. 
 
Another way to classify culture is to divide it into low and high context cultures. Low context 
cultures require more verbal communication and have very explicit messages, while high 
context cultures contain messages with less information. In high context cultures non-verbal 
communications, values and associations play an important role. Low context cultures require 
more written information towards decision making than high context cultures, while high 
context cultures take an individual’s word for granted. Especially in cross cultural business 
environments it is important to keep track of the high or low context elements of a culture in 
order to gain understanding and long term success. (Keegan & Green, 2015)  The following 
table gives examples to clarify the meaning of high and low context cultures: 
(Hall, 1976)   
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Table 1: High and low context cultures 
Factors of Dimension High Context Culture Low Context 
Lawyers Less important Very important 
A person’s word Bonding Not relied on 
Responsibility for 
organizational error 

Taken by highest level Pushed to lowest level 

Space Less important Private space is important 
Time Polychromic Monochromic 
Negotiations Long Quicker 
Competitive bidding Infrequent Common 
Examples Japan, Middle East USA, Northern Europe 
 Source: adapted from Keegan & Green (2013) 
	

2.2.5. Culture as a part of Mental Programming 
	
Culture can be defined as patterns of thinking, feeling and potential acting that an individual 
learned from their early childhood and on. The social environment, which consists of family, 
friends, and community influence individuals. Life experience forms the personality of 
individuals as well. People learn and imitate a certain way of thinking, feeling and acting. As 
soon as an individual has adapted to a certain pattern of thinking, feeling and acting, it is 
difficult to change these patterns. (Hofstede, 2005) 
 
Geert Hofstede describes the phenomenon of the learning of these patterns as an individual’s 
mental program or the software of the mind, similar to a the program of a computer. The term 
is used as a synonym of culture. The cultural part of an individual’s mental program is not 
inherited and can only be acquired by learning and assimilating in a social environment. It can 
be seen as the shared mental program of a specific social environment. Culture has to be 
clearly separated from human nature. Human nature is defined as the basic, universal 
psychological functions that all human beings have in common. An example of human nature 
is the ability to feel certain emotions such as fear, joy, sadness, and anger. The Importance 
here is that the expression of these feelings can be culture specific, while the pure existence is 
a part of human nature. (Hofstede, 2005) 
 
The third level that influences an individual’s mental program is the personality that is partly 
inherited and partly learned. These combined make the personality unique to every individual. 
Personality can be learned and influenced by the collective mindset of a social environment 
but also based on genetic  features. (Hofstede, 2005) 
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Figure	7	The	three	levels	of	uniqueness	in	mental	programming	(Hofstede,	2005) 

	

2.2.6. Germany and Sweden: a cultural comparison 

2.2.6.1. The six dimensions of Hofstede 
	
The six cultural dimensions, power distance, individualism, femininity/masculinity, 
uncertainty avoidance, long-term orientation and restraint and indulgence. In order to be able 
to make the different national cultures comparable to each other, the nations are ranked on a 
scale from one to 100 as it is seen in the graphic below.  The study compared many countries 
all over the world with each other and created a ranking list for each dimension. (Hofstede, 
2005) 
 
	

	
Figure	8	Hofesde’s	6	dimensions	on	a	100	point	scale	(Jeffrey	Foster,	2016)	

 
 

Personality 
Specific to individual 
Inherited and Learned  

Culture 
Specific to group/category 

learned 
Human Nature 

universal 
inherited 
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In the graphic below shows how the two cultures are ranked on the scale from 0 to 100 in 
each category in order to be able to easily compare them to each other: 
 
 

	
Figure	9	Germany	and	Sweden	in	comparison	(Hofstede	Institute,	2016)	

 

2.2.6.2. Power Distance 
	
Hofstede describes a certain inequality within every social environment. Culture is an 
important factor when it comes to how a specific society deals with the inequality of humans, 
for example income, intelligence, physical abilities or social status. Some individuals are 
more powerful than others such as leaders of certain groups. Status can be held among 
political leaders or leaders within organizations. (Hofstede, 2005) 
 
The first dimension, power distance, describes the inequality of individuals within a society 
and the degree to which less powerful individuals accept and follow authorities. (Keegan & 
Green, 2015) Power distance directly influences the professional work environment, 
especially leadership styles. (Hofstede, 2005) Power distance is also a factor of dependence 
within a country. Low power distances show lower dependence among the members of 
society, while high power distance is an indicator for a higher dependence. (Hofstede, 2005) 
Therefore, power distance shows the acceptance of inequality and authority of leaders among 
their subordinates. (Hofstede, 2005) 
 
These differences in the acceptance of leaders and the dependence of subordinates directly 
influences the style of leadership within a society. (Hofstede, 2005) Leaders in cultures with a 
high power distance have a more authoritative style of leadership. Employees tend to question 
the legitimacy of leadership less and are afraid of disagreeing with leaders. A study with 
employees of various countries has shown this fact. Not only in business but also in the 
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political and social environment, hierarchies are embraced. (Hofstede, 2005) Leaders in 
cultures with a low power distance tend to have a more consultative style of leadership which 
means they rather give advice on how to solve a problem than orders.  Therefore, employees 
are less afraid to question authorities and disagree with their leaders. The emotional distance 
in these cultures are remarkably smaller than in a high power distance culture. The general 
norm within cultures with low power distance is egalitarian which also impacts the social and 
political environment. (Hofstede, 2005) 
 
Besides leadership style, the score of power distance also affects how a country is divided in 
the social classes, upper, lower, and middle class. It describes the chances of individuals to 
move in between classes and the chances to improve social status. One of the largest 
influencing factors to improve social status is education, specifically the access to higher 
education which automatically lowers dependence. Power distance therefore also affects the 
relationship within teachers and students such as equality in health care. (Hofstede, 2005) 
 
Besides social status and leadership style, the level of power distance also describes the way 
families are organized. In cultures with high power distance the authority of parents and other 
older family members is very high, while children are not seen and treated as equals which 
creates high dependence. In families with lower power distance children are seen more equal 
and independent in their decision making. (Hofstede, 2005) 

	

Power Distance within Sweden and Germany 
	
Both Germany and Sweden are considered countries with a low power distance. Sweden with 
a rank of 31 and Germany with a rank of 35 are very close together. Even though Sweden has  
a constitutional monarchy it has historically always been a country with low power distance, 
and an alternative concept of rulers. (Hofstede, 2005) 
 
German speaking countries, including Germany, Austria and the German speaking part of 
Switzerland, also have a low power distance like other countries with Germanic entrenched 
languages such as the Netherlands, Norway, Sweden, Denmark and England. One possible 
reason for this is the influence of the Roman empire which was rather low on these countries. 
Most of these societies have been ruled by smaller tribe leaders. (Hofstede, 2005) 
	

2.2.6.3. Collectivism Vs. Individualism 
	
In collectivistic cultures the interest of the group outweighs the interest of the individual. In 
individualistic cultures people follow their own ideas and values.  In a collectivistic culture, 
the wellbeing of the group has the highest priority, and individual interests can only be 
followed to an extent. The group of an individual is seen as the “we-group” while other 
groups are seen as “they-groups”. The we group is seen as the extended family which consists 
of parents, sibling, other relatives, friends, and other community members. (Hofstede, 2005) 
Within the social group loyalty is strongly emphasized, which has psychological and practical 
reasons. Individuals are highly dependent on the group they are surrounded by. Educations 
leads individuals to be a valuable member of society. Due to the high dependency, loyalty can 
be seen as a strong force on individuals. (Hofstede, 2005) 

In individualistic cultures, the emphasis is on individual fulfillment. A major focus rest only 
the core of the family, also called nuclear family, which only consists of parents and their 
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children. Children experience a certain feeling of individual importance which allows them to 
chose friends by personal preferences. Their friends are not seen as a given. Education leads 
individuals to become practically and psychologically independent from the group. Therefore, 
individualism is defined as a culture with lose ties between individuals. (Hofstede, 2005) 

Values and goals within the professional life of individuals differ strongly from each other. 
Personal time, freedom, and challenge are the three highest values within individualist 
cultures. Collectivistic cultures value training, physical condition, and the usage of skills. The 
origin of these features are the fact that individualistic nations tend to be richer than 
collectivistic nations. While members of individual countries take training, physical 
condition, and usage of skills for granted, it is an important factor for others within poor 
nations. (Hofstede, 2005) 

The level of power distance and the level of individualism are often in direct correlation with 
each other. In many cultures with a high individualism, the level of power distance is 
remarkably low while in the power distance in collectivistic cultures is rather high. (Hofstede, 
2005) 

Table 2: Individualism vs. Collectivism 

Individualism Collectivism 
"I" – consciousness 

Right of privacy 

Speaking one's mind is healthy 

Others classified as individuals 
Personal opinion expected: one person one 
vote  

Transgression of norms leads to guilt feelings 
Languages in which the word "I" is 
indispensable  

Purpose of education is learning how to learn 
Task prevails over relationship  

 

"We" –consciousness 

Stress on belonging 

Harmony should always be maintained 

Others classified as in-group or out-group 

Opinions and votes predetermined by in-
group  

Transgression of norms leads to shame 
feelings Languages in which the word "I" is 
avoided  

Purpose of education is learning how to do 
Relationship prevails over task  

 

Source:  adapted from Hofstede (2011) 

 

Individualism in Sweden and Germany 
	
Sweden and German both posses highly individualistic cultures. Sweden is ranked 13 with a 
score of 71 points and is one of the most individual countries. Germany is not far behind 
Sweden with a rank of 19 and a score of 66 points, which is also considered highly 
individualistic. (Hofstede, 2005) 
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In both countries economical growth and wealth are said to be directly connected to the level 
of individualism within the culture. Business is made between companies and not between 
individual persons. Businesses focus on the task and the purpose of the task outweighs 
personal relationships within business. (Hofstede, 2005) 
 
In both countries, individuals focus on their nuclear family and close friends. Individuals in 
both countries tend to be focused on being financially independent from their parents, families 
and society. (Hofstede, 2005) 
 

2.2.6.4. Masculinity vs. Femininity 
	
The dimension of masculinity and femininity is concerned with the importance of gender 
roles within a society. Most societies consider men as physically stronger than women and 
define their role as protective and achieving. The role of women traditionally takes place 
within the home. (Hofstede, 2005) Masculine attributes are described as achieving, 
competitive, and take place outside of the home. Female attributes are concerned with the 
well being of others such as children. (Hofstede, 2005). A society is considered masculine if 
gender roles are clearly distinct from each other while a feminine society has overlapping 
gender roles. (Hofstede, 2005) Referring to the example of work goals, masculine dominant 
societies see their achievements within learning, recognition, advancement, and challenge. 
Female dominated societies prefer work goals focusing on a good relationship with managers, 
the living area, and employment security. (Hofstede, 2005) 
 
Due to potential political incorrectness other studies, such as the GLOBE study, have referred 
to the masculinity and femininity dimension as assertiveness, gender egalitarianism, humane 
orientation or performance orientation. (Hofstede, 2005) In other articles and books the 
dimension is described as achievement and nurturing. (Keegan & Green, 2013) 
 
Masculinity and femininity are clearly distinct from each other. Feminine goals are often 
misinterpreted as collectivist goals. However, no direct correlation between masculinity and 
femininity, and individualism and collectivism since all combinations between the features 
exists. (Hofstede, 2005) Masculinity and femininity greatly influence the relationship and role 
distribution within the family; while power distance influences the relationship between 
parents and their children. Masculinity defines the roles of men and women as earning money, 
decision making, and raising children. (Hofstede, 2005) Gender differences in education 
influence children from early childhood on. Boys in masculine cultures are taught to be 
competitive and less sensitive, while girls are educated to be caring and empathetic. Women 
in masculine societies are pressured to be modest and less sexually active then men. A high 
level of masculinity also raises the competitiveness and emphasis on grades within education 
systems. In contrast girls in feminine culture have equal chances to reach an academic career 
as their male classmates.(Hofstede, 2005) 
 
The dimension of masculinity and femininity also influences the buying behavior of 
individuals. In masculine societies, the women make the most buying decisions for consumer 
goods within families. In feminine society the buying roles are more equal. These differences 
in buying roles effect companies’ international marketing strategies and requires adaption to 
the specific culture. (Hofstede, 2005) Entrepreneurship is often considered stronger in 
masculine societies. This differs from feminine societies which have a much stronger 
preference for local products. Masculine societies attract different industries than feminine 
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societies, such as manufacturing. This creates certain economic advantages in masculine 
societies. (Hofstede, 2005) 

Masculinity and femininity in Sweden and Germany 
	
Unlike the two first dimensions, Germany and Sweden differ strongly in the dimension of 
masculinity and femininity. Sweden is the most feminine country among the 76 ranked 
countries with only a 5 points score for masculinity. This places Sweden before Norway, 
Denmark, the Netherlands, and Latvia. Germany is ranked number 11 on the scale of the most 
masculine cultures with a score of 66 points. (Hofstede, 2005) 
 
In Sweden and other Scandinavian countries, men and women express feelings and nurturing 
values equally. Both genders also are seen as equally tender and tough. Gender roles in 
Scandinavia are very weak in comparison to masculine countries such as Germany. 
Homosexuality and other sexual orientations are more likely to be socially accepted in 
feminine cultures. (Hofstede, 2005) 
 
Failure at school or in a professional environment is seen as a highly negative action within 
masculine, very competitive countries such as Germany. Conflicts within feminine cultures 
such as Sweden are solved by compromising and negotiating. Feminine cultures like Sweden 
tend to work in small, independent work groups and companies are there for the benefit of 
society. In feminine societies, the collective should provide the minimum quality of life to all 
members. From this mentality Sweden tends to be more socialist than Germany. The lack of 
socialistic attitudes in Germany allows for the difference in quality of life between rich and 
poor to be higher than in Sweden, despite that Germany is also providing the minimum 
quality of life. (Hofstede, 2005) 
 
Sweden’s high level of femininity descends from its Viking heritage, where the application of 
gender roles would have decreased the rate of survivability in Sweden cold climate. Viking 
men would leave their homes for long periods which left the women to manage and lead the 
villages over long periods of time. This gave the women independence. (Hofstede, 2005) 
	
	

2.2.6.5. Uncertainty Avoidance 
	
The dimension of uncertainty avoidance shows the level of stress that an ambiguous, 
unknown situation causes among the members of a certain culture, and how much individuals 
require prediction of the future. The level of uncertainty avoidance is shown in the extent of 
rule setting and obedience. (Hofstede, 2005) Uncertainty avoidance can not be compared to 
the avoidance of risk. However, the importance of urgency in less uncertainty avoiding 
cultures is lower. Uncertainty avoidance was proven to directly correlate with depression, 
anxiety, and alcohol abuse. Individuals in cultures with a high uncertainty avoidance tend to 
be more likely to develop depression and alcoholism. (Hofstede, 2005) 
 
Uncertainty avoidance influences individuals from early childhood and on. Parents teach their 
children the boarders of what is dangerous or dirty and what is safe or clean. The definition of 
what is considered dangerous or dirty is much more narrow within cultures with a high 
uncertainty avoidance. Children are often told not to avoid contact with certain groups of 
people regarding religion, social status or political opinion. This phenomena can be summed 
up under the term of xenophobia, describing the fear of the unknown. Social and cultural rules 
are looser in cultures with a lower uncertainty avoidance. (Hofstede, 2005)  
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As already mentioned, uncertainty avoidance influences mental and physical health and the 
quality of life of individuals. Due to a higher level of stress in countries with a high 
uncertainty avoidance, diseases such as high blood pressure exist in the cultures at high rates. 
The social interaction with people is rather limited and the level of happiness is lower. 
(Hofstede, 2005) 
 
Uncertainty avoidance also affects education systems. Cultures with high uncertainty 
avoidance have strict rules and time tables, and have a large weight on facts and correctness. 
Intellectual disagreement with teachers is less accepted as in cultures with a low uncertainty 
avoidance. (Hofstede, 2005) 
 
Uncertainty avoidance also influences buying behavior and forces companies to adapt their 
marketing strategies. Hofstede emphasized in his study that uncertainty avoidance is the most 
important dimension influencing buying behavior next to masculinity/femininity. People from 
cultures with high uncertainty avoidance tend to care more for security when buying products, 
while practicality is valued more in low uncertainty avoidance cultures. In high  uncertainty 
avoidance cultures individuals need more information and expertise in marketing while low 
uncertainty avoidance cultures prefer more humorous advertisements. Product introduction is 
also slowed due to the hesitation of buying unknown products. Ethical and organic products 
are more highly valued in countries with a higher uncertainty avoidance. (Hofstede, 2005) 
 

Uncertainty avoidance in Sweden and Germany 
	
The dimension of uncertainty avoidance also shows clear cultural differences between 
Sweden and Germany with the ranks 73 and 42. Scandinavian speaking countries have a 
rather low uncertainty avoidance, while German speaking countries are higher ranked. 
Punctuality, the need for information, and schedules play an important role in German 
business life. (Hofstede, 2005) 
 
Schools in Germany have a strict education system with many rules and high expectations. 
The emphasis in academics centers on facts and science. The need for information and 
prediction is also shown in examples such as public transportation schedules and the 
information systems within it. (Hofstede, 2005) Viewed from an economical perspective, high 
uncertainty avoidance has a positive impact on German companies due to the importance of 
strategy, organization, and planning. However, in Swedish companies the consensus and the 
harmony between people is highly valued. (Hofstede, 2005) The combination between 
femininity and low uncertainty avoidance and masculinity and high uncertainty avoidance has 
lead to different motivators for individuals. In Germany the highest motivators are esteem and 
security, where as Swedes tend to peruse achievement and belongings. (Hofstede, 2005) The 
high uncertainty avoidance in Germany leads to strict and clearly defined laws and rules for 
different possible situations. (Hofstede, 2005) 
	
	

2.2.6.6. Long term vs. short term orientation 
	
The last dimension, Long Term versus Short Term Orientation, describing the focus on either 
the future or the past. Long term oriented cultures value the future and have values such as 
persistence, thrift, status orientation, and a stronger sense of shame. Short term oriented 
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cultures value the past and have values such as greetings, favors, gifts and traditions. The 
concept of “the face” is also part of short term oriented cultures. (Hofstede, 2005)  
 
Looking at the topic of marriage, the level of long term orientation (LTO) plays an important 
role. Many marriages are a moral arrangement between families. Children grow up with 
respecting the family traditions and the honor of the family while small children are given 
more affection. (Hofstede, 2005) Social differences in society are not desired while short term 
orientated cultures see them as natural. (Hofstede, 2005)   
 
Short term orientated cultures value leisure time, freedom and achievement  more than long 
term orientated cultures. Long term orientated cultures value honor, honesty, self discipline 
and accountability within work environments. (Hofstede, 2005) Short term orientated cultures 
have clearer guidelines in what is good and evil or true and false, while it is more depending 
on circumstances in long term orientated cultures. Success is based on effort in long term 
orientated cultures. In short term orientated cultures success is seen as a matter of luck. Due to 
various of these characteristics, many short term oriented cultures have slower economic 
growth and a higher level of poverty.  (Hofstede, 2005) 

 

Long term and short term orientation in Sweden an Germany 
	
Germany has one of the highest ranks in long term orientation among all central European 
countries, ranked 6 and 83 points on the scale. Sweden is ranked 37 with 53 points. 
Germany’s high rank in long term orientation can be traced back to early protestant work 
ethics that has influenced the German culture deeply. (Hofstede, 2005) 
 
Germany’s economical growth is profiting from long term orientation. It is said to be an 
influencing factor on the economical success of a society. It helps to develop and use western 
technology and leads to an integration of local markets into a global context. Sweden’s rank 
in long term orientation is even though lower as the German, rather high in comparison to the 
average. Swedes prefer a strong government that regulates environmental pollution and helps 
to keep up harmony within the country. They also disagree with short term oriented decision 
making in globalization. (Hofstede, 2005) 

	

2.2.6.7. Indulgence vs. restraint 
	
The last and most recent dimension is named indulgence versus restraint which describes the 
relation of  the gratification versus control of basic human desires related to enjoying life. It 
describes how satisfied and happy individuals are within a certain culture. It is not directly 
related to material well-being of a society but to the subjective well being of individuals. 
(Hofstede, 2005) 
 
It includes the criteria of happiness, the level of self control and discipline and the importance 
of leisure and friendship. Individuals in indulgent cultures value friendship and leisure time 
more than individuals in restraint cultures. They also tend to be less disciplined and self 
controlling. Within work environments, restrictive cultures emphasize seriousness. The level 
of indulgence and happiness in a culture directly influences health as well as birth rates within 
a culture. Countries with an indulgent culture tend to be happy and optimistic which lowers 
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the number of stress related diseases and gives a higher birth rate than cultures with a 
pessimistic, restraint culture. (Hofstede, 2005) 
 
The level of indulgence influences buying behavior. Individuals within indulgent cultures are 
more likely to invest in entertainment, sports, and communication technology since friendship 
has a high value. Indulgent cultures also tend to consume more fast food which creates a 
higher likelihood to suffer from obesity then cultures with a higher level of restrictions. Beer 
and soft drinks are consumed more frequently in cultures with a high level of indulgence. 
(Hofstede, 2005)  
 
The dimension of indulgence influences sexual norms within the society. Indulgent societies 
are more tolerant towards different sexual orientations while restrictive cultures have tighter 
sexual norms and rules. The freedom of speech is more valued and practiced within cultures 
with a high level of indulgence. Maintaining the social order has a high priority within 
restraint cultures which leads to a higher number of police and security.(Hofstede, 2005) 
  

Indulgence vs. restraint in Germany and Sweden 
	
Swedes are ranked 8th with 78 points and are therefore among the happiest countries in 
Europe. However, Germany is ranked lower with a rank of 52 and a total of 40 points which 
makes them one of the more restraint countries. (Hofstede, 2005)  
 

2.2.6.8. Critique and Limits of the Hofstede dimensions 
 
Brendan Sweeney has closely analyzed the weaknesses of the Hofstede dimensions in his 
article “Hofstede’s model of cultural differences and their consequences: A triumph of faith- 
a failure of analysis”.  Disregarding more recent studies such as Schwartz (1992), Sweeney 
emphasizes the criticism of the term of national culture. Is there such thing as territorial 
uniqueness of a culture? Does culture end and change right at the boarder of a country? An 
example for inhomogeneity of national culture is Great Britain. Great Britain is defined as one 
National culture within the Hofstede theory despite it consisting of its culturally diverse parts 
England, Scotland, Wales and Northern Ireland. All the areas differ strongly in their culture, 
identity, and traditions. (Sweeney, 2003) Hofstede also defines culture as homogeneous and 
systematic causal. He describes culture as shared values among all individuals within a 
country. Hereby, he does not take subculture and heterogeneous factors of cultural values 
among individuals of a country into consideration. His conclusion is based on a certain 
national average which is used as a representative for the whole nation. (Sweeney, 2003)  
 

2.3. Culture and Corporate Social Responsibility 
	
Culture, as a learned part of an individual’s mind program, influences decision making, 
values, and attitudes towards topics such as corporate social responsibility. The question is 
how far are decisions towards corporate social responsibility depend on cultural aspects. 
(Hofstede, 2005) Other studies and researches have came to the same conclusion that there is 
a strong correlation between national culture and individual values that define an individual’s 
perception of what is right and what is wrong. Different cultural backgrounds lead to different 
moral values and decision making. (Nguyen & Truong, 2016) A difference in cultural 
background leads to different perceptions and expectations of ethical behavior. Not only 
values but also practical actions are important to the perception of corporate social 
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responsibility. Similar values do not automatically lead to similar behavior. (Nguyen& 
Truong, 2016) Cultural relativism, describing the differences in values and behaviors, can 
only be fully understood by individuals of the same cultural background. This affects 
behavior of international businesses (Benn & Bolton, 2011) 
 
Many studies have been made to find a correlation between the Hofstede dimensions and the 
perception of corporate social responsibility such as P. Christie’s research on corporate social 
responsibility among managers from Korea, India and the United States of America. Most 
studies agree that the cultural features of the Hofstede dimensions directly influence the 
perception of CSR (Nguyen & Truong, 2016) For instance, the perception of CSR in North 
America tends more to focus on philanthropy and the entrenchment of CSR in a company’s 
vision, mission and strategy. European companies tend to focus more in the company’s 
orientation towards CSR. (Nguyen & Truong, 2016) 
 
The dimension of uncertainty avoidance has a high impact on the perception of corporate 
social responsibility. The higher the uncertainty avoidance, the more managers care about 
ethical and legal issues. (Christie et. al., 2003) Legality of business actions is very important 
within societies with a high uncertainty avoidance. Managers within cultures with a high 
uncertainty avoidance tend to hesitate strongly when marketing possibly harmful products. 
(Christie et. al., 2003) 
 
According to Christie et. al., high individualism influences the perception of corporate social 
responsibility positively. Managers within cultures with high individualism are less likely to 
be corrupted with money or gifts. Fraud, piracy or sharing insider information was seen more 
negative and unethical by managers within highly individualistic cultures. (Christie et. al., 
2003) 
 
High masculinity seems to have a very negative impact on the perception of corporate social 
responsibility. In masculine societies elderly employees are more likely to get laid off than in 
feminine societies. Marketing products with false facts and unfulfilled promises or even harm 
for the consumer’s health is evaluated less negative than in feminine societies. Masculine 
societies also tend to care less about environmental protection and sustainability of 
production. (Christie et. al., 2003)   
 
Low power distance has a more positive impact on the perception of corporate social 
responsibility. While employees and consumers tend to not question the decision making of 
authorities, individuals in cultures with a low power distance evaluate and question the 
decision making of their superiors; this means individuals will hesitate less to speak up for 
unethical behavior. (Christie et. al., 2003) 
 
Christie et. al.’s study has shown that long term orientation affects the perception of CSR 
positively while short term orientation has a negative impact. When it comes to environmental 
protection and sustainability, short term oriented cultures have been proven to focus on profit 
without caring about the environmental impact of the production and products. (Christie. et. 
al., 2003) The attitude towards corruption was clearly more negative among managers from 
long term oriented cultures than among their short term oriented colleagues. (Christie et. al., 
2003)  
 
There have not been studies focusing on the last and newest dimension, indulgence and 
restraint for both Sweden and Germany, since the theory is relatively new.  
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2.3.1. Cross cultural ethics model and manager’s behavior 
	
According to Owen (1983) business ethics and the decision making of managers is influenced 
by various factors. On top is the public opinion, which forms a company’s image and the 
opinion of the community on certain topics such as corporate social responsibility and 
business ethics. The public opinion, assuming that a society is democratic, has a direct 
influence on the government. Public opinion influences laws and regulations towards 
businesses and forms the forced rules applied to ethics and CSR. The common ethics and 
beliefs among the society, which the decision making managers are a part of, influence their 
attitudes, beliefs, and actions. One influence of the ethical beliefs and values is the national 
culture of these individuals. The last influencing factor is the economic system, which is 
formed by the competition in the market of a certain company. The competition also has an 
effect on a company’s business ethics. Owen’s model was used as a base for the following 
model of manager’s ethics and the influences on decision. The decision making of managers 
is essential for the implementation of corporate social responsibility. The manager’s decision 
making was traced back to several influences such as culture and subculture. (Owen, 1983 in 
Napier & Wines, 1992) 
	

	
Figure	10	Owen’s	model	(adapted	from	Owen,	1983	in	Napier	&	Wines,	1992)	

 
Napier and Wines extended Owen’s model of business ethics in 1992. The model describes 
all influencing factors on the behavior and decision making of managers. The element of 
culture is divided into dominant, national, and sub culture, and is clearly described as the 
origin of the influences on a manager’s perception of CSR. Similar to Hofstede’s mental 
programming which contains the influences of culture, personality, and human nature, the 
education and life experience in this model are influenced by culture, sub-culture, 
organizational culture, and personal factors such as family and religion. (Napier & Wines, 
1992) These experiences and learned factors form an individual’s moral values which form 
the base for the perception and usage of corporate social responsibility as a decision making 
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manager or employee. (Napier & Wines, 1992) These moral values, divided in cognitive 
ethics and non cognitive attitudes create the base for decision making and behavior of 
managers. The following graphic shows the interdependencies between the categories of 
influence within the cross cultural ethics model. (Napier & Wines, 1992) 
 
 

	
Figure	11	:	The	relationship	among	environment,	values	and	manager’s	ethic	(Napier	&	Wines,	1992)	

	

2.3.2. Other influences on the perception of corporate social responsibility  
	
According to Christie et. Al. culture is only one of many aspects that influence an individual’s 
perception of corporate social responsibility. Personal values and beliefs are unique to every 
person, age, gender, religion, and employment and have an impact on an individual’s 
perception of CSR. (Christie et. al., 2003)  
 
Gender has been widely studied and is a complex research topic. Many different studies had 
different results whether men or women are more concerned about corporate social 
responsibility and ethics. This creates uncertainty in making a valuable conclusion. (Christie 
et. al., 2003) Religion is closely related to culture and influences an individual’s values, 
beliefs and attitudes towards topics such as CSR. Christie et. Al. considers religion as a reason 
for valuing corporate social responsibility. Age is also playing an important factor for the 
perception of CSR. Typically young people care more about CSR and ethical behavior. 
(Longenecker et. al., 1989) The last influencing factor that is listed in Christie et Al.’s study is 
the influence of employment which decides whether an individual has to face ethical decision 
in his or her work environment. 
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2.4. Conceptual Framework 
 
Taking all theories and models into consideration, the conceptual framework has been created 
to summate the literature review and give an early outlook on the base of the following 
empirical research. Repeating the research questions, the literature review is particularly 
focusing on the third research question, how culture influences the perception of corporate 
social responsibility. The first two research questions give the base for answering the third 
based on the empirical research that is following. 
 
RQ1: “How do Swedish and German university students describe their national culture?” 
 
RQ2: “How can Swedish and German university students’ attitudes towards corporate social 
responsibility be described?”  
 
 
RQ3: “How do cultural values and national identity influence the perception of corporate 
social responsibility of German and Swedish University students?” 
 
 
Describing culture with various definitions and features creates one part that forms an 
individual’s so called mental program. This shows the base of values, beliefs, attitudes, and  
indented behavior. (Hofstede, 2005)  
 
	

	
Figure	12:	Conceptual	Framework	

There has been little research on the specific perception of CSR of exactly this group of 
individuals within the two countries. The Millennial generation has a stronger perception and 
awareness of corporate social responsibility than former generations.  Considering this, the 
perception of CSR of German and Swedish students could be similar. (McGlone et. al., 2011 )  
 



	 31	

Five of the 6 Hofstede dimension have been brought into a context with the perception of 
corporate social responsibility. According to Christie et. al. (2003) and Truong and Nguyen 
(2016) some cultural features have a positive impact on corporate social responsibility, while 
others influence in a negative way. Focusing on the features of the countries Sweden and 
Germany, the following assumptions can be made. 
 
High levels of femininity, involved nurturing values, and a lower competitive culture 
(Hofstede, 2005) has a positive impact on the perception and importance of CSR, especially 
when it comes to human rights and fairness. (Christie et. al., 2003) Sweden, as the highest 
ranked country for the feature of femininity, should therefore have a high importance of 
corporate social responsibility. In contrast to having the high level of femininity, the rather 
low level of uncertainty avoidance speaks for against a higher perception of CSR. (Christie et. 
al., 2009) The positive impact of long term orientation can lead to the conclusion that Sweden 
has a high perception of CSR as well as the influence of the very low power distance. Taking 
everything into consideration, Sweden’s culture provides a positive background for the 
perception of corporate social responsibility. (Christie et. al., 2003) 
 
Germany is similar to Sweden in that it has a very low power distance and an even stronger 
long term orientation. (Hofstede, 2005) This can lead to the conclusion, taking Christie et. 
al.’s theory of a positive influence, that the German culture influences CSR, specifically 
sustainability in a positive way. Similar to Sweden, the high individualism supports the 
importance of CSR culturally. Germany has an even higher uncertainty avoidance than 
Sweden (Hofstede, 2005) which leads to a preference for local products and corporate social 
responsibility. (Christie et. al. 2003) A possible negative impact on the perception of 
corporate social responsibility is a high level of masculinity within a culture. (Christie et. al., 
2003) Germany’s very high level of masculinity (Hofstede, 2005) could display a negative 
impact on the perception of CSR which differs strongly from Sweden, which is ranked as one 
of the most feminine countries. Taking everything into consideration, the level of masculinity 
is the main difference within the two cultures that could have an impact of the perception of 
CSR. (Christie et. al. 2003) 
 
Corporate Social Responsibility can be seen and defined in many different ways, and 
describes various aspects within the topic of business ethics. Covering various topics such as 
human rights, environmental protection, and political influence, CSR can be divided into 
different stages. Starting with the aim of being profitable and contributing to society in the 
form of being a provider of products and employment, the next responsibility of companies is 
the simple obedience of laws. These basic stages are followed by ethical responsibility and a 
philanthropic view creating the base for good corporate social responsibility. ( Carroll, 1991) 
Companies and individuals can have different views on CSR. Garriga and Mele (2004) have 
categorized these perceptions into 4 groups. Seeing corporate social responsibility from an 
instrumental view, it is perceived as a marketing tool to gain shareholder value. The political 
perspective on corporate social responsibility describes it as the positive use of economic 
power in politics. If a company’s corporate social responsibility concept is deeply entrenched 
in the strategy of the organization, CSR is seen from an integrative point of view. The last 
category is the ethical view, similar to Carroll’s ethical and philanthropic stage corporate 
social responsibility means following the ethical rules of society. (Garriga & Mele, 2004) 
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Chapter 3: Methodology 
	
This chapter describes the method and strategy of the data collection. It describes the data 
collection, analysis, and the reliability and validity of the research.  
 

3.1. Research purpose 
	
According to Bichman and Rog (2009), the purpose of the research can be divided into three 
categories: descriptive research, explanatory research and exploratory research.  
 
Descriptive research describes attitudes, situations, and phenomena in real life narrowed 
down to a specific topic. Hereby the questions are formulated around “what is?”, “what 
was?”, or “how much?”. Bichman and Roge described a descriptive purpose as “providing a 
picture of phenomena as it naturally occurs” and a way to describe the connection between 
variables. (Bichman& Roge, 2009, p.30) The second type of research design is explanatory 
research. This kind of research explains causal links between real life phenomena. It often 
deals with new social phenomena and describes the questions how and why. The outcome if 
the study is mostly unclear. An explanatory research describes the causal connection of two or 
more variables. (Bichman& Roge, 2009) The last category of research is exploratory 
research, which describes attitudes and new situation phenomena to new social issues that 
have not been discovered so far. (Bichman& Roge, 2009) 
 
The aim of the research is to compare the theoretical conclusion of the perception of corporate 
social responsibility of Swedish and German individuals to the actual perception of Swedish 
an German university students. The research purpose of the first two research questions has a 
descriptive character. They described the attitude towards corporate social responsibility and 
national culture. Since the study is comparing existing theories and phenomena it can be seen 
as a descriptive study. 
 

3.2. Research approach 
 
When describing the research approach, it is essential to distinguish qualitative and 
quantitative research strategies. While quantitative studies have an inductive character and 
approach to generate theories, qualitative studies are from a deductive nature and prove or 
disprove existing theories. Qualitative studies epistemologically belong to the category of 
natural science models while quantitative studies consist out of an interpretative orientation. 
Additionally, quantitative studies are ontologically orientated towards objectivism while 
qualitative studies follow an interpretative orientation. (Bryman & Bell, 2013) 
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Table 3: Qualitative and Quantitative research 
Method Qualitative Quantitative 
Principal orientation to the 
role of theory in rel. to 
research 

Deducting 
Testing theory 

Induction 
Generation of theory 

Epistemological orientation Natural science model in 
particular positive 

Interpretation 

Ontological orientation Objectivism Constructionism 
 Source: adapted from Yin (2009) 
 
The research of this thesis has a qualitative approach. The methodology is deducted from 
existing theory about culture, CSR, and the connection between the two phenomena. It is 
testing the theory based on the example of German and Swedish university students. The 
approach of the research has a deductive nature, leading to a comparison of the theoretical 
conclusion. This is based on the literature review, with the outcome of the empirical data, 
collected through focus group interviews. The conclusion of the literature can be set against 
the outcome of the empirical data analysis, describing a real life phenomena. (Bryman & Bell, 
2013) 
 

3.3. Research strategy 

	
Figure	13	The	conduct	of	applied	research	(Yin,	2009)	

	
The first stage describes the process of understanding the problem area and defining the issues 
that the research is going to be about. When the issues and problems are clearly defined the 
research questions can be formulated. (Bichman & Rog, 2009) As already described in the 
introduction chapter, the research purpose of the thesis is to analyze the similarities and 
differences of how Swedish and German university students perceive CSR. This will then be 
linked to cultural features and differences. Furthermore, the conclusion of the literature 
review is compared to the outcome of the focus group interviews. Therefore, these three 
research questions have been formulated: 
 
RQ1: “How do Swedish and German university students describe their national culture?” 
 
RQ2: “How can Swedish and German university students’ attitudes towards corporate social 
responsibility be described?”  
 
RQ3: “How do cultural values and national identity influence the perception of corporate 
social responsibility of German and Swedish University students?” 
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Deciding whether the study is a survey or a case study differs from the research questions. 
While surveys ask descriptive questions, who, what, where, and so on, case studies ask for the 
how and why. Both case studies and surveys do not require control over behavioral events, 
and focus on contemporary phenomena. Experiments require control over behavioral events 
while concurrently asking for the how and why to focus on temporary events. Archival 
analysis and history both ask for the same questions as surveys, but differ in the aspect of 
focusing or not focusing on contemporary events.  (Yin, 2009)  
 
Table 4: Relevant Situations for different research methods 
Method Form of research Requires control of 

behavioral events 
Focuses on 
contemporary 
events 

Experiment How, Why Yes Yes 
Survey Who, what, where, 

how many/much 
No Yes 

Archival Analysis Who, what, where, 
how many/much 

No Yes/No 

History How, why No No 
Case Study How, why No Yes  
 Source: adapted from Yin (2009) 
 
Looking at the research questions and asking for the how, the research would be defined as a 
case study. To more accurately define the term case study in addition to the three 
characteristics, the method is used to empirically analyze real life phenomena, such as social 
constructs. Case studies can be both qualitative or quantitative. (Yin, 2009) According to Yin 
(2009) a  case study can be descriptive, explanatory as well as exploratory.  
 
The research can be defined as a case study asking for the how in all three research questions. 
Since corporate social responsibility is a recent topic the research focuses on a contemporary 
event. Since the study is focused on contemporary events and does not require control over 
behavioral events a case study was selected as an appropriate research strategy. 
 

3.4. Data collection method 
	
Data can be collected through several methods. Yin (2009) described the sources of evidence 
in 6 categories: documentation, archival records, interviews, direct observation, participant 
observation, and physical artifacts. The category of interviews can be further divided into 
focused interviews, surveys, and in-depth interviews. (Yin, 2009) This case study uses the 
method of focused interviews which is described in detail later on.  

 

3.4.1. Focus groups  
	
Morgan (1996) defined focus groups as data collection from interactive group discussions. 
The outcome of these discussions is the source of data collection for the research. An 
interview guideline is made to design the focus group interviews for the research purpose, and 
to answer the research questions. Focus groups have three features that distinguish them from 
other group interviews. First, the research and answering the research questions have to be the 
center of the interviews. Second, the interviews have to be interactive and the members have 
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to discuss with each other. Lastly, one person has to be an interviewer that guides the group 
discussions towards answering the research questions and fulfilling the research purpose. 
(Morgan & Krueger, 1996) The moderator plays an important role within the discussion. He 
or she moderates the discussion and encourages people to speak, while ensuring that all topics 
are covered and the conversations remain within the topic of the research. The moderator can 
also prevent polarizing and integrates introverted members of the discussion. (Morgan & 
Krueger 1996) 
 
Focus groups are mainly used in the field of sociology, psychology, political science, and 
marketing and have a variety of strengths and weaknesses. The biggest advantage of focus 
groups is the individual interaction and the nominal view that is created by the discussion 
among the participants. Insights, motivations and behaviors can be analyzed closely. (Morgan 
& Krueger, 1993) The explanations that participants give each other to clear arguments, and 
the agreement and disagreement among the individuals are unique to focus groups. 
Additionally, the participants can be compared to each other directly by their backgrounds, 
opinions, and reactions. Non-verbal interaction and communication can show emotions and 
behaviors that could not be seen by research methods such as surveys. (Morgan & Krueger, 
1993) 
 
The main criticism of focus groups is the influence of manipulating group dynamics, such as 
polarizing opinions and characters. The personality differences and strength of argumentation 
of the individuals have to be taken into consideration in order to get a valid outcome. Also, 
strong arguments and polarizing characters can lead to a change of attitudes and behavior 
during the interviews. Focus groups require strong moderation to lead the answers in the right 
direction. (Sussman, Burton, Dent, Stacey & Flay, 1991)  
 
 

3.5. Selection and Implementation 
	
Participants of focus groups we segmented into smaller groups, divided into certain categories 
such as nationality and gender. The main advantage of segmenting is to make the outcome of 
the focus groups easier to compare, and states similarities and differences more clearly. 
Another advantage is similarity between the participants which can create a better discussion 
and outcome. The main issue rests with increasing the number of groups that have to be 
interviewed and analyzed. (Morgan & Kruger, 1996) According to Morgan and Kruger, the 
average number of focus group categories lies between four and six groups.  
 
The participants, were all students of the University of Technology in Luleå, Sweden. They 
were divided into 4 different categories: female Swedes, male Swedes, female Germans and 
male Germans. Due to the theoretical existence of gender differences of CSR perception 
between men and women the decision was made to divide the genders. This helped filter the 
different influences. 
	
Due to the fact that personal interaction and discussion will show emotions and nonverbal 
behavior towards the topic, the decision was made to collect the data with focus groups 
consisting of 6-8 students from the University of Technology in Luleå, Sweden. The German 
students are represented by a group of exchange students from various universities in 
Germany.  The generation Y is defined as people being born between 1979 and 2001. 
(McGlone et al., 2011) This generation is known for being more concerned about making 
change in the world as any other generation before. Therefore, corporate social responsibility 
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plays an important role when evaluating a company as a generation Y consumer or employee. 
(McGlone et. al., 2011 )   
 
A possible weakness of the study is that the students might have been influenced by Swedish 
culture. This was due to the fact that they had stayed in Sweden for several months.  Due to a 
limit of time and access the focus groups could not be held in Germany. The students were 
between 18-30 years old, unmarried, and had no children. Both nationalities had 2 groups of 
5-7 male and female students separated by gender. This made certain that the difference 
between men and women was not taken into consideration.  
	
To even out the disadvantage of polarization of the opinions a small pre questionnaire was  
created. Its purpose was for the participant to answer questions that were later discussed in the 
group.  This gave an overview over the difference between perceptions of the statements 
regarding CSR. Additionally, the participants listed adjectives and values describing their 
national culture that were discussed in the groups later. 
	
A table with all participants and their personal details can be find in the attachment of the 
thesis.  

 

3.6. Data Analysis 
	
According to Yin (2009) there are four different strategies of data analysis: relying on 
theoretical propositions, thinking of rival explanations, developing a case description, and 
using both qualitative and quantitative data. The research in this thesis was based on a broad 
theoretical background which defines it as research relying on a theoretical proposition. The 
outcome of the focus groups was compared to the outcome of the literature, while questions 
and discussions were based on the conceptual framework in a deductive way. 
 
Further, Yin divides deductive data analysis into two main techniques: pattern matching and 
explanation building. Pattern matching describes the process of comparing predicted patterns 
with the empirical outcome of the research itself, which leads to a stronger validity within the 
data analysis. The second technique, explanation building, can be seen as a specific type of 
pattern matching which is used for questions for the “how” and “why”.  (Yin, 2009) This 
thesis focuses on the deductive comparison of the patterns within the theory of the literature 
review and the outcome of the empirical research. 
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3.7. Validity and Reliability 
	
In order to proof the quality, logic, and credibility of the research, the concepts of validity and 
reliability have to be considered. Validity is separated into the categories of construct, 
internal, and external validity. The table below display the use of the terms. (Yin, 2009) 
 
Table 5: Validity and reliability	
Test Case Study Tactic Phase of Research in which 

tactic occurs 
Construct validity Use multiple sources of 

evidence 
Establish chain of evidence 
Key informants review draft 
case study report 

Data collection 
 
Data collection 
 
Composition 

Internal validity Do pattern matching 
Do explanation building 
Address rival explanations 
Use logic models 

Data Analysis 

External validity Use theory in single-case 
studies 
Use replication logic in 
multiple-case studies 

Research design 

Reliability Use case study protocol 
Develop case study database 

Data collection 

Source: adapted from Yin (2009) 
 
Construct validity is defined as “identifying  correct operational measures for the concepts  
being studied” (Yin, 2009, p. 40) Considering the table above, there are multiple ways to 
increase the construct validity of a research. Validity is important to consider when using 
multiple sources and evidences. This aids in creating a valid theoretical background and helps 
eliminate errors and inconsistency within the studies. Forming a chain of evidence assists the 
understanding and interpretation of the data. (Yin, 2009) Additionally, informants can be 
involved in reviewing and evaluating drafts of the thesis. (Yin, 2009) To create construct 
validity a chain of evidence was built within the literature review linking to topics with each 
other. Multiple sources and theories from various authors have been used to form the chain of 
evidence. The interview guide has been reviewed by the supervisor in order to increase the 
construct validity. 
 
The term internal validity describes the way of developing understanding for causal 
relationships among different factors. This is important when conducting explanatory research 
to eliminate false conclusions. (Yin, 2009) To create maximum internal validity within the 
data analysis the methods of pattern and explanation building are important. Referring to 
opposing theories and researches can help to create broad understanding. The usage of logic 
models also support data analysis and understanding. (Yin, 2009) Since the study has a 
descriptive character, internal validity does not concern this thesis.  
 
External validity describes the correctness of the data collection process and how it is created 
to lead to correct and valid research results. (Yin, 2009) Due to the fact that the study takes 
place in a small scale, no major generalizations can be made. The outcome of the focus 
groups is closely analyzed and compared to the theoretical research that has been conducted. 
To create external validity the study compares the chain of evidence and theory with the 
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outcome of the focus group interviews. This creates a base for a valid interpretation of the 
data. Due to a limited amount of time and access as well as the specificity of the study the 
amount of focus group participants is relatively small. This does not leave room for 
generalizations.  
 
The last concept, reliability, is defined as the ability to repeat the operations of the study with 
identical results. (Yin, 2008) Hereby, it is important to work with case study protocols in 
order to develop a stable case study database when collecting the data. (Yin, 2008) To 
increase reliability, the outline of the questionnaire is attached to the thesis and can be 
compared to the study at all time. Since the author and participants are not native English 
speakers, language mistakes may have occurred. Dividing the focus groups by nationality and 
gender was supposed to filter possible influences on the perception of corporate social 
responsibility as much as possible. Following the guideline strictly helps to make the data 
comparable and supports the interpretation and conclusion. 

 
3.8. Ethically Responsible Research 
	
Research has to cover both practical and moral aspects in order to be considered ethically 
responsible. Recognizing and respecting all participants mutually and being tolerant towards 
perspectives and cultures is necessary to create a pleasant research environment. Key 
elements hereby are planning and communication. (Bichman & Rog, 2008) Bichman and Rog 
point out three essential principals of ethical research. The first principal, beneficence, 
describes the maximization of value of the research for society while minimizing risk, harm, 
and mistakes. The second principal, respect for subject, covers the respectful treatment of 
autonomous and non autonomous persons within the research. The last of the categories, 
justice, describes fair administration and avoiding exploitation in the development of the 
research process.  Beyond the principals, the privacy of the participants has to be respected at 
all time. (Bichman & Rog, 2008) 
 
The participants identity has been kept private and all personal data besides age, gender, 
nationality and university major will not be revealed. The focus groups were recorded but no 
material will be published without the acceptance of all participants.  
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Chapter 4: Data Presentation 
	
This chapter describes the empirical data that has been collected through the focus group 
interviews and the pre questionnaire. The data is a summary of the answers given in the 
discussions and is analyzed further in chapter 5.  
 

4.1. Pre Questionnaire 
	
In the short pre questionnaire that was provided for the participants, in order to prepare them 
for the focus groups, and to estimate the general opinion towards CSR, the following 
statements have been given. 
 
The participants were given a scale ranked 1 (total agreement) to 5 (total disagreement). The 
answers were then discussed in the focus group interviews. Participants gave answers on why 
they agree and disagree with the statements. 
 

a) CSR should be a part of every company’s strategy and entrenched in all actions. 
Answers: 
German, Male: 1, 1, 1, 1, 2 
German, Female: 1, 1, 1, 2  
Swedish, Male: 3, 1, 4, 2, 2, 5 
Swedish, Female: 1, 1, 1, 5, 2 

 
 
b) CSR is only seen as a marketing tool to be more successful. 

Answers: 
German, Male: 2, 3, 3, 3, 4 
German, Female: 2, 3, 2, 3  
Swedish, Male: 3, 3, 1, 4 
Swedish, Female:3, 4, 2, 4, 4 

 
c) CSR is an ethical issue and is concerned with the well being of society and 
individuals that are surrounding a company. 

Answers: 
German, Male: 3, 1, 2, 1, 2 
German, Female: 2, 1, 2, 2 
Swedish, Male:  2, 2, 5, 1, 2, 4 
Swedish, Female: 1, 2, 2, 5, 2 

 
d) CSR describes the way companies use their political power to have a positive 
impact on society 

Answers: 
German, Male: 4, 2, 4, 1, 2 
German, Female: 3, 1, 2, 3 
Swedish, Male: 4, 2, 5, 3, 2, 3 
Swedish, Female: 2, 2, 3, 3, 4 

 
The collection of adjectives have given a variety of descriptions and opinions of the national 
identity of Swedes and Germans. The gender divided groups gave the following answers to 
the task of describing their national features and values: 
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German, Male: 

• Direct 
• Thorough 
• Tidy 
• Formal 
• Quiet/Calm 

• Contemptuous 
• On time/ punctual 
• Satirical 
• Conservative 
• Serious 

• Reliable 
• Efficient 
• Formal 
• Hard working 

 
 
 
German, Female: 

• Punctual/on time 
• Rule obeying 
• Calm 

• Cold 
• Not high tempered 
• Regulated 

• Complaining 
• Diligent 

• Conscientious • Busy 
 
 
Swedish, Male: 

• Honest/loyal 
• Handsome 
• Innovative 
• Smart 
• Lagom* 
• Boring 
• Clean 
• Rich 

• Open/Open 
minded 

• Naïve 
• Organized 
• Relaxed 
• International 
• Polite 
• Formal 

• Punctual 
• Organized 
• Polite 
• Inflexible 
• Quiet 
• Pondering 
• Reactive 

 
Swedish, Female 

• Lagom* 
• Ambitious 
• Equal, fair 
• Outdoorsy/active 
• Helpful 
• Correct 

• Individualistic 
• Friendly 
• Kind 
• Careful 
• Reserved 
• Calm 

• Happy 
• Fashionable 
• Afraid of conflicts 
• Not very outgoing 

 
The last part of the questionnaire was describing the 3 most important values within the 
national culture that the each participant had picked individually. 
 
German, Male: 

• Wealth 
• Family 
• Rules 

• Reliability 
• Inventiveness 
• Carefulness 

• Truthfulness 
• Punctuality 

 
German Female: 

• Mentality 
• Groups vs. 

individuals 
• Open mindedness 

• Order 
• Security 
• Efficiency 
• Honesty 

• Independence 
• Reliability 
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Swedish, Male 
• Honesty 
• Loyalty 
• Jante-law* 
• Individualism 
• Secularism 

• Liberalism 
• Safety 
• Friendship 
• Opportunities 
• Family 

• Fairness 
• Equality 
• Punctuality 

 
Swedish, Female 

• Family 
• Health 
• Environment 
• Lagom* 

• Equality 
• Success 
• Honesty 
• Kindness  

• Value of time 
• Democracy

 
 
*lagom is a Swedish adjective that is describing the perfect middle between two 
extremes, such as not too much and not too little.  
** jante-law describes the behavior to keep personal success private and not to brag 
about achievements or money 



4.2. Focus Groups 
This part shows a summary of the outcome of the four focus groups divided by nationality and 
gender. The interview guide can be found in the appendix. 

4.2.1. Culture and Identity 
	
4.2.1.1. German, Male 
 
The description of the concept of national culture was the first part of the focus group 
interviews. One participant began to describe the concept of national culture as something 
entrenched in the history of a specific country. According to him, the system of beliefs and 
values have their roots in the historical events of a society. Another participant added that it is 
hard to describe the concept of national culture, since it is hard to define culture, values, and 
beliefs for a whole nation. This is because it is a very individual thing for him that is wider 
than boarders. A third participant came up with the thought that national culture is often 
reflected from the outside and represented by the question “what do they think about us?”.  
 
They also questioned if culture is even definable or if there are a variety of different 
perceptions of the meaning of national culture. Additionally, they discussed how a cultural 
value develops and what it is defined by. They partly agreed on that a cultural value is a value 
that is accepted by the majority of individuals within a society. The relationship between the 
concept of national culture and national law was brought up in the discussion as well. The 
participants discussed how strongly cultural values form the laws of a country. 
 
The participants brought up the influence of other cultures through media and traveling and 
the necessity of taking subcultures into consideration. Within the German culture, they 
emphasized cultural differences between Northern, Eastern and Southern Germans, and 
agreed on larger cultural differences. Northern Germans were described as colder and more 
direct then southern Germans, and they seem to be seen as less polite. In general, the 
participants agreed on the fact that the directness and honesty of Germans can be perceived as 
rude or unfriendly by other cultures. Even though the participants described the Germans as 
very direct they also stated the helpfulness of Germans. The participants agreed on the 
features of ambition, stubbornness, and efficiency as important when describing the German 
culture which conforms the image of being straight forward. National pride is a very 
contrived topic for Germans and the participants described the absence of a certain national 
pride as a remnant from the history of the country. Another interesting aspect that was 
brought up was the idea that Germans do not embrace change and are seen as rather 
conservative and anxious towards new situations. A participants brought up the German 
health care system and insurance industry as a symbol for this. 
 
Even though they are convinced that there are difficulties, they agreed on cultural features 
that the majority of individuals have learned and adapted by their social surrounding. They 
agreed on identifying with many typical German values and see their national culture as a part 
of their personality even though they might not agree with every value or belief. Examples for 
these values are the life achievements of a well paid, safe job, owning a house, property and a 
car.  
 
The participants widely agreed on that participating in an exchange or gaining experience 
abroad awakens awareness about cultural features within the own national culture that have 
not been further thought of before. In general, the participants describe a stay abroad as a 
“mirror of their own culture” and cultural differences to other cultures, such as Swedish 
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culture. A participant described culture as a vary of norms and behaviors that can be seen as 
what is culturally accepted. While studying abroad they have discovered values such as work 
ethics and punctuality such as a different, more satiric humor. 
 
As the important values the participants have named family but agreed on the fact that the 
inner circle of family is the most important, in comparison to other cultures where large 
families are important. Wealth, status, and property are important for Germans and the 
participants have stated that the sports culture is a sign for competitiveness. 
 
 
4.2.1.2. German, female 
 
The participants described the concept of national culture as a cluster of values, habits and 
beliefs that people within a country have in common, and what distinguishes them from other 
cultures. A participant also brought up the importance of language that holds a culture 
together, such as a boarder does, and separates groups of people from one another. A 
participant had the idea that language can also reflect values considering how many words for 
a specific topic exist within a language. Dialects can also divide a national culture in different 
regional cultures. The participants emphasized the importance of regional culture within 
Germany. When talking about traditions, regional culture was an important factor when 
describing culture. “The more rural an area is, the more traditions are valued” said a 
participant and described her experience of moving from a small town to a big city. Open 
mindedness can also depend on this. The community plays a more important role in smaller 
towns. 
 
While traveling and studying abroad the participants have experienced that people from 
similar cultures often connect easier with each other than with people from very different 
cultures. They said the reason for this is the mutual understanding for each others values. 
Similar to the male group the women have experienced a stronger awareness of their own 
cultural identity while traveling and being abroad. They have also stated the importance of 
regional cultural differences that they experienced when meeting other Germans. 
 
Another aspect of the culture is a country’s history that creates and influences values, beliefs 
and attitudes. Especially when describing the German culture it is important to consider the 
historical events that have almost eliminated national pride. Patriotism basically does not exist 
when comparing to other countries such as the US or France.   
 
The adjectives that have been further agreed on in the discussions where efficiency, 
punctuality, and preciseness. The participants have agreed on that efficiency is one of the 
most important cultural features of the German culture that influences decision making and 
actions which Germans are proud of. Efficient and precise work create the value of the “made 
in Germany” sign that is seen as an indicator of quality world wide. A rather negative feature 
according to the participants is the complaining culture of Germans, in particular when 
expecting the same efficiency from other cultures. Besides efficiency, the participants 
described the German culture as very competitive which often leads to more authoritative 
leadership and the value of achievement and hard work. Efficiency also brings a certain 
frugality with it. Honesty and reliability are also highly valued according to the group. 
Germany is seen as a certain role model and takes responsibility for others. Responsibility 
within the culture can also lead to an “everyone is responsible for him or herself mentality” 
according to the group. 
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Distance and personal space are also highly valued. When describing the value of family, the 
participants agreed on the fact that Germans value the core family more than big families and 
communities, unlike other cultures such as Italy and Spain. Another big cultural feature 
according to the group was the need for security that is shown in the insurance culture in 
Germany. Germans seem to be rather conservative and hesitating towards change. Germans 
prefer to create rules, regulations, and laws and stick to them. The participants have asked 
themselves if this stands in direct context to the well functioning environmental protection 
system in Germany. Environmental protection and awareness of environmental issues was 
also named as a value. 
 
 
4.2.1.3. Swedish, Male: 
 
A participant connected national culture with stereotypes and an external view on a certain 
culture. Another mentioned traditions such as national  holidays. All participants agreed on 
the fact that culture influences individuals more than they are aware of. One defined culture as 
a summary of how the majority acts and evaluates topics such as personal space, order or 
time. Similar to the other groups, this group agreed on the increasing awareness for the own 
culture when traveling or living abroad. One participant who has made experiences with 
Senegalese culture stated the fact that other cultures embrace their nationality more and teach 
children more about cultural values, while Swedish children are more encouraged to develop 
their individual values and opinions towards certain topics. This makes the Swedish culture 
less distinct. The participants agreed on a strong local culture within Sweden but also stated 
overall connecting similarities of culture even though regional cultures differ strongly from 
each other. 
 
When describing Swedish culture the participants mentioned the two Swedish concepts 
“jante-law” and “lagom”, describing the fact that Swedes should not brag about achievement 
and wealth, and always pursue to have not too little but also not too much. This makes them 
humble and calm people in the eyes of the participants. They do not see themselves as 
something better if they achieved more or have more money which creates a high equality. 
Swedes measure achievement not in money. Gender equality is very important within the 
Swedish culture especially around issues like equal payment or abortion rights. Equality is 
between men and women, cultures and nationalities such as social status. Everyone is 
supposed to have the same chances and opportunities, and there is a social system that 
supports people in need. However, the participants see Sweden as a highly individualistic 
country where people focus on their independence and their own identity more than the 
community. Children are raised to be independent especially when it comes to their financial 
situation after graduating from high school. The group described Swedes as people who value 
personal space and stick to themselves. However, Swedes are open to new ideas and change 
which makes them innovative and less stubborn than other cultures. This opens global 
business opportunities according to the participants. In conflicts Swedes like to compromise 
and negotiate and make sure all participants are pleased with the outcome. Avoiding open 
conflicts can make them appear passive aggressive in the eyes of the participants. 
 
The value of honesty and trust is deeply entrenched in the Swedish culture. Swedes trust in 
their state, government, and system. They believe that the state gives everyone the same 
opportunities to achieve in life no matter what family background they are from. According to 
the participants authorities are also trusted highly in Sweden. However, Swedes only value 
their core family and do not have a sense for large families like other cultures do. They value 
their chosen family more. 
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4.2.1.4. Swedish, Female 
 
The participants saw culture as a sort of safety where they belong and know the rules of 
society, while also understanding the values, norms, and beliefs. The Swedish culture has a 
high need for organization and structure. Flat hierarchies are important which reduces 
bureaucracy in the eyes of the participants, especially in comparison to cultures such as 
France. Equality is an important aspect in the Swedish culture. At work and in private life 
everyone is seen as equal. Feminism and gender equality is an important  and often discussed 
topic in Sweden. In Sweden the system makes sure that everyone has the same chances. The 
participants have experienced that they became more aware of their culture when studying 
abroad. 
 
When describing national culture the participants have emphasized the importance of the 
family and the time spent with loved ones. They also stated that Sweden has a highly 
individualistic culture. The work culture was also described as different from other cultures 
such as  France and the US. In Sweden work and private life are strictly separate and after 
leaving the office, the time is spent with friends and family. The culture here is changing 
towards spending time with the chosen family. The culture concentrates on the core family of 
individuals rather than larger family, community, and neighborhood. Swedes are said to stick 
more to themselves. The Swedish culture is also less nationalistic as others. Holidays are 
attributed to the family rather than to national pride. According to the participants the 
Swedish culture is now influenced by the large amount of immigrants in the past couple of 
years. The topic of migration is splitting the society. Many Swedes criticize the amount of 
money that is spend on immigration support even though there are other problems in their 
eyes such as youth unemployment. 
 
Swedes seem to be reserved and calm. According to the participants they are less likely to 
show emotions in public and like to stick to themselves when in public. The participants 
stated that there is a big difference in the public and the private behavior almost as having two 
personalities. The concept of “lagom”, not too much not too little, is also very important 
within the Swedish culture. Nevertheless, Swedes are ambitious and innovative. The 
participants emphasized that swedes are creative and open to change. They are humble and 
like to follow rules and regulations. Respect towards everyone is a part of the Swedish 
equality culture. The participants also criticized that younger generation appear less respectful 
to them. Globalization has a big impact on national culture in the eyes of the participants. 
Health and well-being is also highly valued in the Swedish culture and gets supported by 
companies and government. Additionally, the care for the environment is a matter of culture 
in Sweden which can be seen for instance in the recycling system and renewable energies.  
 
 

4.2.2. Corporate Social Responsibility 
	
4.2.2.1. German, Male 
Starting the discussion with the example of Daimler following a strong concept of corporate 
social responsibility, the participants explained their view on corporate social responsibility. 
The participants have stated that they agree with the fact that many companies apply CSR 
after a scandal or negative publicity in order to gain back a positive image. They described 
CSR as being profitable without overstepping certain ethical lines. As a reason for that the 
participants stated that company’s use a CSR strategy to avoid scandals and losing money in 
law suits. Obeying the law was widely seen as a way to be profitable and have good image. 
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The statement that CSR is used as a marketing tool was broadly agreed on even though the 
participants did not see marketing and revenue as the only reason for corporate social 
responsibility. However, the company’s success is seen as the motivation of corporate social 
responsibility since it can form a competitive advantage, and in some cases even a core 
competency for a company. One participant emphasized particularly that CSR is a PR tool 
that is used to build up a positive image, especially after a negative event. Company’s often 
seem to compensate a negative impact on society or the environment such as the production 
harmful products. The group agreed on the statement that CSR should be entrenched in the 
strategy of companies and influence all of their actions. 
 
The political power of companies according to the participants is a wide and complicated 
topic that is hard to understand and analyze for an individual. The group agreed that in 
particular larger companies have a high political power in the countries they produce due to 
tax reasons and employment. This is more prominent in poor countries that are exploited in 
the eyes of the participants. The influence of the political power of companies was broadly 
seen negative in this group. Negative behavior such as bribery are common in the corporate 
world and often entrenched in the corporate culture of many organizations. Individual 
employees or managers were described as not very powerful by the group. Often the pressure 
of the company itself is too high to let people focus on a positive impact. The participants 
here reacted quite cynical and did not seem to have too much belief in corporate social 
responsibility.  
 
The group named a variety of examples for good and bad corporate social responsibility. The 
first positive example was the brewery Krombacher, which promised to plant trees in the 
rainforest for every consumed beer. According to the group, the marketing strategy was 
successful and a culture of “drinking for the rainforest” has developed among young people in 
Germany. Christiano Ronaldo, as a brand itself, bought a favela in Brazil that was supposed 
to be taken down by the government so that the inhabitants were able to stay. Another 
example was Tom’s shoes, who help children in Africa, and a headphone company called 
LSTM provides hearing aid in poor countries.  
 
A negative example was Apple as a representative for many phone and technology companies 
who exploit workers in China and other countries, especially when using rare ores and other 
raw materials. They stated the “clean” style of marketing and stated that they felt betrayed by 
that. Another very famous negative statement was the attempt to privatize drinking water by 
the food company Nestle and the careless behavior of the company Monsanto. The group also 
called on the clothing industry such as the members of the Inditex group and other clothing 
lines for child labor and exploitation of workers in third world companies. They were 
particularly bothered by hypocrite marketing campaigns showing children while other 
children produce the goods. 
 
When describing the influence of CSR on the participants buying behavior, the negative 
example of Nestle, as a company which is excluded from consuming due to negative CSR 
was named. Another participants stated he is buying headphones from the earlier described 
company LSTM. Other participants admitted that their buying behavior is not influenced by 
CSR due to the fact that they do not gather information before making a buying decision, 
since it is usually inconvenient and requires more money. Another participant told the group 
he bought a laptop from the only company that is producing in Germany called Worthmann, 
even though the price is much higher. Other participants agreed on trying to buy local 
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products or avoiding harmful products if possible, such as product which contain palm oil. 
When buying fish some participants expressed care about rare species. 
 
Most of the participants answered the question if CSR is playing a role in the choice of a 
future employer, the answers were was mainly positive. Besides the CSR of a specific 
company, a participant named even branches he would not work for such as the weapon 
industry.  
 
The connection between CSR and the German culture was mainly reduced to the value of 
efficiency which leads to a focus on quality and price and the emphasis on environmental 
protection in Germany. The value of honesty also makes it even more important for customers 
or employees that companies do not make false statements or advertisements towards CSR. 
 
 
4.2.2.2. German, female 
 
The female German group has emphasized the importance of environmental protection and 
sustainability when describing corporate social responsibility. They have brought up the 
rather negative term of green-washing describing company’s attempts to cover up bad 
behavior. They stated that CSR is necessary for companies nowadays to stay competitive and 
build up a positive image due to consumer pressure. They agreed that CSR is widely used as a 
marketing tool, but also made the point that they agree with it as long as it has a positive 
impact on society and environment. The participants brought up that CSR is also about 
workers rights, gender equality and the inclusion of people with disabilities, but also 
questioned what is real and what is just for an image. The aspect of profitability and 
efficiency was holds them back from deeply believing in the positive impact of CSR. The 
participants agreed on the statement that CSR has to be entrenched in a company’s strategy in 
order to be successful, honest, and sustainable. The emphasized that CSR has to be a part of 
the corporate culture of a company and needs to be in the mindset of all employees. 
 
The participants saw a problem in the honesty of CSR and criticized that customers are often 
blinded by CSR marketing, and are not given full disclosure of what is actually happening 
behind the scenes. In their eyes corporate social responsibility often has a problem with 
credibility. They have also asked themselves where laws end and where CSR starts when 
discussing environmental protection or worker’s rights. 
 
The group did not estimate the political power of companies as a positive impact. They have 
criticized that companies or whole branches often have a more negative political impact on 
society to be more profitable. This was emphasized that for the topics of outsourcing or 
offshoring, companies try to circumvent laws and regulations in the home country. They have 
also criticized the concept of ecological certificates and claimed that these are more often 
adapted to companies than the other way round which describes a  negative political impact of 
companies. 
 
When describing their buying behavior they have made the point that their student budget is 
keeping them from considering CSR in many of their buying decisions.  However, most of the 
participants agreed on trying to buy local products. The credibility of the specific CSR 
method is also playing an important role. The participants also questioned the impact an 
individual can actually make. As a positive example, the participants named so called “cradle 
to cradle” projects, describing the usage of fully recyclable materials in smartphones or house 
constructions. Other positive examples named were the clothing companies Patagonia and 
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Jack Wolfskin, which invest in national parks and recyclable material. The cosmetic brand 
Lush and the department store chain DM have been named as positive examples of CSR. As 
negative and not credible companies the participants named McDonalds, H&M, and Deutsche 
Bahn. As a future employee the participants said CSR is one of many factors when making 
the decision where to apply. Work rights and family friendliness play an important role for 
them. However, some branches like weapon or tobacco industry are a taboo for some. 
 
The group saw a strong connection between the German culture and CSR practices. The idea 
of Germany as a role model for other countries is a positive factor for CSR. The importance 
of honesty keep German companies from practicing green washing and image-only CSR. 
“Made in Germany”, as a sign for high quality is also connected to CSR and especially 
environmental protection and work rights. Caring for the environment was also seen as a 
German value, especially since the political decision for the so called Energiewende when the 
total switch to green energy nation wide was made. The German value of efficiency and law 
obedience has a positive impact on the process of changing the industry for the sake of 
sustainability and environmental protection. However, the participants saw a negative cultural 
impact in the feature of competitiveness and the value of high achievement which can lead to 
a higher emphasis on profitability and growth than CSR. Besides that, consumers are critical 
towards CSR marketing and honesty is an important aspect when marketing in Germany. If a 
company loses credibility it is hard to gain back the trust of German customers. 
 
 
4.2.2.3. Swedish, Male 
 
The participants described CSR as a phenomena that is not seen as natural to the corporate 
world and therefore worth fighting for as a society. When speaking of work rights individuals 
have to put effort in using all the rights they have and need to have a certain level of 
education. However, CSR is a modern topic that is gaining importance in the Swedish society 
and is not only seen as a pure cost anymore. Young generations value and practice CSR much 
more than the previous generations. With globalization the awareness of problems and 
differences in the world are more present and through various types of media messages spread 
much faster. Most Swedes feel responsible for the well being of people in the world even 
though older generations might be not as well informed about CSR as younger ones according 
to the group. 
 
The participants questioned what part of CSR is real and what is only used as a marketing tool 
to be more profitable. They also think that many organizations still try to avoid corporate 
social responsibility as much as possible since they are still concerned about being profitably 
only. One idea from a participant was that CSR is the responsibility of stakeholders which 
decide what is supposed to be done with the money a company has made, while the company 
is focused on making profit. The other participants did not completely agree with this theory 
and said CSR is a task for the company. 
 
Speaking on the topic of political influence of companies, the participants demanded a more 
positive influence on foreign governments, especially in less developed countries. They also 
explained that lobbyism is rather weak in Sweden in comparison to other countries such as the 
US and the attempt for it is seen as negative by society. However, many Swedes expect that 
companies support human rights and other issues in the countries that they are producing and 
hiring. On the other side, the participants disagreed with a political enforcement of CSR 
actions. They also agreed on the importance of the entrenchment of CSR in a company’s 
strategy and corporate culture which brings CSR to the mind of all stakeholders. The ideal 
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situation for the participants was that CSR is comes from the inside of the company rather 
than from an external demand, even though this is not representing the reality. On the other 
hand it is important that consumers are aware of CSR and demand for it since they have the 
power to pressure a company into applying CSR.  
 
As a positive example, the participants named the Swedish internet provider Bahnhof, fighting 
for net neutrality and privacy on the internet of their customers against other competitors and 
the system. A negative example was Facebook’s way to handle customer data even though 
the company and it’s founder are involved in many charity projects. Another negative 
example was the child labor scandal in the textile industry involving companies like H&M. 
The participants emphasized that violence against children is seen as extremely negative 
within Sweden, while charity for children is a well functioning strategy. Overall the 
participants see CSR as a core competence as an uprising trend, for instance when watching 
for instance the show Sharktank. 
 
The participants had different opinions on how CSR affects their buying behavior. Some 
stated that they try to buy local products and ecological foods. Others say that they rather 
decide by the price of products and they brought up doubt in concepts like organic food 
products. They also stated that the CSR topic has to match the personal values and topics an 
individual cares about. Mostly they said that they buy what suits them best. Additionally, 
most of them had the feeling that an individual can not make a big change. When talking 
about the choice of an employer they agreed that they would care about CSR concepts due to 
the fact that they want to work in a company with a good working climate and corporate 
culture that matches their personal values. 
 
When approaching the connection between the Swedish culture and CSR the participants 
stated that they consider many rules such as gender equality and gay rights as taken for 
granted. They said that Swedes are very tolerant and the sense of equality makes them harsh 
towards racism, and companies who are accused of being racist get boycotted immediately. 
The equality in the Swedish culture is pushing CSR in a positive way.  
 
 
4.2.2.4. Swedish, Female 
 
The participants defined the concept of corporate social responsibility as how companies 
affect society in a positive way, for example through environmental protection and 
sustainability. It describes the activities such as the involvement in charity projects and money 
donations. In the participants eyes companies have more than financial responsibility and 
should also care about society and environment. Harm should be compensated as much as 
possible through sustainability and activity in charity projects. The well being of society and 
the people surrounding the company should be considered in every decision that is made 
within the company. Internal and external stakeholders should be considered when thinking of 
topics such as environment, consumer, work rights, and equality. 
 
CSR should be a part of the company’s strategy and corporate culture. It should represent the 
basic values of the company. Nevertheless, the participants agreed on the fact that CSR is 
often only used as a marketing tool to improve a company or brand’s image. Investing in CSR 
is also seen as a way to survive a scandal or negative publicity in general. It should help the 
customers and potential customers to “forgive” the company easier and reduce the risk of 
image loss. The participants stated that this is a long term process that does not happen over 
night.  
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CSR is becoming more natural and demanded by the consumers and society in general 
especially when considering the younger generations that are more aware of CSR. The 
younger generations are more informed about global issues and problems in the third world. 
For them business equals responsibility for society and they expect companies to reduce harm 
and create sustainable value. 
 
The participants estimated the political power of companies rather low and stated that 
companies should not participate in lobbying. If a company or branch has political power it 
should be used to influence governments worldwide in the interest of society. A participant 
stated that existing power can go in both a positive or negative direction, and emphasized that 
if political power exist there is always the risk of a harmful influences. Therefore, she stated 
that she disagrees with the political involvement of companies. Laws and rules are always 
attempted to be bended by organizations to their own profit and ethical rules, and are not 
followed in the way they should be. The participant suggested that using economical power 
such as power over suppliers in other countries are more important, and should be used to 
make a positive impact. The participants found that CSR that is directly connected to the 
company’s purpose is more efficient than an unrelated CSR. An example for this is the toy 
industry helping children in need. 
 
As a good example the group agreed on the fast food chain Max, which tries to fully 
compensate their Co2 emissions. There were mixed emotions towards the clothing company 
H&M. Even though there has been involvement in charity such as help for AIDS and 
ecological clothing lines, the company was employing children in third world countries. 
When describing their buying behavior the participants stated that their limited financial 
resources as university students keep them from considering CSR in many of their buying 
decisions. They also criticized that individual impact is not effective enough and business to 
business relationships could have a higher impact. However, some of the participants said 
they try to buy ecological food such as bananas or regional products when possible. As a 
future employee some of the participants named CSR as one out of many considered criteria 
when choosing a future employer. Other participants stated that the economical situation does 
not allow university graduates to be “picky” with their choice of an employer. Another 
participant contributed that she would not work for certain branches such as weapon and 
tobacco industry and the others agreed with her. 
 
When describing the connection between the Swedish culture and corporate social 
responsibility the emphasis rested on the care for the environment. Swedes have high 
expectations in the quality of products and CSR is one of many criteria that define a high 
quality product. A participant had the idea that corporate culture of a company in a certain 
culture is always influenced by the culture of the people that form it. University and education 
was also as a factor that influences awareness for CSR and the Swedish school system 
supports awareness for social and environmental issues. The participants stated that CSR is a 
global issue that has to be faced internationally. 
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Chapter 5: Data Analysis 
	

5.1. Research question 1: How do German and Swedish university students 
describe their national culture? 
	
Germany 
 
The German students understood the concept of national culture as a shared set of values, 
attitudes and behaviors within a society. When listening to the answers of the students it 
became clear that the German history, specifically the events during World War II, are still 
present in the minds of the people. The events also shape their national identity and their 
understanding of the German culture. A sign for this is the lack of national pride within the 
German culture which the participants of the focus groups have described. 
 
When comparing the cultural features the participants of the focus groups have described, the 
cultural dimensions of Hofstede can be supported. Many of the values and cultural attributes 
can be seen in the context of the cultural description given by Hofstede. Hofstede (2005) 
described Germany as a highly masculine country. A sign for the high level of masculinity 
within the German culture is the high level of competitiveness, and the value of achievement 
which were confirmed by the answers of the focus groups. One of the most named German 
values of the focus groups was the value of efficiency. The directness in case of conflict or 
disagreement is also a sign for a high level of masculinity. Not being afraid of conflicts and 
confrontations was one of the main traits describing masculine cultures (Hofstede, 2005). The 
term of the German efficiency has been brought up various times during the focus group 
interviews and in the pre questionnaire. It is a cultural value that seems to be essential within 
the German culture. This efficiency can be connected to the high level of masculinity in the 
form of the connection to competitiveness, and the value of achievement that was seen as one 
of the main aspects of masculine cultures (Hofstede, 2005). It also brings a certain frugality 
with it that is often seen as a stereotypical German phenomenon. Germans also seem to expect 
a certain efficiency from other countries which is not given many times. Connected to the 
German quality of products and economical growth these values form a certain national pride 
for Germans that is usually not shown as much as in other cultures. Additionally, Germany 
has not reached the same level of gender equality in private and work life as other countries 
such as Sweden.  
 
Germany has a high value for punctuality and time which supports the theory of a long-term 
oriented culture which was predicted as one of the main cultural aspects by Hofstede (2005). 
Security for the future, such as financial security, is also important in the culture. Looking at 
the level of uncertainty avoidance, the participants of the focus groups have described a 
certain need for safety in the German culture. An example of this is they named the insurance 
culture in Germany, describing how many more insurances are made for things in comparison 
to other countries. The students see Germany as a rather conservative country that does not 
embrace change in the way many other countries do. Reliability is therefore a value that 
shows the uncertainty avoidance. Rural areas were specifically described as conservative and 
traditional. However, Germany is still described as an innovative country due to it’s industrial 
power. The features of conservativeness, anxiety, and fear of change confirm the theory of a 
high uncertainty avoidance in the German culture, since these are the main characteristics of 
uncertainty avoidance (Hofstede, 2005). 
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 Power distance is rather low in Germany. Despite this, the students described the German 
work culture as more distant than others. Equality and flat hierarchies are still important in the 
German culture. The value of hard work overweighs financial and social achievement, and 
someone who works hard will be respected. Respect towards other people was also named as 
an important value within German culture. The research is only partly agreeing on the theory 
of a high power distance by Hofstede (2005). On the one hand, the German culture is 
described as equal and respectful, on the other hand hierarchies were described as stricter 
especially in comparison with the Swedish focus group. 
 
Germany is described as a very individualistic country. In Germany as in Sweden the focus 
lies on the core family, parents and siblings, rather than on the community, neighborhood and 
extended family. The students described Germans as rather calm and keeping to themselves in 
comparison to for example southern European cultures as Spain or Italy. Another sign for 
individuality within a culture is the mentality that says “everyone is responsible for himself”. 
The described value of the core family and high emphasis on independence are confirming 
Hofstede’s theory of a high power distance within the German culture. 
 
One important aspect of the cultural identity of the students that was not considered in the 
Hofstede theory is the aspect of regional culture. The students have described that regional 
culture is playing an important role in their cultural identity. They stated that there are large 
differences in culture between the North, East, South, and West of Germany. Dialects, 
traditions, and cuisine differ from each other. Many Germans identify with regional culture 
more than with the national culture itself. This might be from the remains of the memories of 
world war II and the missing national identity and pride that many Germans identify worse 
with than their regional culture. This may lead some to see their cultural pride resting in 
regional traditions. A big difference was also seen in urban or rural areas which has also not 
been taken into consideration before.  
 
 
Sweden 
 
Swedish culture contrasts with the highly masculine culture of the Germans. The Swedish 
participants have confirmed the theory of Sweden as among the most feminine countries in the 
world. Achievement and personal success are not highly valued. Equality and harmony have a 
high importance in interpersonal relationships. When comparing these perceptions to the 
values of the German participants, Hofstede’s theory of a high femininity can be confirmed. 
The students described the concept of the Jante-law, which says that an individual should not 
show off personal success in order to not appear superior to others. Avoiding direct conflicts 
and being willing to negotiate and compromise how the participants have described the 
Swedish culture is a sign for a feminine, nurturing culture. Helpfulness and the need to 
support the weaker is also a nurturing value in culture. Sweden, even to a lower extent than 
Germany, is a long term oriented culture which can be seen in the value for punctuality and 
time.  Due to the confirmation of the values of time and punctuality the research describes 
Sweden’s culture with a higher long term orientation than Hofstede’s theory. 
 
The level of uncertainty avoidance in Sweden is rather low in comparison to other European 
cultures. The students have described Sweden as a very innovative country that embraces 
change and new ideas. The Swedish students have been describing various innovative, new 
companies that were founded in Sweden lately such as the music streaming provider Spotify. 
The innovativeness within the Swedish culture was one of the things the students seemed to 
be the most proud of, and can be seen as an essential value to the Swedish culture that has 
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developed in the past decades. The innovativeness and embrace of change support the theory 
of a low uncertainty avoidance of Hofstede (2005). 
 
 The power distance in Sweden is among the lowest of all countries. The students described 
the high importance of equality within the Swedish culture. (Hofstede, 2005) Considering the 
Jante-law, that tells people not to show off success and feel superior to others, the Swedish 
culture sees individuals as equal regardless of the social status, family background, or 
financial situations. This influences the work environment in Sweden and gives employees a 
feeling of equality and independence from their superiors. The Jante-Law is a concept that 
seems to be deeply entrenched in the Swedish culture and was named by many of the 
participants both in the interviews and in the pre-questionnaire. Even though the participants 
agreed on the fact that achievement and success are both valued and desirable, showing it off 
in public is one of the most contemptible behaviors.  Equality of chances has been 
emphasized a lot during the interviews. The equality of people regardless of their social 
background or family is an essential value within the Swedish culture and it can be seen in the 
education and social system of the Swedish state. The Jante-Law is a high indicator that 
supports Hofstede’s theory of low power distance in Sweden. The emphasis on flat 
hierarchies and equality that the students have described in the focus groups support this 
theory as well. 
 
Both Germany and Sweden are seen as very individualistic countries (Hofstede, 2005). The 
focus on the core family, including parents and siblings, that the students described in 
comparison to other cultures with large families, is an indicator for a highly individualistic 
culture. However, the Swedish students have described a change in this attitude focusing 
more on the chosen family, their friends. Describing this phenomena the conclusion can be 
made that there is a change in culture away from traditional values to new modern 
preferences. The independence, such as financial independence from the parents, is important 
for the Swedish students. Following own goals and creating own values, and beliefs 
independent from family and social environment is valued and pursued by the students. Being 
calm, quite, and keeping to themselves as the students describe the individualism in the 
Swedish culture. Swedes were described as quiet and calm. They like to be by themselves and 
hesitate to talk to strangers which confirms the high level of individualism. The similarity of 
the answers support the theory of an equally high level of individualism in both countries. 
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Table 6: The comparison of the two cultures 

  
Similar to the German students, the Swedish students emphasized the differences in regional 
culture within Sweden. Many of the participants stated that they strongly identify with a 
certain regional culture more than with the national culture itself. This criticized the Hofstede  
theory strongly, and questions the validity of the dimensions. 

	

5.2. Research question two: How can Swedish and German university’s attitudes 
towards corporate social responsibility be described? 
 
Germany 
 
The German test group widely agreed on the fact that corporate social responsibility is seen as 
a marketing tool for many companies. They stated that they do not want to accuse every 
company of only using CSR as a marketing tool, but they believed that profitability and 
competitive advantage is the main reason behind CSR actions. The group has also mentioned 
the concept of green-washing, which describes a PR method of pretending to be an 
environmental friendly company without any real evidence behind it, in order to be profitable. 
The participants stated that many companies seem to participate in green-washing and that 
this effects the credibility of CSR in their eyes. The participants also questioned the 
credibility of environmental certificates and questioned if the certificates are adjusting to the 
companies and not the other way round. Both male and female participants were critical 
towards the credibility of CSR in general. It seems that the participants from Germany were 
skeptical towards marketing and PR messages that companies spread about their CSR actions 
and projects. They stated that it often seems that companies compensate harmful behavior 

Cultural Dimension 
 

German attributes and 
values 

Swedish attributes and 
values 

1. Masculinity Achievement 
Competition 
Efficiency 
Directness (in conflicts) 

Jante-Law 
Gender equality 
Negotiating (in conflict) 
Avoidance of conflict 
Helpfulness 

2. Long Term Orientation Punctuality 
Being organized 
Security for the future 

Punctuality 
Value of time 
 

3. Uncertainty avoidance Afraid of change 
Conservative 
High need for safety 
“insurance culture” 
Regulations 
Reliability, Honesty 

Open to change 
Innovation 
Open to different lifestyles 
and ideas 
Relaxed  

4. Power distance Equality 
Formality 
(higher than Sweden) 

High level of equality 
Jante-law 
Low level of hierarchies in 
work life 

5. Individualism Concentration on core family 
Independence 
Quiet, not approaching 

Concentration on core family 
Independence 
Calm, quiet 
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such as pollution or exploitation of workers with involvement in charity projects. Taking 
everything into consideration, the German group was rather skeptical towards the social and 
environmental value of CSR in comparison to the Swedish students. The participants of the 
German group have described CSR as being profitable without overstepping laws and 
regulations. The group has brought up the legal aspect of CSR and described CSR actions as 
a way to prevent law suits and scandals which causes profit and image loss, customer churn, 
and direct fines. It was also seen as a strategy for a company that has been involved in a 
scandal or was affected by negative publicity to gain image and customers back. Considering 
these statements show the skeptical perception on corporate social responsibility. Taking the 
aspect of profitability and the example of green-washing into consideration, the focus group 
strongly agrees with the instrumental perspective, described by Garriga and Mele (2004). 
Even though the instrumental perspective was not described as an ideal form of corporate 
social responsibility and evaluated as negative, the participants still saw it was the most 
realistic among the perspectives. However, entrenching corporate social responsibility in a 
company’s strategy, as the strategic perspective  of Garriga and Mele (2004) describes,  was 
seen as an ideal state while it was still not often applied. 
 
Environmental protection was a topic that seemed to be the most important for many German 
students. The female group emphasized environmental protection and sustainability as the 
main aspect of CSR. Germany was described as a kind of role model for other countries due 
to the ambitious goal of the complete switch to renewable energies, referred as Energiewende. 
The German students see this as a project that affects all individuals and corporations within 
Germany. Sustainability and environmental protection therefore, are entrenched in the 
mindset of many people and demanded from companies. Ambitious ethical values such as 
environmental protection that are demanded by the people can be seen as an indicator for the 
ethical perspective (Garriga & Mele, 2004). 
 
The ideal corporate social responsibility strategy should be interwoven in the strategy and 
influence the corporate culture. Considering the students’ answers and arguments CSR can 
only function if it is present in the mind of all employees and managers within a company. 
Only when this stage is obtained, corporate social responsibility can be effective and have a 
sustainable impact on society and environment. The political influence of companies was 
described as a complex topic that is hard to understand as an individual. In general the 
opinion towards the political power of companies was rather negative. The participants 
claimed that companies use their political power for their own advantage rather than for the 
well being of society. Companies that outsource in third world countries do this for the reason 
of saving labor costs. In the eyes of the participants this collides with a positive influence on 
foreign governments for instance improving laws and regulations for workers. Considering all 
arguments, the political perspective on CSR was seen as the most unrealistic among the 
aspects of Garriga and Mele (2004).  
 
The main problem that has been described next to the lack of credibility of CSR marketing 
and PR was the lack of impact that individuals have on issues such as human rights or 
environmental protection. Especially students who live in a small budget only have limited 
possibilities to support corporate social responsibilities. However, the participants seem to 
have certain topics such as organic cosmetics or local products that they seem to value and are 
willing to spend money on. Considering this, university students have limited resources and 
therefore are only able to pick certain products with a positive impact on society and 
environment.  
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When selecting an employer the students have described corporate social responsibility as one 
out of several criteria that will be considered for their decision where to apply. Work rights 
and family friendliness are important matters of corporate social responsibility especially in 
the eyes of the female participants. Companies itself were not named as taboos but the 
participants emphasized that there are certain branches they would not work or apply for such 
as the weapon or the tobacco industry. 
 
 
Sweden 
 
When Swedish students asked themselves the question how far is CSR a real act for humanity 
and environment, and where pure marketing and PR starts, they were not as skeptical as the 
German students. However, the students agreed that it is the main purpose of companies to be 
profitable and be able to exist which also forms the first part of Carroll’s CSR pyramid. It 
seemed like the Swedish students were more trustworthy towards corporate social 
responsibility marketing than the very skeptical German students. The Swedish students 
appeared much more optimistic about the future development of corporate social 
responsibility and a change in consumer demand. They claimed that CSR is almost a natural 
thing in economy now and were positive that CSR will be a must-have feature for 
organizations. Although the instrumental perspective of Garriga and Mele (2004) was partly 
agreed with, the Swedish students did not see it as dominant as the German students. The 
Swedish group revealed more of an ethical perspective on CSR as instrumental. 
 
The Swedish participants have emphasized that CSR is gaining more and more importance 
within the younger generations, including their own. Older generations are not as well 
informed and aware of CSR according to the participants. They have stated that CSR and 
general ethics are becoming a more and more discussed topic in schools and universities, 
which makes CSR a topic that is more wide spread within the younger generations. Taking 
this into consideration the conclusion can be made that CSR is a very recent topic within 
Sweden’s young generations and a demanded subject. The students described consumer 
demand as an important aspect of corporate social responsibility, and it is becoming more and 
more essential when addressing young Swedes as a target group. Considering this and 
comparing it to the rather negative impression of the German students it seems like Sweden is 
one step ahead in managing and evaluating corporate social responsibility regarding both 
consumers and organizations. The argument that younger generations, especially the 
generation Y, have a stronger emphasis on corporate social responsibility than former 
generations was confirmed by the focus group. (McGlone et. al., 2011 )   
 
Similar to the German students, the Swedish students emphasized the importance of 
environmental protection in Sweden. Stating the fact that children’s rights and safety are 
specially valued within Sweden. When this is considered it becomes clear that the factor of 
humanity plays an important role in Swedish CSR marketing. The political power of 
companies within Sweden was not seen as a positive aspect. The participants described that 
lobbyism is despised in Sweden. A positive influence on the respect of human rights and 
environmental protection on foreign governments was claimed as a demand from Swedish 
customers. However, Swedish university students have opposed political enforcement of 
corporate social responsibility and stated that it has to come from corporate culture and 
consumer demand rather than from laws. The Swedish students also brought up the 
importance of supporting locally produced products and companies. These factors towards 
humanity, ethical rules and environmental protection can be interpreted as more arguments 
for an ethical perspective in corporate social environment (Garriga & Mele, 2004). The 
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Swedish students had disagreed with a political influence on a similar level than the German 
students which are arguments against the political perspective of Garriga and Mele (2004). 
 
Many of them stated that they prefer local products over other even cheaper versions. This 
can be on the one hand a matter of trust in the quality of the products, and on the other hand a 
matter of identity and local pride in products and companies. Another topic the participants 
brought up was ecological production of food such as vegetables, fruits, and meat. However, 
the participants were skeptical towards the positive impact and credibility of organic 
production and ecological certificates. As a positive and more credible factor of 
environmental CSR the participants named examples of  Co2 neutrality and the attempt to 
compensate Co2 emissions. The participants also brought up the topic of data security and net 
neutrality as a matter of corporate social responsibility. They saw the security and privacy of 
data as an important responsibility of companies and criticized others for not protecting or 
even selling customer data. 
  
The influence on the student’s buying behavior was described as very limited due to the small 
student budgets. Similar to the German students the Swedish students named particular 
products that they buy due to a positive impact on society and environment. The selection of a 
products is depending on the price but also on what suits their needs the best, including 
representing certain personal values such as gender equality which was named as an example. 
Corporate social responsibility plays an important role when it comes to representing personal 
values. 
 
The participants discussed that they care about corporate social responsibility when selecting 
an employer because the wish for a positive work environment and a corporate culture that 
represents their personal values. However, the participants also admitted that in their eyes the 
current economical situation does not allow them to be too selective with the choice of 
employer when applying for an entry position. 
 
Table 7: The aspects of corporate social responsibility 
 Positive aspects 

 
Negative aspects Behavior 

Germany  Environmental protection 
Germany as role model 
Success of local products 
and companies 

Marketing & PR as main 
reason 
Green-washing and false 
promises 
Lobbyism and negative 
influence 
CSR as 
prevention/compensation of 
scandals 
Very limited influence of 
individuals  
Student budget as obstacle 

Buying local 
products 
Ecological products 
Employer selection 
(one of many 
aspects) 
 

Sweden Consumer power and 
demand 
CSR as main 
strategy/competitive 
advantage 
High awareness 

Lobbyism 
CSR as a marketing/PR  tool 
Student budget as obstacle 
 
 

Local products 
Ecological products 
(when financially 
possible) 
Employer selection 
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5.3. Research question three: How do cultural values and national identity 
influence the perception of corporate social responsibility of German and 
Swedish university students? 
 
Germany 
 
The high masculinity within the German culture seems to influence the perception of CSR of 
German students in a negative way. The perception of corporate social responsibility is 
skeptical because the students presume that companies are only concerned about making 
profit and using corporate social responsibility in order to gain market share. Corporate social 
responsibility seems to stand in conflict with the value of efficiency that is deeply entrenched 
in the German culture. Efficiency and the aim of having a positive impact on society and 
environment are seen as conflicting elements. High masculinity in a country leads to a certain 
“survival of the fittest” mentality that leaves weaker members of society behind. This 
mentality does not create a supporting environment for sustainable corporate social 
responsibility. These factors of competitiveness, achievement, and efficiency are proving the 
high masculinity in the culture and reinforce the theory of the negative influence of 
masculinity on the perception of CSR (Christie et. al., 2003).  
 
Taking the example of outsourcing to another country into consideration, companies seek 
lower labor costs, taxes, and less regulations. These reasons for outsourcing stand in direct 
conflict to the theory of influencing foreign governments to respect human rights, create 
better laws to protect workers, and regulations towards work security or environmental 
protection. Having these cultural values and features in mind keeps the German students from 
fully trusting in the idea of honest corporate social responsibility. The high level of 
masculinity and the involved values of achievement, competition, and efficiency in the 
German culture can be seen as the reason for the critical and skeptical view on corporate 
social responsibility. This further strengthens the theory of Christie et. al. (2003) and Truong 
and Nugyen (2016). When comparing the Germans attitudes to the Swedish the difference in 
masculinity and femininity might be the cause of disagreement. However, efficiency and 
achievement have lead to a well-functioning recycling system and made the switch to 
sustainable energies possible within Germany. As the students have described, Germans see 
their country as a role model when it comes to green technologies and environmental 
protection. Seeing sustainability from a competitive view among companies and countries, the 
masculinity in the German culture might also have a positive influence on the efficiency of 
the implementation of goals set by the government or the united nations. Considering these 
aspects, the research agrees with the theory of Christie et. al. (2003) and Truong and Nguyen 
but does not accept it completely due to the factor of efficiency within corporate social 
responsibility represented by the view on sustainability. 
 
A low power distance can cause higher demand for work rights and payment of workers. 
Hard work is valued strongly in the German culture and the thought of the hard work gets 
rewarded is an indicator for a high level of equality in comparison to cultures with stronger 
class systems. This brings empathy and a support of human rights with it. Companies have to 
adapt their work conditions especially for lower paid jobs. Companies that seem to exploit 
workers are evaluated as negative. These arguments speak for the theory of a positive 
influence of low power distance that has been detected by Christie et. al. (2003) and Truong 
and Nguyen (2016). 
 
According to Hofstede, a high level of uncertainty avoidance is an indicator for a high value 
of corporate social responsibility. The fear of reactor accidents after the incident of 



	
	

59	

Fukushima was the beginning of Germany’s Energiewende project that the participants have 
talked about various times. Hofstede has mentioned that cultures with a high level of 
uncertainty avoidance tend to take more actions towards environmental protection due to the 
fear of future consequences of the climate change and pollution. The German students stated 
that environmental protection is entrenched in the German culture. According to the students, 
Germany has a high level of anxiety about future which can be seen in the insurance culture 
of Germany. Avoiding the new and unknown can lead to a higher support local companies 
and can foster a preference for locally produced goods. Honesty, reliability, and credibility are 
also playing an important role in the German culture, which could be the reason behind the 
critical view on CSR of the German university students. Once the credibility is lost it is hard 
to gain the customer’s trust back. Negative examples and scandals that have lead to a low 
credibility for a company can take long periods of time to recover from in German culture. 
Greenwashing is an example for lost trust in marketing and CSR. Besides credibility, 
Germany has a high emphasis on law and rule obedience. Germany has created rules and laws 
towards ethical behavior and environmental protection that companies have to obey. The 
examination of the factor of uncertainty avoidance has brought disagreement with the theory. 
The factor of uncertainty avoidance has brought a skeptical view and low credibility towards 
CSR and new strategies of corporate social responsibility which is standing in contrary to the 
positive impact of uncertainty avoidance of the theory of Christie et. al. (2003) and Truong 
and Nguyen (2016). Even though environmental protection and sustainability can be partly 
lead back to uncertainty avoidance, the negative impact outweighs here. The disagreement is 
also strengthened by the innovativeness and embrace of change of the lower uncertainty 
avoidance in the Swedish culture.  
 
Both Germany and Sweden are considered long term oriented countries. The care for 
environment that has established itself in the German culture over the past decades can be 
attributed to the long term orientation. The orientation towards the future and the future of the 
environment and climate of the earth can be explained by this cultural dimension. This  agrees 
with the theory of Christie et. al. (2003) even though the predicted higher difference in long 
term orientation between Sweden and Germany can not be confirmed. 
 
 
Sweden 
 
In comparison to the German students, who have a relatively skeptical view on corporate 
social responsibility due to the high masculinity and the connected hindering from efficiency 
and competitiveness, the Swedish students were more optimistic towards the effectiveness of 
CSR. A reason for this could be derived from the high femininity in the Swedish culture, 
which brings a lower level of competitiveness and a higher level of nurturing and gender 
equality (Hofstede, 2005). An example for this is that the participants have remarked that 
marketing with children and promising to invest in the safety and future of children is highly 
effective within Swedish CSR and marketing campaigns. Feeling responsible for others in and 
outside of Sweden is also a factor that is dependent on the femininity of the culture. Seeking 
for harmony and social equality leads to a higher perception of corporate social responsibility. 
(Christie et al., 2003) Many topics, especially regarding gender equality and tolerance, are 
taken for granted and are expected from companies no matter what. The theory of Christie et. 
al. (2003) can be confirmed by the comparison of the two cultures: Germany and Sweden. 
Germany as a masculine culture confirms the values of competitiveness and achievement as 
hindering the impact of corporate social responsibility, while Sweden a feminine culture with 
equality and nurturing values has a positive impact on CSR. 
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Sweden has a lower uncertainty avoidance and shows more trust in the corporate social 
responsibility actions of companies. Germany seems to be more critical. Sweden, as a very 
innovative country focuses on creating new, socially oriented businesses that see corporate 
social responsibility as their core competence. The students described this phenomena with 
the example of the television show Sharktank, presenting new start ups that have a corporate 
social responsibility strategy entrenched in their core competencies. Embracing change and 
innovation can lead to new business models and strategies involving new corporate social 
responsibility methods and core competences. A low uncertainty avoidance can also lead to a 
better accepting of new products on the market, because the fear of the new is not as present 
as in other cultures. Hereby, the study disagrees with the Hofstede theory that a low 
uncertainty avoidance is not supporting corporate social responsibility due to the argument of 
innovativeness and embrace of change. As already mentioned earlier, the study disagrees with 
the theory of a negative influence of uncertainty avoidance (Christie et. al., 2003, Truong & 
Nguyen, 2016). While the German perception of CSR was shaped by mistrust and skepticism, 
the Swedish perception was positive towards new CSR strategies and a change of thinking in 
the modern business world. This can be lead back to the high and low uncertainty avoidance 
in the two cultures.  
 
Another important factor is the power distance within Sweden and the equality of all people 
that is deeply entrenched in the culture (Hofstede, 2005). One of the most named values in 
both the survey and the group discussion was the value of equality within the Swedish 
society. Every individual, and especially every child should have the same chances of higher 
education and successful career, regardless of the social status of the family, gender, or ethnic 
background. Corporate social responsibility is important in the Swedish culture to reach the 
desired equality in society. Companies have to adapt to the demand of gender equality and 
tolerance against ethnicities and religions. The example of protests against a company that 
refused to hire people with migration background shows that the Swedish society is very 
reactive to inequality and unfairness. Swedes tend to spend more money on charity projects 
and seem to be willing to pay more for products with a CSR support when the financial 
situation allows it. The low power distance in both cultures has a positive influence on 
corporate social responsibility. This can be seen in strong work rights which supports the 
theory of Christie et. al. (2003) and Truong and Nguyen (2016). 
 
The individuality within the Swedish culture can be seen by Swedes encouraging young 
people to create their own values and beliefs rather than just adapting (Hofstede, 2005). The 
description of the buying behavior has shown this. Swedish students stated that they will buy 
what fits them best personally. Corporate social responsibility is important when it fits the 
personal values of an individual. Depending on which topics of CSR are important to 
someone, they support companies that follow these values, such as gender equality or 
children’s rights. In collectivistic cultures an individual divides the world in two groups. The 
group he or she is a part of and the outside of this group. The group takes care of its members 
but excludes others. In highly individualistic cultures such as Sweden this inside and outside 
the group does not exist. People don’t identify with a certain group of people. They care about 
other groups and individuals equally. Globalization has brought more awareness about the 
issues in other parts of the world and according to the participants, the care for the wellbeing 
of people in other cultures is high in Sweden. The individualistic aspect of the culture can be a 
reason for this empathy. This corresponds with the theory of Christie et. al. (2003) and 
Truong and Nguyen (2016) claiming that individualism influences CSR in a positive way. 
 
As already mentioned earlier, both countries are long term oriented cultures (Hofstede, 2005). 
This long term orientation as described for the German culture can be the reason for Sweden’s 
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engagement in environmental protection and sustainability as well. As already mention, the 
difference in long term orientation between Germany and Sweden that was stated by Hofstede 
(2005) can not be confirmed by the study . Both countries seem to be equally concerned about 
the future and the environment which also leads to a similar perception of corporate social 
responsibility. 
 
Table 8: Culture und corporate social responsibility 
 Cultural Feature Influence on CSR 

perception 
Germany Masculinity: efficiency, 

competitiveness, value of 
achievement 
 

CSR as marketing/PR tool 
Low credibility due to focus 
on profit and success 
Efficiency and quality of 
sustainability 
Feeling as role model 
 

 Uncertainty avoidance 
(high): fear of change, 
honesty, reliability 

Honesty and credibility of 
CSR marketing 
Trust in local products 
Environmental protection 

 Low power distance Equality 
Value of hard work 
Working conditions 

 Long-Term orientation Environmental protection 
Sustainability 

Sweden Femininity:  
nurturing values, gender 
equality, harmony 

Involvement in social charity 
Care for children 
Gender equality in business 

 Uncertainty avoidance (low): 
Innovativeness, embracing 
changes 

New business models 
Ideas and strategies of CSR 
Trust 

 Power distance: equality, 
Jante-law 

Providing equal chances 
Charity and social projects 
Equality in business 

 Individuality Empathy for global issues 
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Chapter 6: Conclusion 
	
This chapter sums up the new insights of the study and describe the meaning for business 
ethics and corporate social responsibility when marketing in Sweden and Germany. 
Additionally, this chapter gives an outlook on what further research can focus on in the 
future. 
 

6.1. Findings 
	
6.1.2. Research question one: How do German and Swedish university students describe 
their national culture? 
 
The description of the cultural identity of the students partly confirmed the dimensions of 
Hofstede (2005). Many of the dimension have been described by the participants or could be 
implemented through the described values. The most important value for the Swedish 
students were equality among every individual regardless of gender, ethnicity, or social status. 
The masculinity, represented by efficiency, achievement, and competitiveness formed the 
largest difference between the two cultures. The German students described efficiency as 
among the most important values and explained that they identify strongly with this. The 
success of the German economy worldwide formed a large part of the German national 
culture. The Swedish students brought up the innovativeness of the Swedish culture and saw a 
pride in the recent development of the Swedish economy on the international market. This 
includes successful companies such as Spotify. The second largest cultural difference was 
formed by the level of uncertainty avoidance that can be seen in the different attitude towards 
change, conservativeness, and innovation. Similarities lie in the individualism in both 
countries which was confirmed by the value of the core family, personal development, and the 
value of independence in both countries. The long term orientation can be seen in 
environmental protection, rule obedience, and the value of time in both countries. 
 
Beyond the Hofstede theory, the students of both countries emphasized the importance of 
local culture and argued that many people identify with local culture rather than national 
culture. When discussing language, dialect, and traditions, local culture often outweighed 
national identity. The main criticism of the Hofstede theory was confirmed by the participants 
of the focus groups. Culture can not only be defined within boarders but has to be analyzed 
with more details considering local culture. This is demonstrated in cultures such as Germany, 
where national pride is still  taboo, and local culture forms a big part of an individual’s 
cultural identity. Pride can not be projected on the whole country. Therefore, it is seen in local 
culture and traditions. The criticism of Hofstede’s theory here can be confirmed by the study. 
 
 
6.1.2. Research question two: How can Swedish and German university’s attitudes 
towards corporate social responsibility be described? 
 
The main difference in the perception of corporate social responsibility between the German 
and Swedish participants was the skepticism towards the credibility of CSR strategies of 
organizations. Even though both nationalities claimed that CSR is often used as a marketing 
tool or PR strategy to improve image, the German students were more critical towards the 
issue. Due to the high emphasis on profitability and competitiveness of organizations, the 
German students mostly agreed on the fact that CSR is not fulfilling its propose of having a 
positive impact on society and environment. The students described the entrenchment of CSR 
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in the strategy and corporate culture of a company as the ideal situation even though this does 
not represent reality in their eyes. The Swedish students were positive towards consumer 
power and the future development of CSR especially when regarding future generations. They 
described an increasing awareness and visibility in the education system of Sweden. 
Corporate social responsibility and politics were mainly seen as things that need to be 
separate. While the Swedish students described their will for a positive influence on foreign 
governments they claimed that lobbyism is seen as off-limits within the Swedish boarders. 
The German students doubted a general positive political influence on both national, 
international, and local governments. When it comes to CSR topics and preferences, both 
nationalities focused on environmental protection and brought up the topic of local companies 
and locally produced products as a preference. Both nationalities saw the reason for the small 
influence of CSR on their buying behavior in the limited budget. They emphasized the 
importance of CSR when choosing a future employer. 
 
 
6.1.3. Research question three: How do cultural values and national identity influence 
the perception of corporate social responsibility of German and Swedish university 
students? 
 
The main difference of the perception of corporate social responsibility is the credibility of 
CSR marketing and the belief that CSR has a positive impact on society and environment. 
While the Swedish students have described a change in mentality and a rising importance in 
consumer demand of CSR the German students were skeptical towards the honesty and 
credibility of CSR, especially in marketing and public relations. The two main reasons for this 
can be the main cultural differences in masculinity vs. femininity and the level of uncertainty 
avoidance. Germany, with a highly masculine culture, has a focus on efficiency, achievement, 
and profitability. This facilitates a more competitive corporate culture within the country. The 
fact that cultural differences can be used to explain different perceptions of corporate social 
responsibility is an important indicator of the influence of cultural values on the perception of 
corporate social responsibility.  
 
The second cultural feature that could be responsible for this lack of trust is the high level of 
uncertainty avoidance in Germany compared to a lower level in Sweden. The value of 
reliability has brought German students to question the honesty and effectiveness of CSR 
actions of organizations. There has been a loss of trust due to issues such as green-washing. 
Additionally, the theory of a positive influence of uncertainty avoidance can be questioned 
with the outcome of the study. It has shown that the change embracing and innovative 
Swedish culture, which is connected to a lower uncertainty avoidance, can be seen as a rather 
positive influence on CSR development. Taking everything into consideration, the study does 
not fully agree with the theory that high uncertainty avoidance has a positive influence on 
CSR. On the one hand uncertainty avoidance can lead to environmental protection as a 
prevention of future damage, but it also can lead individuals to be less trustworthy and not 
responding to corporate social responsibility. This distrust is even more exacerbated when 
credibility was damaged. Fear of change and conservativeness hamper new innovations 
within the area of corporate social responsibility, or impede the launch of products and 
services regarding CSR on the market. The Swedish culture is an example for this theory. 
 
Long term orientation can be the reason for the similarities such as a high awareness of 
environmental issues and climate change in both countries.  Low power distance and a high 
value of equality lead to social support and engagement in work rights and work conditions. 
Low power distance as a negative impact on lobbyism as well. Taking everything into 



	
	

64	

consideration, the conclusion can be made that cultural values and identity do influence the 
perception and success of corporate social responsibility in many different ways. 

 

6.2. Implications and Future Research 
	
Based on the outcome of the study and the focus group interviews, future research can 
develop studies about the effectiveness of certain marketing strategies. Campaigns regarding 
corporate social responsibility and students of both countries can be based on the research as 
well. With focus group interviews existing strategies can be evaluated and new strategies can 
be tested or created together with university students. 
 
The study can be a base for employer marketing strategies to recruit young talents with 
corporate social responsibility. Employer marketing and corporate social responsibility can be 
connected to each other and future implementation can create new strategies of employer 
marketing and branding using corporate social responsibility since many young people see 
CSR as a criteria of employer selection. 
 
Regarding the detected lack of trust of CSR in Germany, future research can develop 
strategies for companies to gain back credibility on the German market. Considering the 
concept of green-washing, there could be future research on the meaning and harm of green-
washing on the credibility of CSR marketing in Germany. 
 
Another possible implications and topic for future research could be a study over the success 
of local products and locally produced goods which have been named by the students in the 
focus groups. Marketing with a local goods and local aspects when trying t win German and 
Swedish Millennials could be a possible implementation of the findings. Local companies or 
companies that produce products in a certain area could use the local aspect as a competitive 
advantage and emphasize this aspect in their marketing strategy. 
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Appendix 1: Interview Guideline 
	

	
	
Part 1: Introduction 
 

1. What is your name?  
2. How old are you?  
3. What is your area of studies? 

 
The participants introduce themselves while sharing personal details. It is important for a 
good discussion atmosphere to get to know each other. The names of the participants will not 
be published while age and focus of studies will be documented. 
 
Part 2: Culture and Identity 
	

1. How would you describe the term “national culture”?  
2. What does national culture mean to you? 
3. Find 5 adjectives that you would consider typically Swedish/German (group task) 
4. Discuss the 3 most important values of your culture? (Individual answer, group 

discussion) 
 
By finding adjectives and values to describe the national culture, the idea of national culture 
and the differences between thinking and feeling should be clarified. The perception of their 
own national culture is important to find similarities and differences and to estimate the 
differences between national cultures. 
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Part 3: Corporate Social Responsibility 
 

1. How would you describe the concept of Corporate Social Responsibility? 
2. Here are five statements: Discuss in the group where you agree and disagree 

 
a) CSR should be a part of every company’s strategy and entrenched in all actions. 
b) CSR is only seen as a marketing tool to be more successful. 
c) CSR is an ethical issue and is concerned with the well being of society and 
individuals that are surrounding a company. 
d) CSR describes the way companies use their political power to have a positive 
impact on society. 
 

3. Name an example of good and bad Corporate Social Responsibility and explain why 
you picked it? 

4. How does CSR influence your buying behavior? Name products where you care about 
CSR and why? 

5. How important would it be for you as an employee that a company is involved in 
CSR? 

6. How do you think the values we have talked about earlier affect your opinion of 
corporate social responsibility? 

 
The first questions give answers to the participants perception of corporate social 
responsibility and describe their view.  
The third question should test which areas of corporate social responsibility are most 
concerned about.  
The last two questions test the importance of CSR in the eyes of the participants and  
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Appendix 2: List of participants 
 
Nationality, Gender Age Area of studies 
1. German, male 23 Mechanical Engineering 
2. German, male 22 Engineering& Management 
3. German, male 22 Mechanical Engineering 
4. German, male 24 Business Administration 
5. German, Male 24 Mechanical Engineering 
6. German, Female 24 Energy and Environmental 

Engineering 
7. German, Female 26 Business Administration 
8. German, Female 24 Environmental Engineering 
9. German, Female 24 Waste Management 
10. Swedish, Male 23 Material Engineering 
11. Swedish, Male 24 Economics 
12. Swedish, Male 23 Economics 
13. Swedish, Male 25 Internat. Economics 
14. Swedish, Male 29 Business Administration 
15. Swedish, Male 25 Material Science 
16. Swedish, Female 20 Material Science 
17. Swedish, Female 22 Material Science 
18. Swedish, Female 24 International Business 
19. Swedish, Female 24 Economics 
20. Swedish, Female 24 Internat. Business 
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Appendix 3: Pre Questionnaire 
 
 
Part 1: Corporate Social Responsibility 
 
Corporate social responsibility (CSR) is the commitment of companies to consider the well 
being of society and environment when making decisions. This could be for instance 
environmental protection or human rights. 
 
How much do you agree with the following statements? Please select an answer. The online 
questionnaire provided a scale from 1 (total agreement) to 5 (total disagreement). 
 
1. Corporate Social Responsibility should be a part of every company’s strategy and 
entrenched in all actions.  

 
2. CSR is only seen as a marketing tool to be more successful.  

 
3. CSR is an ethical issue and is concerned with the well being of society and individuals that 
are surrounding a company.  
 
4. CSR describes the way companies use their political power to have a positive impact on 
society.  
 
 
Part 2 : Cultural Identity 
 
1. Choose 5 adjectives that you consider the most important when describing 
Swedes/Germans. (Please only answer for your nationality)  
 
 
2. Which 3 values are the most important within Swedish/German culture? (Please only 
answer for your nationality)  
 
 
3. What is your nationality?  
 
 
4. What is your gender?  
 
 
SUBMIT 
 
 


