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Abstract 

This thesis is describing corporate socials responsibilities influence on the internal brand building 

process. It´s done in a deductive manner and as such starts with clarifying the theories that exist on 

the field. With the help of these theories three research questions have been developed. To be able 

to answer the research questions applicable theories have been chosen and explained further. Once 

the thesis has established what its main interest is two case studies was performed. The two cases 

have been chosen because they are seen as two of Sweden’s greenest brands and these are the 

hamburger chain Max and the retail chain Coop. Interviews have been conducted with people that 

hold key positions regarding the subjects at hand within these organizations in order to get their view 

on things. The two cases are then compared to each other in order to analyze the differences as 

similarities between the two. Finally with the help of this data, results show that CSR is dependent on 

the internal factors of a brand audit and driven by the external factors.  The core identity of a 

corporate brand can be affected by CSR however not to the same extent as the extended identity. 

Finally the brand position statement tends to be changed in order to weigh in other aspects than just 

price and quality. 

  

  



 
 

Sammanfattning 

Denna uppsats beskriver “Corporate social responsibilties” påverkan på den interna varumärkes 

byggnads process. Den är skriven efter en deduktiv metod och börjar därför med att klargöra 

teorierna som existerar på fältet sedan tidigare. Med dessa teorier som utgångspunkt blev 

forskningsfrågorna klargjorda och för att besvara dessa beskrivs den applicerbara teorin ytterligare. 

Då uppsatsen har klargjort vad den ämnar undersöka blev två stycken fallstudier utförda. Dessa två 

blev utsedda pågrund av att de uppfattas som två av Sveriges grönaste varumärken och är 

hamburgarkedjan Max och detaljhandelskedjan Coop. Intervjuer har utförts med personer som 

besitter nyckelpositioner inom de två organisationerna vad gäller information rörande ämnet i fråga. 

Dessa två fallstudier utsätts sedan för en komparativ analys där skillnader och likheter gällande de 

två klargörs. Slutligen med hjälp av dessa data så visar uppsatsen att CSR är beroende av interna 

faktorer men driven av externa i en varumärkesrevision. Kärnidentiteten kan påverkas av CSR men 

inte i samma utsträckning som ”extended identity”. Slutligen så tenderar ”brand position statement” 

att ändras så att det kan väga in fler variabler än endast pris och kvalitet.   



 
 

Table of contents 
 

1. The influence of corporate social responsibility on brand building ............................................ 1 

1.1. Purpose ................................................................................................................................ 2 

1.2. Demarcations ...................................................................................................................... 2 

1.3. Outline ................................................................................................................................. 2 

2. Theory .......................................................................................................................................... 4 

2.1. Concept of CSR .................................................................................................................... 4 

2.2. CSR in branding .................................................................................................................... 4 

2.3. CSR in corporate brand building .......................................................................................... 5 

2.4. Internal corporate brand building process .......................................................................... 5 

3. Problem discussion and frame of reference ............................................................................... 8 

3.1. CSR and the internal corporate brand building process ..................................................... 8 

4. Methodology ............................................................................................................................. 10 

4.1. Research purpose .............................................................................................................. 10 

4.2. Research approach ............................................................................................................ 10 

4.3. Research strategy .............................................................................................................. 10 

4.4. Data collection ................................................................................................................... 11 

4.5. Sample selection ................................................................................................................ 11 

4.6. Analysis .............................................................................................................................. 12 

4.7. Validity ............................................................................................................................... 13 

4.8. Reliability ........................................................................................................................... 13 

5. Empirical data ............................................................................................................................ 14 

5.1. Max Data presentation ...................................................................................................... 14 

5.2. Coop Data presentation .................................................................................................... 15 

6. Analysis ...................................................................................................................................... 18 

6.1. Max within case analysis ................................................................................................... 18 

6.2. Coop within case analysis .................................................................................................. 19 

6.3. Cross case analysis ............................................................................................................. 20 

7. Discussion .................................................................................................................................. 23 

7.1. Reflections ......................................................................................................................... 23 

7.2. Implications for theory ...................................................................................................... 24 

7.3. Further research ................................................................................................................ 24 

7.4. Managerial implications .................................................................................................... 24 



 
 

References ......................................................................................................................................... 25 

     Appendix 1 interview guide 

         General background 

          Brand audit 

          Brand identity 

          Brand position statement 

     Appendix 2 intervjueguide, svenska 

          Generell bakgrund 

          Varumärkes revision 

          Varumärkes identitet 

          Varumärkes ställningstagande  

 

 

List of figures 
Figure 1 Outline of the Thesis  ................................................................................................................. 3 

Figure 2 The internal corporate brand-building process: A conceptual framework  .............................. 6 

Figure 3 Frame of Reference  .................................................................................................................. 9 



1 
 

1.  The influence of corporate social responsibility on brand building 
This chapter will provide a background for the thesis and explain the terms being used. Thereafter it 

will clarify the demarcations that have been made and finally provide insight in the outline of how the 

thesis has been structured.  

More and more companies have been starting to work with sustainable development and corporate 

social responsibility (CSR) increasingly in the last couple of years (PricewaterhouseCoopers; Craib, 

2010). According to commission of the European communities (2001, p. 6) CSR is defined as “A 

concept whereby companies integrate social and environmental concerns in their business 

operations and in their interaction with their stakeholders on a voluntary basis”. The Subject of CSR 

has been of academic interest since the 1950´s (Bowen, 1953) and been used by companies in the 

form of philanthropy since the late 1800s (Sethi, 1977). It has received a major lift in attention in 

recent years (Benoit-Moreau & Parguel, 2007). The reason for working with CSR is being recognized 

as to please the organizations stakeholders and has earlier been a part of the general stakeholder 

theory (Clarkson, 1995; Donaldson & Preston, 1995) where companies try to please their 

stakeholders with their common resources. Today the consumer is being seen more as a stakeholder 

than it was earlier (Benoit-Moreau & Parguel, 2007) 

There can be several reasons for working with CSR as an organization. One can be that you can 

actually improve your financial performance by working with CSR, by for example reducing the risk of 

paying heavy pollution fines (Tsoutsoura, 2004). But even though improving financial performance 

might be the main reason for working with CSR for certain firms they still tend to market their 

initiatives in one way or another in order to improve their reputation as well (Tsoutsoura, 2004). The 

reputation is closely related to brands and CSR has therefore become increasingly important for 

brands (Brønn & Vrioni, 2001). According to Keller (2003, p. 3) the American marketing association 

define brands as a “name, term, sign, symbol, or design or a combination of them, intended to 

identify the goods and services of one seller or group of sellers to differentiate them from those of 

competition.”  

The consumer influence is increasing and they are demanding organizations to deliver more to their 

products than just price and quality such as that the organization behaves in an ethical manner 

(Bhattacharya & Sen, 2004; Lewis, 2003). Consumers can really hurt companies that do not act in the 

way they would prefer because of the use of information technology where consumers can unite  

(Rheingold, 2002) in a consumer boycott as the use of boycotts for the purpose of social change is 

increasing (Gelb, 1995). As more and more companies are working with CSR today (Cramer, Jonker, & 

Heijden, 2004) this might be one of the reasons why. This might also explain why there is a need to 

communicate and market the CSR initiatives that the organization is pursuing.   

There is plenty of research to why CSR has become increasingly important for brands. Polonsky and 

Jevons (2006) state that the influence of stakeholders is one important reason among others  for the 

growing efforts being put into this field and meeting demands from their stakeholders. Stakeholder is 

defined as, “Any group or individual who can affect or is affected by the achievement of the 

organization's objectives” (Jones, 1995 p. 407). In order to understand why the company would 

choose to put resources on this subject, one most understand what the company has to gain from 

such a work. In this thesis the author will focus on how CSR: s influences on the internal brand 

building can be characterized. Branding is defined as “the terminal phase of a process that involves 
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the company´s resources and all of its functions, focusing them on one strategic intent: creating a 

difference” (Kapferer, 1997 p. 46). This rise in CSR concern has enabled businesses to make CSR their 

competitive edge (Lewis, 2003)  these brands are known as CSR brands (Du, Bhattarachya, & Sen, 

2007). Since there is previous research available on how customers perceive a CSR brand and how it 

affects their consumption behavior (Carrigan & Attalla, 2001) it becomes more interesting to 

investigate the internal brand building process as there is a lack of such studies. According to 

Wallström et al (2008) the internal brand building process refers to activities committed by the 

organization leading up to of the brand or changes in the brand.   

1.1. Purpose 

This thesis aims to describe how the influence of CSR on internal brand building can be characterized. 

When the relevant theory on the field has been clarified the theory will be tested on two Swedish 

companies that work with CSR and see how the theory fit with their internal brand building process 

that positioned them as a brand that is known for its CSR work. Research on how the internal brand 

building process can be used by a CSR brand has not been found.   

1.2. Demarcations 

In order to narrow the scope of this thesis down, the thesis will focus only on the internal brand 

building process as well as CSR, meaning that we will only hear the opinions from the firms regarding 

their brand, we will therefore not receive any data regarding how they are actually perceived by their 

customers. The research will also only focus on the Swedish market and even though the companies 

might be active in other countries the brand building for these countries will not be considered. The 

research will also limit itself to brands that are perceived as having a strong CSR positioning as well 

corporate brands only, and not product brands. This is because CSR is an important concept that 

influences the brand development, especially for the corporate brands (Guzman, 2005). Corporate 

branding is defined as the way an organization communicates its identity (Kay, 2006). 

1.3. Outline 

The thesis starts with drawing up relevant theories from research that has been done first in the field 

of CSR and then how CSR connects with branding and brand building. Thereafter the theories 

regarding corporate internal brand building will be clarified. With the use of these theories we can 

stipulate three research questions outlining from the research problem in chapter 3. Once we have 

the research questions we can see what theory that was relevant in chapter 2 in order to answer 

these questions as well as how to use the theory in the frame of reference. When this has been 

identified the methodology will be presented in order to explain how the thesis was conducted. 

Following the methodology will be the empirical data that has been gathered and in the next coming 

chapter this data will be analyzed. To end with there will first be a discussion regarding the finding as 

well as implications for theory and practice and then a suggestion for further research. 
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Figure 1 Outline of the Thesis (author´s own construction) 
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2. Theory 
This chapter aims to shed a light on previous research in the field of CSR and how it connects with 

branding and brand building.  The concept of CSR will be explained to begin with and see what 

previous research has said about the subject. Later there will be a description on how CSR is being 

used in branding and what advantages that is faced there. This leads into how CSR is affecting the 

brand and corporate brand building. In conclusion the internal brand building framework will be 

explained. 

2.1. Concept of CSR 

There seems to be a lot of different definitions of what CSR is, among these are:  

“Corporate social actions whose purpose is to satisfy social needs” (Angelidis & Ibrahim, 1993 p. 8) 

 “The policy and practice of a corporation´s social involvement over and beyond its legal obligations 

for the benefit of the society at large” (Brønn & Vrioni, 2001 p. 209) 

“The conduct of a business so that it is economically profitable, law abiding, ethical and socially 

supportive” (Carroll, 1999 p. 286)  

“A concept whereby companies integrate social and environmental concerns in their business 

operations and in their interaction with their stakeholders on a voluntary basis” (Commission of the 

European Communities, 2001 p. 6) 

 All of these explain what CSR is even though the latter has got to be seen as the most official since it 

has been proposed by the European commission (Benoit-Moreau & Parguel, 2007). It is therefore the 

definition that will be used in this thesis. CSM (Corporate social marketing) is defined as 

“encompasses marketing initiatives that have at least one noneconomic objective related to social 

welfare and use the resources of the company and/or one of its partners”. (Drumwright & Murphy, 

2001 p.164) This definition is fairly similar to that of CSR, and the two are sometimes hard to keep 

apart. The author will therefore from now on only use the name CSR in order to avoid confusion.  

2.2. CSR in branding 

The integration between marketing strategy and CSR that has happened today because of synergy 

effects (Blumenthal & Bergstrom, 2003) has been labeled cause marketing (Smith & Alcorn, 1991). 

There are several reasons to market the CSR activities that a company undertakes. In order for 

consumers to react to CSR initiatives they need information, not only about the CSR initiatives that a 

company is undertaking but about the cause as well. They need more information than they are 

receiving in order to know who is ethical and who is not in the market (Carrigan & Attalla, 2001). 

According to Blumenthal and Bergstrom (2003) the public want to know how much, when, and to 

what the companies are giving back to society. This stipulates that there is a public interest for the 

acts of CSR that companies undertakes and that they wish to get informed.  

CSR is seen as a powerful marketing tool that plays a major role on companies’ reputation (Brønn & 

Vrioni, 2001). According to Stewart (2003) one of the biggest reasons for an employee to speak 

highly of a company is if the company uses CSR and invests in the community, further he argues that 

CSR initiatives is a powerful driver for the reputation of a company. Reputation is closely related to 

brand awareness according to Brønn and Vrioni (2001) furthermore the reputation can help to fulfill 

multiple stakeholders’ different demands on the brand. Brand awareness is defined as “the 
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customers´ ability to recall and recognize the brand” (Hoeffler & Keller, 2002 p. 79). A good 

reputation can also lead to easier access to capital markets, more attraction for investors and better 

employee applications (Fombrun & Shanley, 1990). This is a huge benefit for a company where all 

three are important issues.  

CSR can contribute to consumer self-esteem (Bhattacharya & Sen, 2001; Marin, Ruiz, & Rubio, 2009) 

In order to maximize the effects by the communication of CSR, the CSR should be consistent with 

what the brand promises as every brand is perceived as a promise by the customers (Blumenthal & 

Bergstrom, 2003). 

2.3. CSR in corporate brand building 

All stakeholders and not just the customers view and evaluate the company through the brand 

(Werther & Chandler, 2005). As it is more likely to attract investors and a good workforce as well as 

to please and attract other stakeholders if the company is performing in an ethical manner (Lievens, 

Fruyt, & Dam, 2001; Carrigan & Attalla, 2001; Brønn & Vrioni, 2001) and having a brand that is 

influenced by CSR might therefore help. 

CSR can help people identify with a brand (Marin & Ruiz, 2007). Marin et al (2009) show that CSR 

influences the way a consumer identify itself with a company as they are more likely to identify with 

social identities. 

The brand values that a company stand for and communicate e.g. in form of CSR play a major role in 

the positioning of a brand (Jobber, 2007). “A brand position is the part of the brand identity and 

value proposition that is to be actively communicated to the target audience and that demonstrates 

an advantage over competing brands” (Aaker, 1996 p. 71). Therefore they are important to consider 

when building a brand.  CSR can also work as brand insurance (Werther & Chandler, 2005) meaning 

that if a scandal goes public the company can create goodwill faster with the use of CSR. 

According to Blumenthal and Bergstrom (2003) the brand is maximizing its value when it is clear 

consistent and compelling. They also argue that the greatest potential is when the CSR initiatives 

reinforce and enhance the brand. When CSR is developed in such a way that it is somehow 

connected to and relevant to the business itself and being an integrated part of the brand there is a 

bigger chance that there will be spillover effects so that consumer will believe that not only the CSR 

is positive but that other aspects such as quality and value will be influenced in a positive way as well  

(Du, Bhattarachya, & Sen, 2007). 

As brand building is strategic and brands reflect the values of the company, these values should be 
the same that are expressed through the companies CSR and legitimate, otherwise the company 
might be seen as dishonest which will have a negative effect on the brand (Guzman, 2005). 
According to Lewis (2003) literature has established that companies can benefit from CSR because of 

positive product, brand evaluations, brand choice and recommendations of brands. 

2.4. Internal corporate brand building process 

The internal brand building process refers to what is done internally at the company before the 

brand or brand image is launched to the public. In other words how the company works with 

deciding how the brand should be branded. This solely takes into consideration how the company 

itself works with how they want to be perceived and does not include the actual views and opinions 

of the customers. (Wallström, Karlsson, & Salehi-Sangari, 2008)  
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Wallström et al (2008) describes the internal corporate brand building process as a sequence 

containing three stages, these are brand audit, brand identity and brand position statement (see 

figure 2). 

 

Figure 2 The internal corporate brand-building process: A conceptual framework (Wallström, Karlsson, & Salehi-Sangari, 
2008 p. 42) 

 

2.4.1. Brand audit 

“A brand audit is a comprehensive examination of a brand, involving  activities to assess the health of 

the brand, uncover its sources of equity, and suggest ways to improve and leverage that equity” 

(Keller K. L, 2003 p. 162) 

The process starts with a brand audit where information regarding the internal factors at the 

company is gathered and analyzed together with the external factors that influences the brand 

building process as well. The internal brand building process aims at describing the relationship 

between the company and the brand, while the external describes the relationship between the 

customer and the brand (Urde, 1999). Brand audits are made in order to gather information 

regarding the state of the brand (Keller, 2000). The audit investigates how the brand has been 

marketed through an internal description. CSR can be implemented in a range of different ways and 

it’s important to know where the responsibility for these issues are in the organization in order to 

make changes, it has been suggested that it should be implemented on the highest corporate level 

and work as an overall strategy (Maio, 2003). This is also suggested by Werther and Chandler, (2005) 

who suggest that CSR should be handled by a manager who reports directly to the CEO.  It has also 

been stated that if CSR is to be a core activity in an organization it need support from senior 

management. (Polonsky & Jevons, 2006) It’s very important for managers to get an overview of what 

is being done to market each brand and to see how that is perceived by their customers (Keller, 

2000). Among the internal factors that can influence the brand building process are vision/mission, 

organizational culture and architecture (Wallström, Karlsson, & Salehi-Sangari, 2008).  

The audit then investigates how the external factors have perceived the brand through the marketing 

objectives (Keller, 2000). Among the external factors that can influence the brand building process 

are customers, competitors and other stakeholders (Wallström, Karlsson, & Salehi-Sangari, 2008). 
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When this information has been analyzed it will influence the next step in the brand building process, 

the brand identity. (Wallström, Karlsson, & Salehi-Sangari, 2008) 

2.4.2. Brand identity 

“Brand identity structure includes a core and extended identity. The core identity-the central, 

timeless essence of the brand is most likely to remain constant as the brand travels to new markets 

and products. The extended identity includes brand identity elements, organized into cohesive and 

meaningful groupings, that provide texture and completeness.” (Aaker, 1996 p. 68) 

“Brand identity is a unique set of brand associations that the brand strategist aspires to create or 

maintain. These associations represent what the brand stands for and imply a promise to customers 

from the organization members” (Aaker, 1996 p. 68) 

The brand identity is about how the company wants the brand to be perceived by the stakeholders 

and customers. It consists of core identity as well as extended identity. The core identity is the 

timeless essence of the brand, meaning that it doesn’t change over time and stays constant when 

entering new markets. The extended identity is about how you associate with the brand, these 

factors make the brand complete. These associations can be connected to a product, a symbol, 

personality or the organization. The brand should also deliver value to the customer in form a 

functional and emotional benefit. (Aaker, 1996) 

The functional benefit received by customer refers to the functionalities that the products offer and 

if these are better than the competitors it becomes an advantage in that line of products or services. 

It is therefore important to have functional benefits to offer the customer in areas that are important 

for the customers as well as communicating this in a successful way. (Aaker, 1996) 

The emotional benefits refer to the positive feeling the brand leaves you with after a purchase. These 

feelings ad richness and depth, to the experience of such a brand.  The benefits also enhance the 

brand identity. (Aaker, 1996) 

2.4.3. Brand position statement 

 “Brand position is the part of the brand identity and value proposition that is to be actively 

communicated to the target audience and that demonstrates and advantage over competing 

brands.” A brand positioning statement is a statement that clearly describes an organizations brand 

positioning (Aaker, 1996 p. 176) 

The active communication meant for the firm’s employees and external stakeholders come in the 

form of a brand position statement is how the company wants to be perceived. It is possible for an 

organization to have multiple brand position statements as long as these aren’t contradictory. 

(Aaker, 1996) Having a clear CSR position statement  can help the corporate brand as long as it is in 

fact true and backed up by real initiatives, if not it might backfire on the organization (Polonsky & 

Jevons, 2009; Guzman, 2005). 
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3. Problem discussion and frame of reference 
This chapter will present the problems that this thesis aims to describe. This will be done with the 

theories from the previous chapter being taken into consideration and adapted in order to fit the 

research of this thesis as well as explain what will be researched in more detail.  

3.1. CSR and the internal corporate brand building process 

In order to find a problem to that hasn’t been addressed by previous theories considering the 

research purpose (how CSR: s influence on internal brand building can be characterized) one can try 

to connect theories from more than one field. The internal brand building process (Wallström, 

Karlsson, & Salehi-Sangari, 2008) is focusing on all kinds of brands and by combining this with the 

theory that exist on CSR and was written about in the previous chapter it becomes obvious that there 

is a gap to fill. By proceeding from existing theory on the field of brand building and by focusing on 

companies that are known CSR brands one can analyze the affect that CSR has got on the brand. 

Because of the lack of research on how the internal brand building process works for a CSR brand this 

becomes an interesting field. This will shed some light on how organizations operationalize CSR 

brand positioning as demanded by Polonsky and Jevons (2006). 

In order to investigate the research purpose listed in chapter one, one can use the internal corporate 

brand building process framework (see figure 2) (Wallström, Karlsson, & Salehi-Sangari, 2008). To 

research the subjects of how CSR influence the internal brand building process of two CSR brands the 

problem can be divided into three questions.  They will be used to investigate how the companies 

have been working with making a change between being a regular brand into becoming a CSR brand. 

In order to investigate the internal corporate brand building process one must first investigate how 

companies perform a brand audit. What’s important is to analyze is how they gathered the 

information regarding the brand audit and what conclusions they came to when they evaluated the 

brand. This information can be gathered by investigating how the companies Vision/Mission changed 

over the years, and by investigating if the CSR initiative came from within the organization or was 

adopted because of external factors such as competitors or stakeholders (Wallström, Karlsson, & 

Salehi-Sangari, 2008) (Urde, 1999).  

As there are different opinions about at what managerial level the responsibility for the CSR 

initiatives should be at, even though they all agree that it should be supported from a high level 

(Maio, 2003; Werther & Chandler, 2005; Polonsky & Jevons, 2006), it will be interesting to research 

on what level the CSR responsibility actually lay in reality. Information regarding if companies is 

informing their consumer about not just what they do but about the cause as well as how they help 

the cause in order to investigate if things have changed since Blumenthal and Bergstrom (2003) as 

well as Carrigan and Attalla (2001) wrote that consumers needed more information. As CSR has early 

on been a part of the stakeholders theory states (Clarkson, 1995) it will be interesting to research 

what stakeholders that influenced them to become a CSR brand. Therefore the first research 

question is as follows: 

RQ 1; How can the influence of CSR on the brand audit be characterized? 

In order to continue the investigation one must gather information regarding how the company 

thought their brand was perceived. This perception should include both the core identity as well as 

their extended identity. It’s especially important to see if the brand was associated with the same 
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values before becoming a CSR brand as they are expressing today via their CSR commitment. This 

leads to the second research question: 

RQ 2; How can the influence of CSR on the brand identity be characterized? 

The brand position statement will then be examined in order to investigate how clearly it states the 

companies CSR devotion. By studying the brand position statement the information will then by 

analyzed to see if companies actually let CSR enhance a clearly defined brand as suggested by 

Blumenthal and Bergstrom (2003). Because of this the third research question is: 

RQ 3; How can the influence of CSR on the brand positioning statement be characterized? 

Figure 3 describes in what context the affects of CSR is going to be studied. The arrows illustrate that 

the influence is deriving in the same direction as the arrows are pointing. This is not meant to be 

seen as causal relations and is solely an illustration. This model is only applicable on companies that 

work with CSR as it’s hard to study the effects of something that doesn’t exist.  

 

Figure 3 Frame of Reference (author´s own construction) 

  

Corporate Social Responsibility 

Brand Audit 
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External 
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4. Methodology 
This chapter aims to describe how this study was conducted enabling the reader to understand the 

process that the author went through. This will ensure that the author wrote the thesis in a scientific 

manner.  

4.1. Research purpose  

This thesis aims to describe how the influence of CSR on internal brand building can be characterized.   

There are different ways of conducting research and among these are, descriptive research which 

aims at estimating for example population characteristics (Bickman & Rog, 2009).  

Instead of a descriptive research one could have used a developmental study that is normally used in 

order to develop theories in a field. These studies can use the probability sampling approach which 

can be used to estimate the frequency of which the factors occur in a population. (Bickman & Rog, 

2009) 

Exploratory researches are normally done when the researcher wants to provide an orientation with 

the field. These researches are often done on newly emerging social issues. Studies that have a 

research question that starts with the word; what, are often exploratory (Yin, 2009).  These studies 

normally use intentionally heterogeneous samples or small stratified samples. (Bickman & Rog, 2009) 

One can also make an Explanatory research which studies expected differences and or relationships 

between groups. (Bickman & Rog, 2009) These normally answer how and why questions (Yin, 2009). 

A descriptive research purpose will be used in order to describe how two successful CSR brands have 

worked with brand building, and therefore the thesis will shed some light on the area. 

4.2. Research approach 

The thesis will use a deductive method and focus on qualitative data. A deductive method is the most 

fitting in this case because it enables the thesis to originate in theories that already exist on the field 

and then examine how the companies in reality works with these issues (Halvorsen, 1989). That will 

make it easier to formulate more specific research questions.  One could instead use an inductive 

method that would allow the author to collect enough data to come up with his/hers own theory. 

This approach would however take allot of resources and be very time consuming (Halvorsen, 1989). 

Therefore the author has decided to test the theories that already exist on the field and instead using 

a deductive method. 

A qualitative method will be in focus in order to get a lot of information regarding a few 

correspondents. The aim is also to understand the answers given by the research objects instead of 

explaining them like one would do if a quantitative method would have been used (Halvorsen, 1989), 

since quantitative data in the form of numbers do not speak for themselves.  Qualitative data will be 

gathered in order to get a deeper understanding of how and why CSR is affecting brand building. 

Qualitative data is defined as data that tells us something about the non measurable characteristics 

of the inquiry devices. (Halvorsen, 1989) 

4.3. Research strategy 

There are several forms of research being: experiment, survey, archival analysis, history, case study 

(Yin, 2009). All of these can be used when one wants to find the answer to a how question, which 

this thesis does, except for the archival analysis. However an experiment requires control over 
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behavioral events, which excludes this option. The history options does not focus on contemporary 

events which this thesis aims to do and will therefore be excluded as well. The survey is more 

focused on quantitative data and does not answer the question how as well as a case study does. 

Therefore this thesis will be done as a case study. (Yin, 2009) The case study focuses on few inquiry 

devices and are mainly used when examining processes (Halvorsen, 1989), just like this thesis does 

and are therefore a good choice for the continuation of this thesis. 

4.4. Data collection 

The data collections primarily rely on primary data that is collected at first hand by the researcher. 

According to Halvorsen (1989) primary data is new data that the researcher himself/herself has 

acquired. The data will be collected through interviews which according to Yin (2009) is one of the 

most important sources for case studies. Interviews enable the researcher to focus directly on the 

topic as well as they are insightful (Yin, 1994) which is why they have been chosen. Other ways of 

gathering data are; documentation, archival records, directs observations, participant observation 

and physical artifacts. However direct observations and participant observation are time consuming 

and for this thesis time is an issue. For archival records and documentation retrievability can be low, 

and for the questions being asked in this thesis it might be hard to find answers in documents or 

archives. Physical artifacts are very useful when examining technical operations or cultural features, 

however this is not the case for this thesis and therefore interviews will be the primary data 

collection tool. (Yin, 1994) 

In order to overcome the obstacle of the geographical distance between the researcher and the 

respondents, telephone interviews will be used. They will be recorded in order to secure that no data 

is lost. There are three different kinds of interviews that can be made. These are open ended, 

focused and survey. The open ended is when the researcher asks key respondents not only for the 

facts but also about his or hers opinions of the matter, these interviews tend to have conversational 

manner to them. The focused interviews are done during a short period of time. These interviews 

usually follow a questionnaire that can be made in order to confirm facts that the researcher already 

believe to know. The third type of interviews is the survey which follows structured questions. (Yin, 

1994) This thesis will use focused interviews in order to get them done over the telephone and will 

be following an interview guide (see appendix 1). However with the use of focused interviews instead 

of a survey it is possible to ask for further information when something seems unclear.  

An interview with two different companies will be conducted in Swedish order to get information 

regarding how they view CSR in a brand building aspect. As both the respondent and the author are 

of Swedish origin it will be more natural for the author to commit the interviews in their common 

mother tongue. The interview will be done as a semi -structured interview in order to get the 

information required to test the theories mentioned as well as being able to ask for further 

information when necessary.  

4.5. Sample selection 

A strategic sample will be used in order to get in contact with relevant companies. Strategic sampling 

is best to use when you are interested of the quality in the information being gathered and therefore 

strive towards interviewing the people within the social structure that has the best knowledge within 

the field (Smith, 1981). The author will therefore contact companies that fit the profile and get in 

contact with the people in the organization that has the right information regarding this subject. This 
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will of course also be influenced by self-selection since the author is not in a position to force anyone 

to agree to an interview and will therefore be forced to work with the companies that accept to be 

interviewed and apart of the study. (Halvorsen, 1989) 

The two companies will be chosen because of their brand association with CSR. There will be two 

companies in order to be able to compare the results from one company with another one and still 

maintain an adequate extent of data for this kind of thesis.  Companies that have a defensive 

approach to CSR have smaller possibility of using CSR as a tool when it comes to brand building 

(Bruggenwirth, 2006). Therefore it is important that the brands are associated with well performed 

CSR activities as well as being Swedish brands. If they would not be Swedish they would not follow 

the same rules at the birth of the brand and face different markets, this would make it harder to 

compare. The nation was chosen because of the author’s country of origin. 

The two companies that will be chosen to be interviewed will be taken from the report, “Sweden’s 

greenest brands” (Differ, 2011). The two companies will each be a winner in their category. This way 

the author will chose companies that are perceived as a green brands not just to the author but also 

by an independent third party. This way the author can ensure that the companies are relevant to 

this research. The two companies that are targeted is the fast food chain Max that won the fast food 

category of the greenest brand and Coop that was the greenest brand in the retail category.  

Once the companies are selected they will be contacted in order to ask them to agree to be 

interviewed by the author. The company will be told that the interview is for a thesis regarding how 

CSR influence the brand building process in which the company hopefully will put the author in 

contact with the most knowledgeable person regarding the issue. For Max this would be the 

sustainability manager and for Coop it would be their director & planner that hold the most 

information regarding the issues at hand.  Since the respondents decide for themselves if they would 

like to take part in the interview this can be seen as a part of self-selection (Halvorsen, 1989).  

4.6. Analysis 

Yin (1994) suggests two general analytic strategies; relying on theoretical propositions and 

developing a case description. It is important to have a general analytic strategy in order to treat the 

evidence in a fair way as well as to develop conclusions regarding them. Relying on theoretical 

propositions is the recommended strategy by Yin (1994) and consists of following the pattern that 

the theory and the research questions set up in previous chapters of the research. The other option 

to develop a case description is very useful when there is a shortage of theory to base the strategy on 

and instead focus on a descriptive framework. (Yin, 1994) However there is plenty of theoretical 

propositions in this thesis as well as that the purpose is to answer how questions and will therefore 

rely on a theoretical proposition. 

Thereafter the two cases will be presented with a within case analysis. The within case analysis will 

lift forward the data relevant for the research and compare it with the frame of reference in order to 

analyze how the case can provide findings regarding the theories.  Following the within case analysis 

will be the  cross case analysis in order to see if there is any similarities in the data acquired from the 

two cases or if they differ in their view of how CSR affect the internal brand building process. A cross 

case analysis deepens the understanding and explanation of the issues at hand (Miles & Huberman, 

1994). To end with the information that has been put forward in these analyses will be discussed in 
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the last chapter and make up for the findings of the thesis. These will also contribute to the 

suggestions for further research in the field.  

4.7. Validity  

The validity is depending on how relevant the acquired data is for the research questions (Halvorsen, 

1989). However Yin (2009 p. 40) define construct validity as “identifying correct operational 

measures for the concepts being studied”. In order to secure the construct validity of this thesis 

definitions regarding terms that are unfamiliar to the respondent will be explained. By interviewing 

key respondents that know the field the author aims at improving the validity. 

The external validity is explained as “defining the domain to which a study’s findings can be 

generalized” (Yin, 2009 p. 40). Even though this thesis will have a too small sample to generalize, it 

will still enable researchers to be aware of the difficulties that might show up when committing a 

research in order to be able to generalize. One reason for doing a cross case analysis like in this thesis 

is to enhance generalizability (Miles & Huberman, 1994). Even so it will contribute to depth 

information regarding how two of Sweden’s most known CSR brands have worked with internal 

brand building in order to become the CSR brands they are today. The questions will be derived from 

the theory so that they have a high level of relevance for answering the research questions as well as 

collecting data that is applicable to the theory described in the frame of reference. According to Yin 

(1994) there is a risk that interviews can lead to that the respondent gives the researcher the 

answers that he believes that he wants to hear. This is hard to avoid and depends on the personality 

of the respondent but will be dealt with by explaining to the respondents that it’s better to be 

honest. 

4.8. Reliability  

Reliability is explained by Halvorsen (1989) as to how trustworthy the findings are. If a research hold 

a high reliability it will be possible for another researcher to make the same research and come up 

with the same findings. It is therefore important that the data have been handled in the right way. 

The fact that the interviews will be recorded strengthens the reliability of this research as there is 

less chance for any data to become lost. The interviews are committed in Swedish and then 

translated into English, which means that the reliability of the study is dependent on the author’s 

English knowledge.  Since the companies and the positions of the people interviewed is known to the 

reader it becomes easier to perform the research again in order to see if the same results will be 

achieved. However the answers from the respondents might change over time as their perception of 

the brand can change over time.  
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5. Empirical data 
In this chapter the data gathered in the interview with Max and then with Coop will be presented. The 

interview with Max was conducted with their sustainability manager located at the office in 

Stockholm. The interview with Coop was conducted with their strategic director & planner located at 

their head office in Solna. 

5.1. Max Data presentation 

Max is a Swedish fast-food chain focusing on selling hamburgers. It’s a privately owned incorporated 

company where the shares are owned by the family Bergfors. One of the son´s of the family is the 

current CEO, who took over after his father. They have approximately three thousand employees and 

eighty-seven restaurants in Sweden as well as three in Norway. In the organization they have two 

offices. The headquarters is located in Luleå but the head of the firm is located in Stockholm.  

The firm is famous for their environmental engagement (Differ, 2011), but do not consider 

themselves to be working with CSR but rather with sustainability. The company started to take more 

responsibility regarding their products in 2002 when they launched their low fat product line. This 

happened when the sons of the family took over the business and saw a lack of responsibility taken 

by their competitors especially on the American market where they according to Max themselves 

were still focusing on high fat products within the fast-food industry. It was primarily driven through 

by the head of the firm as well the board of the firm. They see themselves as educating their 

customers regarding their causes by labeling their products regarding the amount of CO2 emitted by 

each product on their menu as well as labeling their low fat product line.   

5.1.1. Max brand audit 

Their vision is to become the world’s best hamburger chain, mainly based on taste, quality and 

responsibility. In the vision the taste in priority number one. Their mission is to be a sustainable 

company in a sustainable society. Before they positioned themselves like a company that takes 

responsibility for the environment, they did not have as clear mission and vision statements although 

early on in the history of organization they would become a hamburger chain in the northern part of 

Sweden. They believe that their CSR initiatives have been affected by the organizational culture in 

form of employees even though the owners of the firm have been the main driving force on these 

issues. The architecture of the firm has not been affected by the CSR initiatives or affected them, 

since it takes a long time change these according to organization, but they always try to make it 

possible for people to grow and climb within the firm. 

The inspiration for this kind of responsibility came more from the lack of responsibility taken by their 

competitors than by the competitors themselves, as Max is still the only hamburger chain in the 

world that have labeled their products with the amount of CO2 emitted by each product. The 

demands to become more responsible did not come from the customers but rather the owners 

themselves; however they believe that their customers have enough information regarding their 

cause to understand the depth of their work. The customers have since Max became a CSR brand 

mainly expressed positive reactions to their initiatives with very few exceptions. The stakeholders of 

the firm had very little influence on branding the firm as a CSR-firm except for the owner who took 

the initiatives of becoming more responsible. Nowadays the firm believes that they are ahead of the 

public opinion and the society when it comes to these questions and are therefore not driven by the 

public opinion in the society, more the other way around.  
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5.1.2. Max brand identity  

The core identity of the brand is the world’s best hamburgers they also want customers to associate 

their brand with trust. A trust of that Max takes responsibility, this way the customers can spread the 

good word of Max by word of mouth. They also state that if their brand is perceived as trustworthy 

by the society it will strengthen the brand. Their products are associated with a good taste, fresh 

ingredients, better quality as well as fresh from the grill, while the brand personality is associated 

with trust, responsibility and general goodwill, however they do not believe people draw associations 

from the organization in itself. They also have a theory that there might be some spillover effect on 

the products where people who eat a responsible meal believe it tastes better because of a good 

conscience.  

When a customer eats at Max they receive an extra benefit in the form of contributing to a better 

society, as well better health when they eat from the low fat product-line. The customer will also 

receive functional benefits from the brand in form of a good taste and bigger assortment to choose 

from than its competitors. The emotional benefits you receive are that you feel like you made a 

good choice since Max is a good company. 

5.1.3. Max brand positioning statement 

Max brand positioning statement is related to their vision and they want to be perceived as “the 

world’s best hamburger”. Their old one was that “the taste determines”, but has now been changed 

in order to include more attributes than just the taste. This way the world’s best hamburger can be 

the worlds best in many categories, for example it can be the most tasteful but also the most 

responsible hamburger in the world. 

5.2. Coop Data presentation 

Coop is a retail chain with about 17 000 employees at 760 different stores. The organization is an 

association which is owned by its members, the members being in this case the customers, so it’s a 

Cooperative company form. They have one headquarter located in Solna while each consumer 

association have its own office which makes it 41 consumer association offices. Coop defines CSR as a 

vision about working sustainable in three different areas, these being financial, social and 

environmental. The idea to become a more responsible firm is about 20 years old for the 

organization. These issues are decided on the highest managerial level were the group management 

is involved as well as the equivalent to their CEO. They are currently debating how much they should 

market their CSR work and how much to educate their consumers in these questions. There are still 

initiatives that are done that aren’t being marketed. The question about how to build a brand 

regarding these issues are currently being debated and looked into in the organization so one can say 

that they are in the middle of their internal brand building process.  

5.2.1. Coop brand audit 

Coop’s vision is that people should think that Coop is worth a detour. They do not have a mission for 

the entire organization at this point, but they have a purpose, several values and a promise to the 

customer that they live by. CSR is not directly expressed through their vision even though they 

haven’t decided why Coop should be worth a detour, it could be because of their CSR work. Their CSR 

work is expressed through the companies’ values. The organizational culture and their architecture 

has led,  because of how the firm is owned, to that the company have become a bit scattered 

whether the purpose of the organization is to work for a cause or if it´s the financial performance 

that is the main objective. However this has has also united the consumer associations under several 
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values and a common vision for all the associations in a way they never were earlier. The 

Cooperation started over 100 years ago as a purpose to give the customers, good food for good 

prices at good supermarkets. Nowadays the market has changed and it’s no longer hard to come by 

good food for reasonable prices, and therefore the Cooperation are focused on another issue of 

today, the sustainability question.  

Since Coop is owned by its customers it’s hard to differentiate the customers from the owners. But 

the customers, who are more engaged in their role and actively take decisions regarding the firm, are 

more of the owners than the ones who only purchase food at the local store. On the annual meeting, 

these active owners were the ones who pushed through the change of a more sustainable firm. 

According to Coop the customers know the consequences of their actions but do not always act on 

that knowledge, because price is a bigger factor when deciding what product to buy. They do get 

positive feedback from their customers regarding their responsibility and little to no negative 

criticism, but there are still few people who consume after their beliefs.  The shareholders of Coop 

had little influence on the decision to work with CSR, that decision came more from within the 

organization as they were proud of their heritage of a company that had a cause in the early days, to 

bring the consumers cheaper products and better quality. Therefore the company thought it was 

important to still be driven by a cause as well as that it was more important to be ahead than to risk 

to be left behind and get criticism for not working enough with these issues.  

5.2.2. Coop brand identity 

The core identity of the brand is that the organization is owned by the customers themselves. This is 

about to become connected with CSR, the question is how. Today they are working with trying to 

figure out how to connect CSR to their timeless essence of the brand. They hope that the 

associations that customers get from their brand is that it is a price worthy alternative, with values 

that consumer are prepared to pay for. They are also trying to understand the modern customer. CSR 

is connected to the associations with the help of the values, and as they are the best retail chain in 

Sweden when it comes to CSR and sustainability issues, but this is an area where they need to 

become more specific according to themselves. Their customers associations regarding their 

products are normally that they are good, but because of the competition on the market today a big 

part of their assortment is very similar to that of the competition. However they do have a product 

brand called Änglamark that is more focused on ecological products and is associated to be good for 

the environment.  

Their brand personality is associated with a boring organization and a bit more expensive than the 

competitors, as well as with being the second biggest retail chain in the country. They also offer 

bonuses on each purchase made and are associated a bit with their CSR work and values. Their 

organization draws the associations of a bit strange ownership in form of Cooperation, while their 

symbol does not raise any associations. CSR is mainly affecting the brand personality but it doesn’t 

seem like all the customers who draws that association is acting on that when it comes to expressing 

it in the form of responsible purchases. The main functional benefit a customer receives from 

shopping at Coop is the bonuses in form of cash-return for your next purchase. They have a very 

good members program over all, as well as a big assortment of ecological products, where Änglamark 

is a famous product line. The emotional benefits receives are that they are seen as safe or 

trustworthy as well as down to earth. CSR is influencing these benefits mainly through the big 
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assortment of ecological products as well as the emotional benefits but solely for the customers who 

care about the company’s values.  The average customer tends to mostly know about Änglamark.  

5.2.3. Coop brand position statement 

Coop is currently working on a brand position statement that will express what the company is 

promising the customer and what they are delivering. It should also include how the Cooperative 

idea can be used in order to create relevant identification with the customer in today´s society. It has 

already been decided that CSR should be expressed through the statement and that they are only 

going to use one.  

 

 

  



18 
 

6. Analysis 
This chapter will start with two within case analyses, first the Max case and then the Coop case, 

where the data presented in chapter 5 will be compared to the theories in chapter 3. Finally a cross 

case analysis will be done in order to compare the two cases and see what interesting similarities as 

well as differences the two brands have.  

6.1. Max within case analysis 

As the family Bergfors who owns the biggest part of the company are actually running the firm as 

well, in form of two sons, one being the CEO, the owners in form of stakeholder conjure with the 

highest managerial level of the firm. Even though the firm rather states that they work with 

sustainability instead of CSR, the author argues that the definition chosen in chapter 2 “A concept 

whereby companies integrate social and environmental concerns in their business operations and in 

their interaction with their stakeholders on a voluntary basis” (Commission of the European 

Communities, 2001) includes sustainability in its definition. Therefore if you are taking initiatives for a 

more sustainable development, you are working with one form of CSR. The information shared with 

the consumers regarding their CSR work tends to be more about the impact their products have on 

the environment in relation to each other rather than how it effects the environment and why CO2 is 

bad for the environment, maybe the customers consumption patterns would change if the customers 

had more information as suggested by Carrigan and Attalla (2001).  

6.1.1. Max brand audit 

The fact that the company did not have a clear vision or mission statement makes the brand audit 

thinner, as there was less to approach. Since they have chosen to position themselves as a CSR brand 

their vision and mission has became very influenced by their work for the environment. The 

organizational culture have supported the CSR initiatives as the idea for the approach came from 

within the organization and were supported only by the lack of initiatives from the competitors. 

Therefore the idea came from internal factors but was influenced by external factors, such as the lack 

of responsibility taken by competitors (Urde, 1999) (Wallström, Karlsson, & Salehi-Sangari, 2008). 

Their customers did not demand the change that took place, but have supported it ever since. In this 

organization the CSR commitment is really supported by the top managerial level since it was driven 

through by the owners as well as by the CEO. It was therefore implemented on the highest 

managerial level like Maio (2003) suggest and is handled by a manager that reports to the CEO just 

like stated by Werther and Chandler (2005). It seems like the other stakeholders except for the 

owners made little claims about how responsible they wanted Max to become. This might be 

because they are actually before the public opinion as they state. 

The influence for becoming a CSR brand came straight from the owners who are considered to be 

stakeholders but since the CEO is also the owner it complicates things. They got their inspiration 

from the lack of responsibility taken by their competitors so in this way they were also inspired by 

their stakeholders (Donaldson & Preston, 1995).  

6.1.2. Max brand identity 

Max´s core identity is to have the world’s best hamburgers and their extended identity is to be 

associated with trust. They believe that the extended identity is important to focus on in order to 

gain a good reputation by their customers as well as other stakeholders in the society. As stated 

earlier reputation and brand awareness are very similar (Brønn & Vrioni, 2001) and the goodwill 
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created by the brand can therefore help the brand with brand awareness thru customer’s word of 

mouth according to Max. The products are mostly associated with the functional benefits they give 

the customer while the brand personality is more associated with emotional benefits such as a 

trustworthy and good company. This coincides with what Aaker (1996) writes about the functional 

benefits, that these are connected with the functionalities of the product. However they do not 

believe there are any associations with the organization itself.  There is also a belief that the 

emotional benefit from their brand might spillover to the functional benefit received by their 

customers because of the responsibility taken by the firm. 

6.1.3. Max brand position statement 

The brand position statement was changed in order to weigh in more associations than just the taste. 

Therefore it seems like the company wanted to be seen as more responsible and therefore it was 

important that the brand was perceived as that as well. The hamburger chain went from competing 

with just one competitive advantage linked to their brand and became a company whose brand 

could weigh in several factors such as the responsibility aspect. This would not have been possible 

with the old position statement that the company had. By linking it with how CSR have been 

influencing the band audit and brand identity in a pretty strong way it would be surprising if it 

wouldn’t give expression for this in the brand position statement. This has been handled in such a 

way that one position statement can weigh in several dimensions of the brand instead of having 

several position statements, as suggested as a possibility by Aaker (1996), were they all express 

different dimensions of the brand. 

6.2. Coop within case analysis 

Because of the organizations structure and ownership it is hard to separate the shareholder, 

especially in the form of who is an owner and who is a customer as it’s a customer owned 

organization. Their view on CSR conjures with the view of sustainable development being divided in 

three areas (World Commission on Environment and Development, 1987). The company claims that 

they are taking actions that aren’t being marketed and that they do not inform their customers 

about, which means the company hold more potential of becoming even more positioned as a CSR 

brand. What seems to be debated is whether the organization has anything to gain from marketing 

their CSR in a bigger extent and positioning themselves more into a CSR brand, if the organization 

wishes to get the customer to purchase more ethical products Carrigan and Attalla (2001) suggest 

that the consumers need more information, not just about the product but about the cause as well. 

These questions lie on the highest managerial level and have several persons and levels involved in 

the process which correlates with what Maio (2003) suggests as a successful way of working with 

CSR.  

6.2.1. Coop brand audit 

The company’s vision is very vague since it doesn’t state why the retail chain should be worth a 

detour. There haven’t been any stated reasons that the company aims to compete with in the vision 

nor the mission. The fact that the organization seems a bit scattered regarding their objective might 

be explained by the lack of a mission statement.  The values expressed by the company are 

influenced by the CSR initiatives taken by the firm. The heritage that the organization have, as a 

cause driven firm in who takes its customers/owners best interest at first hand, has made the bridge 

into becoming a CSR active firm a natural step for the organization. Causes and the customers best 

interest has been long rooted in the organizational culture as well as that the organizational 
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architecture have made it possible. The customers who are active in their ownership and who 

participated at the annual meeting were the ones who pushed through these objectives known as 

CSR.  Therefore one can say that it was mostly the internal factors from the brand audit that made 

them come to the conclusion of working with CSR or at least made it possible (Wallström, Karlsson, & 

Salehi-Sangari, 2008). The external factors such as the owners were the ones taking an active 

decision to go through with a more responsible way of doing business but the customers at large 

were not very influential on the issues at hand. So the external factors took a decision on a more 

sustainable business platform, but this was only possible because of the internal factors such as the 

company’s architecture and encouraged by the organizational culture (Wallström, Karlsson, & Salehi-

Sangari, 2008).  

6.2.2. Coop brand identity 

The core identity is associated with how the firm is structured and owned, which is an uncommon 

way of doing business. This enabled them to care solely about the customers and not take into 

consideration the will of the owner as these two stakeholders are the same. The extended identity is 

associated with the values that the firm holds and these are connected with the CSR initiatives 

(Aaker, 1996). A challenge that the organization is facing and working with is how to make the 

customers prepared to pay for these values. Which can be compared to Aakers (1996) statement 

about that brands should deliver value to the customer in form of functional and emotional benefit.    

When it comes to product associations they have been able to connect them with CSR with the help 

of a product line with its own brand. This product brand is very CSR positioned and holds an 

ecological approach to its products. The brand personality is seen as dull and is associated with the 

values that the organization stands for. This is where CSR holds its biggest impression. The benefits 

that the customers receive from Coop are the bonuses on each purchase as well as the big 

assortment of eco- friendly products when it comes to functional benefits. The emotional benefits 

are that Coop is a trustworthy down to earth organization influenced by the cooperation business 

form. For the customers who seek extra emotional benefits can seek out the values of the 

organization and therefore gain extra value in the form of a more positive feeling being received 

after each purchase as stated by Aaker (1996).  

6.2.3. Coop brand position statement 

Coops brand position statement is currently being figured out; there are already thoughts on what 

should influence it and what it should consist of. Coop is going to use one brand position statement 

even though Aaker (1996) suggests that it’s possible to use more than one. What aren’t clear is how 

it is supposed to influence and what advantages those are to be brought up. The core identity is 

supposed to influence in the form of a cooperative organization as well as the values in the extended 

identity is also to be mentioned in one form or another. Their CSR is also to be expressed through the 

statement, which can help the corporate brand according to Polonsky & Jevons (2009) as long as it’s 

true.  

6.3. Cross case analysis 

None of the two selected firms are owned by shareholders and have stocks being traded at the stock 

exchange. While Max is family owned it gives few persons a lot of power over organization, and Coop 

being run as a Cooperative and owned by its customers puts always the customers best at first. Both 

of these companies are very large on the Swedish market for their separate industry. Neither of the 

two firms state external factor for the initiative to work with CSR but rather that it came from within 
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the organization or by the owners of the organizations. They both have an urge to be ahead of the 

public opinion.  

6.3.1. Brand audit comparison 

Both of the companies lacked a vision and mission statement until recently. The current visions the 

both organizations have worked forward are similar in the sense that they state that they should give 

extra value to customer but doesn’t state how or why. This makes it open for interpretations and CSR 

can be one of the factors for the extra value. The mission statement that Max has together with the 

values, purpose and promise to the customer that Coop have are all more focused on CSR than the 

vision is, or at least more outspoken about it. Coop is stating that the organizational architecture had 

a much larger influence than the Max is saying. The culture seems to be important for both of them 

though.  Both the companies’ state that they were mostly influenced by internal factors to work with 

CSR, the external factors that had an impression was the owners who took the decision, and the lack 

of responsibility taken by competitors, they have also received positive feedback from external 

forces such as the customers. At the two companies CSR is being handled by top managerial level, 

where the CEO and owners are involved and influencing the decisions that are being made just as 

suggested by Polonsky and Jevons (2006) who suggest CSR needs support from senior management 

in order to be a core activity.  

6.3.2. Brand identity comparison 

The core identities of the two organizations are rather different as Coop is focusing more on the 

organizational form and architecture while Max is more focuses on the product in itself. However it 

seems like it’s possible to connect CSR to both of them, Coops structure is helping it act responsible 

and Max can serve the best hamburgers in the world by doing so in an ethical way. The extended 

identity is in Max´s case connected with trust and in Coop´s case with organizational values, these 

two are not as far from each other as the core identity.  The associations received by the products 

are mostly functional in both cases, however Coop has a more environmental product line and an 

own product brand for these products, which Max does not. The associations given the two brand 

personalities are a bit different as Coop sees its own brand personality to be boring while Max sees 

itself to be trustworthy. However Coop states that their values are also reflected in their brand 

personality. None of the companies believes that associations regarding their organization or symbol 

are connected to CSR. The functional benefits received from both the brands are that they have a 

wider assortment of products than the competitors. Coop is emphasizing on its big ecological 

assortment, while Max has a big menu. Coop names another big functional benefit the members 

program with bonuses, while Max is stating that the customer contributes to a better world. Here 

there is a huge difference in the connectivity with CSR. The emotional benefits received by the 

customers are at Coop linked to that they are received as a trustworthy and down to earth company 

which is similar to that of Max were you feel that you made a good choice since Max is a good 

company.  

6.3.3. Brand position statement comparison 

As Coop is currently working on a brand position statement it’s hard to compare the two. The 

similarities known so far are that both organizations only intend to have one. Both the brands want 

to express their core identity through the statement, though it seems like Coop is not aiming at 

having a position statement as similar to their vision as Max has. According to what Coop has said 

that they want to express through their statement it seems like they aim at having a little more 
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precise statement than Max has. Max allow to weigh in a lot of different factors, while Coop is 

working more on how to express certain things and what advantages to bring up. Both of them either 

only have one brand position statement or are only considering using one, even though Aaker (1996) 

claims that it’s possible to have more than one.  
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7. Discussion 
This chapter aims at letting the author try to explain the findings that were made in the rapport and 

give his own thoughts on what stood out as well as answering the research questions. In the end the 

author will make suggestions for further research. 

7.1. RQ 1; How can the influence of CSR on brand audit be characterized? 

According to the finding of this thesis, when working with CSR and making it a big part of the brand it 

contributes to having a vision that can weigh in several factors other than price and quality. When 

there is a mission statement for the entire organization it tends to be very influenced by CSR to the 

extent that it states what the company wants to achieve with their responsible work. It seems like it’s 

important that the organizational culture supports the initiatives taken, though there are different 

opinions regarding the organizational architecture. The reason for working with CSR has to be 

supported by these internal factors and it seems like the initiatives comes from within the 

organization.  

The external factors that influenced the decision of working with CSR are limited to the owners who 

had a final say in the matter. The customers approve the actions after they have been implemented 

but express very little concern regarding CSR before the companies work with it. Competitors can 

contribute to a firm’s choice of position themselves as a CSR brand by leaving that niche of the 

market untouched. 

7.2. RQ 2; How can the influence of CSR on brand Identity be characterized? 

The core identity can be influenced by CSR even though it tends to be expressed in a vague way. The 

extended identity is much more influenced by CSR and expresses itself in one way or another. CSR 

does not influence the associations regarding the products. However it´s possible to let CSR influence 

the associations derived from the brand personality. Associations regarding organizations or symbols 

are not connected with CSR in these cases. It is possible to connect functional benefits received by 

the customer to CSR however not all companies does so. The emotional benefits of a CSR brand are 

connected with the feeling of doing good and that the chosen company are doing good. 

7.3. RQ 3; How can the influence of CSR on brand positioning statement be 

characterized? 

The brand position statement can be influenced to different levels, where it´s to a way that it has to 

weigh in several attributes without stating what these are or until a more precise statement of what 

exactly the organization stands for and why. However when positioning itself as a CSR brand the 

statement is changed in order to at least be able to weigh in these aspects.  

7.4. Reflections 

In summary it seems like CSR is dependent on the internal factors by its success but driven by the 

external. It also seems like it’s the softer areas of the brand identity that is mostly affected by CSR 

like the extended identity, the brand personality and the emotional benefits. This translates into a 

brand position statement that needs to take in more aspects than just price and quality. 

There were two movies that came out at about the same time as Max changed to become more 

responsible, one was An inconvenient truth and the other was Super size me, both gained a lot of 

publicity. The first movie is focusing on Co2:s effect on the climate while the latter one is about how 

unhealthy fast food can be. Therefore the author is questioning the fact the organization is an 
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opinion leader. However it’s possible that the idea of implementation came from within the 

organization but the author argues that it’s impossible not to get any external inspiration at al.  

Coops product brand Änglamark might take ecological associations away from the corporate brand. If 

Coop wants its corporate brand to bear this profile instead it might be unwise to have a product 

brand with such a separate name. Coops organizational architecture in the form of a cooperation 

might enable them to connect CSR to their core identity in a more integrated way. 

Lacking a mission and vision statement is a bit unusual on the kind of level both these companies are 

at. This might be explained by the ownership as they don’t have to attract investors in the same 

sense as stock exchange registered firms have to. 

7.5. Managerial implications 

It seems critical for the CSR initiatives to have support from the internal factors such as the 

organizational culture as well as the organizational architecture in order to become a known CSR 

brand. Therefore it’s important to gain this support from the internal factors. Thereafter it’s 

important to connect the emotional benefits with CSR as well as the associations derived from the 

brand personality. Finally one should change the brand positions statement in order to weigh in the 

CSR aspect of the brand.  

7.6. Implications for theory 

The purpose of this thesis has been to describe how CSR:s influence on internal brand building can be 

characterized. The two fields have not yet been combined to this extent to the author’s knowledge. 

With the data presented the authors hopes to shed some light on how Swedish firms works with 

brand building and CSR. With the results from the study as answering the research questions the 

author hopes to describe how CSR is connected with brand building. Finally the author will suggest 

areas that need more academic attention.  

7.7. Further research 

Both of these companies are owned in rather different ways compared to stock market firms and 

they might therefore be more long lasting in their strategies and weigh in more aspects than just to 

make money fast. The two of them also stated that the owners had a big part in the decision making 

process of implementing CSR. The author would therefore like to see a study if non stock market 

registered companies is more responsible than the registered ones. 

As stated in chapter 2, customer’s power has increased with the use of information technology 

(Rheingold, 2002). Therefore the author would like to see more research on how this has affected 

the use of CSR as well as how companies communicate their CSR initiatives through information 

technology.  

As it seems like organizations can be motivated to act more responsible because of the lack of 

responsibility taken by the competition the author suggests a study to investigate if there is only one 

CSR brand in each business branch. 

Finally it would be interesting to study whether only charitable organizations have a functional 

benefit of ethical initiatives perceived by its “customers” as well as a core identity more influenced 

by their ethical initiatives? While corporations have an extended identity that is more influenced by 

CSR and functional benefit more influenced by the product? 
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Appendix 1 interview guide  

General background 

How is the company owned? 

How many employees are there in the organization? 

How many restaurants/supermarkets do you have? 

How many offices? 

Is your office the headquarters? 

What is your professional title? 

How would you define CSR? 

When did you decide to position yourselves as a CSR brand? 

Who was involved with taking that decision? 

Do you try to educate the customers regarding the cause? 

Brand audit 

What is your Vision and Mission? 

 Why/why isn’t CSR expressed through you Vision/Mission? 

What was your Vision/mission before you positioned yourself as a CSR Brand? 

How is your organizational culture affected by your CSR engagement? 

How is your organizational architecture affected by your CSR engagement? 

Were you inspired by competitors before implementing the CSR as an aspect of the brand? 

Before working actively with CSR did you hear demands from your customers regarding the issues 

you work with? 

Do you think the customers have enough information regarding your CSR cause? 

Has the customers ever expressed opinions regarding your engagement to the cause? Positive or 

negative? 

Did any other stakeholders raise demands on how responsible your businesses were? 

Brand identity 

What is the timeless essence of your corporate brand? 

Is CSR connected to that? 

What associations do you hope your customers and stakeholders get from your corporate brand? 



 

Is CSR connected to that? If so why? If not why not? 

What associations do your customers get regarding your.. 

Products? 

Brand personality? 

Organization? 

and Symbol? 

How does CSR influence these associations? 

What benefits does your customers receive?  

Functional? 

Emotional? 

How does your CSR Influence the customers benefit? 

Brand position statement 

What is your Brand position statement? 

Do you have more than one and if so what are they? 

Why/why aren’t CSR expressed in this? 

  



 

Appendix 2 intervjueguide, svenska 

Generell bakgrund 

Hur är företaget ägt? 

Hur många anställda är där i organisationen? 

Hur många restauranger /butiker har ni? 

Hur många kontor har ni? 

Arbetar du på huvudkontoret? 

Vad är din professionella titel? 

Hur skulle du definiera CSR? 

När bestämde ni er för att positionera er som ett CSR-varumärke? 

Vilka var med och tog det beslutet? 

Försöker ni utbilda era kunder angående er sak? 

Varumärkes revision 

Vad är er Vision och Mission? 

 Varför/varför är inte CSR uttryckt genom dessa? 

Vad var er Vision/Mision innan ni positionerade er som ett CSR företag? 

Hur är er organisations kultur påverkad av ert CSR engagemang? 

Hur är er organisations struktur påverkad av ert CSR engagemang? 

Blev ni inspirerade av konkurrenter till att positionera er med hjälp av CSR? 

Innan ni arbetade aktivt med CSR, hörde ni krav från era kunder gällande dem frågor ni arbetar med? 

Tror ni att era kunder besitter tillräcklig kunskap gällande de frågor ni arbetar med? 

Har era kunder någonsin uttryckt åsikter gällande ert engagemang? Positivt eller negativt? 

Uttryckte några av era intressenter åsikter gällande hur ansvarsfullt ni agerade innan ni positionerade 

er med hjälp av CSR? 

Varumärkes identitet 

Vad är den tidslösa kärnan i ert varumärke enligt dig? 

Är CSR kopplat till det? Varför/ Varför inte? 

Vilka Associationer hoppas du att era kunder och intressenter får från ert företags varumärke? 

Är CSR kopplat till det? Varför / varför inte? 



 

Vilka associationer tror du era kunder får från era 

 Produkter? 

 Varumärkes identitet? 

 Organisation? 

 Symbol? 

Hur påverkar CSR dessa associationer? 

Vilka fördelar/nytta får era kunder från att välja att köpa något med ert varumärke på? 

Vilka fördelar får dem gällande  

 Funktionella attribut? 

Känslomässiga fördelar ? 

Hur påverkar CSR dessa fördelar? 

Varumärkes ställningstagande 

Har ni något uttalat påstående gällande hur ert varumärke ska bli uppfattat? 

Har ni mer än ett? Isåfall vad? 

Varför/Varför är inte CSR uttryckt genom det? 

  

 

 


