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Abstract  

 

In recent years Corporate Social Responsibility (CSR) has been the subject of much 

attention and the concept has been referred to as a global movement and mega-trend, 

which has resulted in a long and diverse history in the academic literature. However, 

little attention has been paid to the part media plays in the construction and 

popularization of CSR. The aim of the thesis is to draw insights on how media frames 

and present the concept of CSR. In order to examine this a quantitative content 

analysis has been performed on two leading business papers in Sweden, during the 

years 2005-2014. The thesis builds on a previous study by Grafström and Windell 

(2011) in which they analyze how CSR is defined in English business press. The 

findings of this thesis suggest that corporations are the main actors in framing CSR 

and that Swedish business press mainly stress CSR as a management idea, containing 

several arguments for incorporating CSR. As oppose to Grafström and Windell 

(2011) our study presented some differentiating results, which might be explained by 

different institutional environments.  
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1.     Background  

1.1.    Introduction    

Which responsibilities corporations can be expected to assume has been a well-

debated subject over the years (Carroll, 1999). It has been discussed under the concept 

of Corporate Social Responsibility (CSR), and has been described as a rapid growing, 

fast changing, and multifaceted megatrend (Garriga et al., 2004; Sahlin-Andersson, 

2006; Madsen & Stenheim, 2014). This has resulted in a long and diverse history in 

academic research and intensive debates have taken place among academics, 

consultants and corporate executives. Consequently, it has developed a wide array of 

concepts, multiple viewpoints as well as critique (Carroll, 1999; Van Marrewijk, 

2003; Garriga et al., 2004). The notion of CSR can be traced back over half a century, 

but what this concept entails is still unclear today (Carroll, 1999; Van Marrewijk, 

2003; Garriga et al., 2004; Grafström & Windell, 2011). Corporations are 

experiencing an intensified pressure to take responsibility for the impact that business 

has on stakeholders as well as society (Waddock, 2008). As a consequence of 

development, CSR can broadly be described as an attempt to be financially profitable, 

while honoring ethical values and respect people, communities and the natural 

environment (Sen et al., 2006). Research has shown that consumer perception of a 

company is not only tied to the brand, but also to its responsible behavior as 

consumers expect companies to behave ethically and contribute to society (Creyer & 

Ross, 1997). The rules to survive in today’s market have therefore changed, from 

solely considering economic maximization to focusing on behaving responsibly 

(Waddock, 2008). 

 

Why the concept of CSR has experienced an increase of interest over the years may 

partly be explained by the increasing demand for companies to be transparent, which 

intensifies the pressure on companies to demonstrate how they take responsibility 

(Roberts, 2003). Organizations are more visible than ever and often aspire to appear 

even more visible. This becomes a problematic since transparency is considered to 

lead to increased criticism and condemnation (Grafström et al., 2012). On a daily 

basis, consumers are confronted with headlines that either praise or criticize 

organizations, what and how the media reports is therefore essential to a corporation’s 
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legitimacy and reputation. Moreover, it has a major impact on how corporations 

function since organizations tend to align themselves by notions of how the media 

operates (Pallas & Strannegård, 2010; Grafström et al., 2012; Reuter et al., 2012). In 

recent decades, with an increase in media coverage of corporations, research has 

suggested that media plays an increasingly central role in the shaping of the opinions 

and perceptions of organizations and their leaders (Engwall, 2006; Strömbäck, 2008). 

The media is a central and essential function to a democratic society, examining 

power, transgressions and bring those responsible to justice. However, it is argued 

that journalism today more often includes tendencies towards moralizing, 

condemnation and frequently favoring news that include some kind of conflict or 

dramatic story. This development can explain the news coverage focus on scandals, to 

shape political reporting as a game rather than an informed discussion (Pallas & 

Strannegård, 2010; Grafström et al., 2012). 

 

The media is an essential stakeholder, as organizations tend to accept responsibility 

for social issues when they are paid attention to by the media (Zyglidopoulos et al., 

2011). In addition, research suggests that visibility in media influences the circulation 

and adoption of management ideas and models. Media contributes to setting the 

corporate agenda for CSR by deciding which issues become highlighted, which 

attributes are emphasized, and by giving certain actors the opportunity to express their 

views on CSR (McCombs & Shaw, 1972). For these reasons, it is appropriate to 

assume that media consequently influences the adoption of CSR. Further, the media 

can be explained as an actor, as it influences ideas about CSR, as well as an arena, 

since the media allow certain stakeholders to present their views on CSR (Grafström 

& Windell, 2011). Subsequently, it is important for corporations to understand how 

their organizational environment, including media, impacts them. Corporations as 

well as the media are institutions, which practice their own institutional logics. They 

have socially constructed, historical patterns of organizational practices, expectations, 

standards, beliefs and rules (Thornton & William, 1999). The dynamics between 

media logic and other institutional logics are therefore an interesting interplay. 

 

Remarkably, given the central role media plays in corporate life, little attention has 

been paid to the media in the role of creation and popularization of CSR. However, 
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this is a particularly interesting topic to investigate, given the vague character of CSR, 

as it is a concept that is relatively open for interpretation by the press (Grafström & 

Windell, 2011). McCombs propose that the media should be addressed as an agenda-

setter, since it has power to impact corporate practices and influence the audience 

understanding and interpretation of societal events rather than, be treated as an 

independent and impartial reporter of news events (Strömbäck, 2004; McCombs et 

al., 2014). 

 

1.2  Purpose    

The aim of the thesis is to draw insights on how the media frames and present the 

concept of CSR. The study is focused on the last decade, more specifically from 2005 

through 2014, during which time the concept has gained prominence. The thesis 

builds on a previous study by Grafström and Windell (2011) in which they analyze 

how CSR is defined in English business press. In contrast to their study the thesis is 

set in a Swedish context, performing a quantitative content analysis on two leading 

newspapers in Swedish business press. The ambition is to gain both a theoretical as 

well as a practical understanding of the changeability of the concept, and how the 

media as an important actor can affect how organizations understand and use the 

concept.  

 

1.3  Research  question    

How is the concept of CSR framed and presented in Swedish business press during 

the years 2005-2014?  
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1.4  Disposit ion  

The first section following the disposition constitutes the theoretical background 

(Chapter 2), which begins with a segment on CSR in order to lay the foundation of the 

multifaceted and disputed concept. Continuing the theory, segments on mediatization, 

media logic and business journalism will be presented. The reason for it is to better 

apprehend the interplay between the media and other actors, and in which ways the 

media may contribute to the framing of CSR. Further, a section on previous research 

and the importance of institutional context is presented in order to understand and 

analyze our findings. 

 

Succeeding the theoretical background is a chapter on data collection and sample 

methods (Chapter 3). It begins with a description of the study on which this thesis is 

built, as well as the research design and sample. Further, presenting the choice of 

method, a quantitative content analysis and the categories that will be studied. The 

categories cover the subject of the previous theoretical discussion measuring how 

CSR is framed and presented.  

 

Following, the results of the study will be presented (Chapter 4), according to each 

category as well as findings and quotes from the articles. The measured results will 

then be analyzed with the factors in the theoretical background (Chapter 5). 

Ultimately, a concluding discussion will be featured including our conclusions, 

limitations as well as suggestions for further research (Chapter 6). 
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2.  Theoretical   background  

2.1  The  development  of  CSR  

In recent years Corporate Social Responsibility (CSR) has been the subject of much 

attention and the concept has been referred to as a global movement and mega-trend 

(Garriga et al., 2004; Sahlin-Andersson, 2006; Madsen & Stenheim, 2014). CSR has a 

long and diverse history in the literature and an intensive debate has taken place 

among academics, consultants and corporate executives. Consequently, it has resulted 

in a wide array of concepts, multiple definitions and also some critique (Carroll, 1999; 

Van Marrewijk, 2003; Garriga et al., 2004). As a truly global concept, CSR is now 

endorsed and actively promoted by key global institutions such as the World Bank, 

the OECD, the UN and the ICC (Gjølberg, 2009). It addition, the concept is 

increasingly integrated into the global managerial culture. Nowadays, CSR is an 

expected part of business for every corporation that strives to be perceived as modern 

and legitimate. By being recognized and standardized into implementable products 

like the UN Global Compact and similar initiatives, CSR resembles what constitutes a 

global management trend (Sahlin-Andersson, 2006; Gjølberg, 2009). 

 

The concept can be traced back as far as to the 1950’s, which marks the modern era of 

CSR. Howard Bowen has been called the “Father of Corporate Social Responsibility” 

and in his book from 1953 Bowen argues that social responsibility is no absolute 

solution, but that it contains an important truth that must guide business in the future 

(Bowen, 1953; Carroll, 1999). Bowen (1953) expressed the idea that several of the 

hundred largest corporations were vital centers of power and decision-making, that 

the actions of these organizations frequently touched the lives of citizens. Bowen 

raised an important question about what responsibilities businessmen can be expected 

to assume towards society (Bowen, 1953; Carroll, 1999). The author elaborated on the 

thought that the “social consciousness,” of managers meant that businessmen were 

responsible for a lot more then simply their profit-and-loss statements (Bowen, 1953; 

Carroll, 1999). 
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Carroll (1999) studied CSR over the years in order to trace the development of CSR 

as a concept and definition, with the aim to provide a solid foundation for further 

research on the topic. In more managerial terms the author described that the concept 

of CSR suggests that the corporation should strive to make a profit, obey the law, be 

ethical and at the same time be a good corporate citizen (Carroll, 1999). However, it 

should be stressed that it is far from clear what CSR stands for, what the trend really 

is, where it comes from, where it is heading and who the leading actors are (Sahlin-

Andersson, 2006). Due to this, the concept of CSR has faced a lot of critique over the 

years. Banerjee (2008) criticize the concept for being influenced by narrow business 

interests and limits the interest of other stakeholders. I addition the author states that 

the term is too broad to even be relevant. Henderson (2001) suggests that there is no 

concrete or well-developed agreement to provide a basis for the concept. Van 

Marrewijk (2003) summarize that the lack of an all-encompassing definition of CSR, 

as well as the diversity and overlapping in terminology, definitions and conceptual 

models further complicates the academic debate and ongoing research.  

 

Sahlin-Andersson (2006) proposes that if we view CSR as a social movement, we 

must ask ourselves: a movement of what and for whom? Carroll (1999) suggests that 

to develop the concept of CSR further, empirical research is needed to reconcile 

practice with theory. The author claims that the concept will have a bright future, 

since it addresses and frames the most important concerns of the public regarding 

business and society relationships. Which may at the same time add to the complexity 

of the concept of CSR. 

 

2.2  The  numerous  portraits  of  CSR  

The social responsibility of corporations has been in focus of an increased debate, 

examination, media attention, as well as academic research (Van Marrewijk, 2003; 

Garriga et al., 2004; Sahlin-Andersson, 2006). As previously stated, Carroll (1999) 

defines CSR as the economic, legal, ethical and philanthropic responsibilities of 

companies. While the explanation is fairly wide-ranging and perhaps the most cited 

one, several problems arise with it (Gjølberg, 2009). Perhaps the most prominent 
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issue is all the different ideas and perspective people believe to constitute CSR. 

People’s perception of the concept ranges from a philosophical and ethical 

perspective to a more managerial and action oriented (Votaw, 1972; Garriga et al., 

2004). Votaw (1972) expressed that although CSR means something, it does not mean 

the same thing to everyone. 

 

As Garriga et al. (2004) attempts to map several perspective and approaches to CSR, 

the authors found that the most relevant CSR approaches focus on one of the 

following aspects of social behavior; economics, politics, social integration or ethics. 

To further confuse matters, other disputed concepts such as “sustainable 

development”, “corporate citizenship” and “stakeholder theory”, are often brought up 

when trying to frame a definition of CSR (Garriga et al., 2004; Gjølberg, 2009). In 

addition, a reoccurring problem is that some theories combine different approaches 

while using the same terminology with different meanings (Garriga et al., 2004). 

Several standardizations and methods for measuring CSR have developed over the 

past years. Nowadays economic data is easily obtainable, though it will not separate 

responsible companies from irresponsible ones. For instance, it is reported that 

European corporations have usually kept a lower profile on CSR compared to their 

American equivalents, however there is no evidence suggesting that these companies 

have acted in a less socially responsible way (Carson et al., 2013). 

 

Sahlin-Andersson (2006) describes how CSR has incorporated business corporations, 

states, international organizations as well as civil society organizations, discussing the 

question of what and for whom the concept has emerged. Carroll (1999) argues that 

the term “social” in CSR has been understood as vague in specifying as to whom the 

corporation is responsible. The author suggests stakeholder theory as a way to 

indicate who are important to the business, and to whom it should be responsible 

(Carroll, 1999). Sahlin-Andersson (2006) portrays the CSR trend in three ways and 

each one proposes different actors, relations, driving forces and interests. The author 

suggests that the trend can be understood as either a regulatory framework, a 

mobilization of corporate actors to contribute as a state development aid or as a 
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management trend. These numerous identities may partially account for the success as 

well as the fragility and changeability of the concept (Sahlin-Andersson, 2006).  

Sahlin-Andersson (2006) states that since most of the CSR practices are voluntary, it 

is a matter of a soft- to self-regulated arrangement, which no person or organization 

has clear authority over another. The regulations develop incrementally in a dialogue 

between corporations and their stakeholders, and it is unclear who is regulating whom 

(ibid). Although there are elements indicating that CSR is a matter of soft- and self-

regulation, it is apparent that corporate actors are progressively seen as 

complementing and sometimes even replacing states as the primary creators of 

structure of the world. States, civil society groups and international organizations seek 

support from corporations when discussing international concerns regarding human 

rights, working conditions and environmental issues (ibid). 

 

In addition Sahlin-Andersson (2006) claims that CSR have traits of a management 

trend, such as a broader group of actors engaging with the concept adding their own 

inputs. For example management consultants and the media have been noticeable in 

their treatment of CSR issues and have expanded both the spectators as well as the 

group of active participants (Sahlin-Andersson, 2006). Further, a relevant discussion 

of the concept refers to the extent of which regulations, norms and definitions of CSR 

should be developed, controlled and monitored and by which group. Since the 

advance of CSR is predominantly voluntary, soft and self-regulatory, it provides 

independent observers with a lot of control. Examples of such observers are 

academics, NGOs and independent media. They get to monitor and scrutinize the 

actions taken, as well as point finger at those who step out of line (Sahlin-Andersson, 

2006; Grafström et al., 2013). By encouraging civil society organizations to examine 

the social responsibility of corporations, it fosters a form of governance framework 

without necessarily affecting formal regulations (Sahlin-Andersson, 2006). At a time 

when market strength of corporations is largely integrated with brand image, there has 

been a need for companies to demonstrate an awareness of social, human and 

environmental issues. Viewed this way, the CSR trend is driven by a criticism by 

these independent observers (Sahlin-Andersson, 2006).  
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It is necessary to study the influence these independent observers have on the 

environment in order to understand how the concept of CSR is presented. Grafström 

and Windell (2011) suggest that the media is an important stakeholder as it 

intermediates information and that the interest of CSR in media influences corporate 

actors’ interpretation and practice of the concept. Therefore, to understand how and 

why corporations take on responsibilities, it is of importance to study how the media 

operates. 

 

2.3  Mediatization     

Mediatization is a widespread concept that describes how media influences several 

parts of society and researchers have labeled today’s western societies as mediatized 

(Altheide & Snow, 1988). Mediatization was originally employed to understand how 

media influences politics and how political actors made use of communication (Pallas 

& Strannegård, 2010). Through his studies of mediatization of politics Strömbäck 

(2004) demonstrates that media images often are perceived as direct representation of 

reality and therefore the media's news coverage has the power to influence the 

audience understanding of events in society (Strömbäck, 2004). Consequently, as it 

influences the public opinion, attitudes and behavior, the media can be described as an 

agenda-setter (McCombs et al., 2014). However, it does not necessarily mean that the 

public uncritically comprehends the information from the media.   

 

From initially being an expression to describe the communication of politics, 

mediatization has likewise been useful to researches for understanding the 

relationship between the media and the business world (Pallas & Strannegård, 2010). 

This relationship involves both the media’s exposure of the business world, as well as 

the organizations’ increased engagement in medias work (Pallas, 2007). Numerous 

researchers have described mediatization from an institutional perspective. 

Institutional theory has a long tradition of describing how organizations’ and their 

environment influence each other (Pallas & Fredriksson, 2011). The modern 

institutional theory is based on the idea that organizations act by rules, norms, and 

expectations from stakeholders in order to gain legitimacy (Meyer & Rowan, 1977). 

Hjavard (2008) explains mediatization from an institutional perspective and describe 
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it as a two-sided process. One side describes the media as an institution with its own 

logic that other institutions have to adapt to, the other side of the process is based on 

the idea that media gets influenced by other institutions and their logics (Hjavard, 

2008). As a result of the increased mediatization of the corporate world, businesses 

have a greater focus on managing their external relationships, such as the media 

(Engwall, 2006). The PR and communications departments of corporations have 

expanded in order to ensure the organizations legitimacy and to promote the 

organization in a favorable (Pallas et. al, 2014). 

 

Institutional logics and specifically media logic is important an important framework 

to understand in order to grasp how media creates, shapes and circulate corporate 

images and management models. Since the aim of the thesis is to examine how CSR 

has been framed and presented in Swedish business press during the last decade, it is 

important to understand how media and especially business media produce and 

distribute material.   

 

2.4  Media   logic     

Media logic is often described as a driving force of different processes of 

mediatization. David Altheide and Robert P. Snow (1979) were the first to use the 

term media logic to recognize media as a social force in society. More specifically, 

media logic can be applied to gain an understanding of how the media presents and 

communicates information. Central in the theory is that news production is influenced 

by both institutional and technical factors. How media presents and communicates 

information depends primarily on the own structure, organization, internal working 

conditions and norms as well as different needs of attention (Altheide & Snow, 1979). 

Variations in the institutional context in which the media operates, influence these 

factors. News production is inseparable from institutional context. For instance 

norms, rules and ideologies that have become institutionalized impacts the news 

production (Kjear & Slaatta, chapter 5, 2007). Institutional theory, and particularly 

media logic, is therefore useful in order to gain an understanding of how the media 

communicates and likewise valuable when studying how media present concepts such 

as CSR. 
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With a focus on business journalism, media logic is presented below. The aspects 

brought up act as a foundation to gain an understanding of the content and format of 

Swedish business press. Likewise it is useful in order to understand the results of this 

study of how Swedish business create, shape and circulate concepts such as CSR. 

 

2.5  Business   journal ism  

Several researchers point out the limitations media logic includes. Like several actors 

in society, journalists are involved in the framing of concepts and have a power to 

endorse their version of social reality. To make complex logics communicable, media 

simplifies and reduce complexity (Schultz et al., 2014, chapter 2; Kjear & Slaatta, 

chapter 7, 2007). This can partly be explained by the pressure of space and time that 

journalists face, frequently having to produce and compress texts in a rapid manner 

(Kjear & Slaatta, chapter 7, 2007). As a consequence, journalists’ frame and present 

concepts through a specific view of society, while at the same time excluding and 

marginalizing others (Hellgren et al., 2002). Several researches argue that journalists 

simply reproduce commonly held views, rather than act as opinion-leaders. In that 

sense, the media produces material that their audience expects them to produce, which 

assures how the audience will receive and interpret the information (Kjear & Slaatta, 

chapter 7, 2007). In the business world, news production plays an important role in 

shaping, creating and circulating corporate images and management theories 

(Grafström, 2006).  

 

However, business journalists rely on other actors to provide them with information. 

This can be explained by the development of the organizational field, since the 

business news practice is interplay between individuals and organizations that often 

share the same institutionalized norms and meaning (DiMaggio & Powell, 1983; 

Grafström, 2006; Grafström et al., 2015). Furthermore, the framing of journalists’ is 

further influenced by the views and interpretations of their sources (Kjear & Slaatta, 

chapter 7, 2007). Additionally, as a result of the growing digital media landscape, the 

news is to a higher degree shaped by the co-creation of journalists and their audience. 

At the same time, there are increased possibilities for corporations to directly 
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communicate with their audience without being dependent on traditional media 

(Grafström, 2015). 

 

Organizations, economical institutes and the stock market are often portrayed as 

experts and spokespersons in economy and business journalism, and are therefore 

able to present their views (Fredriksson, chapter 2, Företag och medier, 2010). 

Corporations featured and involved in the news production are usually large national 

companies listed on the stock market (Grafström, 2006). The lack of a well-

established definition of CSR makes it possible for journalists to present socially 

responsible behavior according to their own perceptions and interpretation. So, 

journalists both present their own ideas as well as allow stakeholders to present their 

views on CSR (Grafström & Windell, 2011).  

 

Further, the media tends to favor news that includes some kind of conflict, since 

conflicts tend to end up in dramatic stories. The demand for sensational news can be 

used to explain the tendency of media to focus on scandals (Altheide & Snow, 1979) 

Dramatic stories sells, which explains why media usually focus their attention on the 

extraordinary and spectacular (Jonsson & Edman, chapter 5, 2014). Jonsson & Edman 

(2014) argue that scandals are often followed by moralizations, emotionalizations or 

personalization in the media, which makes scandals newsworthy. Frequently in 

business journalism the critical voices point a finger at specific persons or particular 

events, not towards entire systems. The reason for this is that business journalism is 

constructed from market principles and the markets functioning and often have 

feature of liberal market values. As a result, legal, social and ethical aspects rarely 

appear in business press (Fredriksson, chapter 2, Företag och medier, 2010). 

 

2.6  Previous  research  on  CSR  in  media     

As previously stated, numerous researchers claim that there are no clear definitions, 

norms or regulations for corporate social responsibility and therefore different actors 

such as the media, can observe and present CSR in their own understanding (Sahlin-

Andersson, 2006).  
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Buhr & Grafström (2006) studied how media frame and present CSR. The authors 

performed a textual analysis of CSR on articles from Financial Times during 1988-

2003 in order to gain a better understanding of the development of managerial 

concepts. The authors perceive the media attention as an indicator when a new 

management idea gets legitimized and popularized. Media produce texts, which can 

be seen as carriers of value and meaning. Therefore the media is able to influence 

managerial concepts with values and meanings. Findings from the study by Buhr & 

Grafström (2006) indicate that earlier articles on CSR included job-creation and 

charitable donations. CSR was presented as a novel idea, drawing inspiration from 

American corporations and business schools in how corporations can be socially 

responsible. In the middle of 1990s it started to relate to marketing and how 

corporations can improve their competiveness through being socially responsible.  

 

The past decade the expression “corporate social responsibility” has gained 

prominence in the media and increased interest by British corporations, among others, 

where the term often included more discursive themes. At the same time CSR started 

to appear on the agenda for international organizations such as European Union and 

United Nations. Central in the discussions were the corporation’s role in a globalized 

world. Buhr & Grafström (2006) concluded that the meaning of CSR in Financial 

Times often reflected the general development of the concept about that time. 

Countless themes were brought up in the articles; social and environmental matters, 

globalization issues, CSR in relation to business, moral and ethical concerns and 

stakeholder relations. Different actors were involved and referred to in the news 

content, the production followed a typical media manner with both successful 

examples as well as corporate scandals (Buhr & Grafström, 2006).  

 

Afterward, Grafström and Windell (2011) examined how the English business press 

has framed and presented CSR during 2000-2009. A content analysis was performed 

on two of the most recognized English newspapers, Financial Times and The 

Guardian. Their final data sample consisted of 274 articles. The major focus of the 

article is examining how CSR has been presented in the business press without further 

investigating why the concept has been presented in a certain way. The main themes 

were defined on beforehand and additional themes were developed during the process 
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of coding. Three analytical themes were coded: dominant theme, dominant argument 

and dominant actors. Dominant theme indicates in which context CSR is presented, 

dominant arguments aims to underline the importance of CSR for corporations, 

finally dominant actors demonstrates refers to which actors are able to voice their 

ideas and viewpoints of CSR. Moreover, dominant arguments were coded as 

opportunities or threats, as to clarify if arguments were mentioned in o positive or 

negative manner. The authors studied the articles containing ‘‘Corporate Social 

Responsibility’’ and in the first year (2000) 17 articles were produced in comparison 

to 2002 when 259 articles produced. After that, the amount of articles stabilized 

around 200 articles per year until 2008 were it started to decline to 24 articles in 2009. 

 

The predominant theme in the study was corporate philanthropy; every fifth article 

discussed the subject. The second most discussed theme was regulations, discussing 

both legal regulations and soft regulations. Regulations were followed by human 

resources, politics, management & strategy, CSR trend and whitewash. The 

predominant argument was general threats & benefits and the articles included vague 

arguments such as “there a number of advantages”. General threats & benefits were 

followed by growth, reputation, employees and customers with an average of 20-25 

articles per sub-category. Moral was the argument used most rarely and dominated 

less then 10 articles. Opportunities were stressed in 70 % of the articles, promoting 

the value of incorporating CSR. The remaining articles stressed the threats of not 

incorporating CSR, as a way to reduce risks. Corporations were the main actors to be 

given the opportunity to express their views of CSR, they were interviewed in 35 % 

of the articles. Journalists, NGOs and consultants each articulated their views in 

approximately 20 % of the articles. The conclusions from Grafström and Windell 

suggest that English business press links CSR to certain corporate activities, 

arguments and spokespersons. In that way media contributes to the construction of 

CSR.  

 

Grafström and Windell have continued to study CSR in media. In April, Grafström, 

Windell and Adamsson (2015) published an article were they study how corporate 

social responsibility is presented in articles in relation to five Swedish corporations 

listed on the stock exchange – H&M, TeliaSonera, Nordea, Electrolux and Clas 
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Ohlson. In a content analysis the authors examine which questions of responsibility 

that dominates, how they are presented in the news, how the corporation’s behavior is 

valued (negative, neutral, positive) and who sets the agenda in the publicity. The 

results demonstrate that H&M is the only corporation that is continuously covered in 

media when it comes to questions of social responsibility. The other corporations 

were only covered in relation to scandals or crisis. All the corporations are connected 

to one type of question of responsibility over time. In H&M’s case the company is 

mentioned regarding the working conditions in production countries, TeliaSonera to 

corruption and Electrolux to environmental issues. A slight majority of the articles 

were negative and hardly any were neutral, TeliaSonera was the only corporation with 

a majority of negative articles. How the corporations were evaluated depended on 

which actor that expressed their viewpoint. Most often actors in the articles were 

corporations, journalists and interest organizations.  

 

Zyglidopoulos et al. (2011) studied if media attention drives CSR. Their findings 

indicate that an increased attention in media is positively associated with increase in 

CSR initiatives by corporations. Furthermore, they separate CSR-strengths from CSR-

weaknesses. Strengths are presented as more flexible CSR activities, while 

weaknesses are more limited. An oil company can for example only reduce their 

environmental pollution to a certain point, while it is easier to focus on and improve 

their philanthropic activities. Organizations are more likely to respond to increased 

media attention by increasing CSR-strengths. The conclusions of the study suggest 

that media attention can be considered an important driver of CSR. 

 

2.7  Research  on  CSR  and  institutional  environments     

DiMaggio & Powell (1983) presented the idea of institutional isomorphism, which is 

useful in order to understand similarities and differences between different 

institutional environments. The main finding of their research is that organizations 

that operate in the same institutional environment tend to become isomorphic in 

search of legitimacy (DiMaggio & Powell, 1983). Matten & Moon (2008) builds on 

that notion in their study of the differences in CSR-activities between United States 

and Europe, as well as the rise of CSR in Europe. The authors claim that CSR as 
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management concept origins from American management practices. Subsequently, 

differences between countries can be understood as a result of a long history of 

diverse institutional environments, including less formal organizations as well as 

norms, incentives and rules. Furthermore, the institutional framework of a country 

contains four key features: the political system, the financial system, the education 

and labor system as well as the cultural system. Without further explaining the 

differences between U.S. and Europe within these key features, the authors argue that 

the U.S. institutional environment leaves more incentives and opportunities for 

corporations to take more explicit responsibility. Explicit responsibility refers to an 

open way to express responsibility and to be involved in voluntary programs as a part 

of the strategy. Implicit responsibility however is not voluntary since it follows 

organized norms, rules and laws. Further Matten & Moon (2008) argues that the 

explicit CSR is becoming a reoccurring element in Europe (Matten & Moon, 2008). 

To exemplify, Brammer & Pavelin (2005) argue that charitable donations made by 

U.K. corporations have increased dramatically during recent years. 

 

Maria Gjølberg (2009) adopts the idea of explicit and implicit CSR in her study about 

differences in CSR between European countries. More specifically she studies if the 

corporations’ institutional environment influences the CSR strategies. The author 

finds reasons to believe that corporate strategies relating to CSR are formed by 

national factors, as a result the CSR practices between countries varies. Features of 

the institutional environment such as political, economic and social institutions are 

particularly relevant in understanding CSR in a national context. Gjølberg (2009) 

study shows that organizations from UK, Switzerland and the Netherlands are leading 

in terms of CSR efforts. A reason for this, according to the author, is that corporations 

in these countries are constantly in the spotlight due to the monitoring by media and 

NGOs. The author describes these countries as explicit and in need of being perceived 

as responsible, corporations are explicit about their CSR efforts. In contrast the author 

finds the Nordic countries also to have a high level of CSR efforts. Although the 

Nordic countries are more implicit in their institutional environment, social and 

environmental issues are more imbedded in the institutional framework with strong 

formal regulations (ibid). 
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Frostenson (2009) closer studies corporate social responsibility in a Swedish context. 

The author argues that CSR is a term originated from an Anglo-Saxon context. In a 

Swedish context, the role of CSR has been thought to somewhat collide with the 

understanding of the traditional welfare state and the role of corporations in society. 

The role of the corporations’ has been to produce products and services as well as to 

create job opportunities. Social responsibility has first and foremost been a political 

question. At the same time the Swedish model has become less prominent and the 

globalization has limited the scope for politicians as well as employer- and labor 

unions Frostenson (2009). In a report by the Swedish Institute For European Policy 

Studies Frostenson & Borglund (2006) argue that the CSR politics in the EU 

commission is built on a strong dialog with corporations while labor unions and 

NGOs have received a limited influence in the formation of CSR politics.  

 

To conclude, studies about CSR and institutional environments suggest the fact that 

social, political and economic institutions play an important role in the apprehension 

of CSR and CSR practices on national level. Though these boundaries are becoming 

more vague with initiatives from supranational and cross-national organizations.  
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2.8  Theoretical   Summary  

As previously stated, the concept of CSR has a long a diverse history in academic 

research. The fact that it is such a multifaceted concept, with room for interpretation 

makes it an interesting concept to examine. Although the concept has been studied 

extensively, little attention has been paid to the part the media plays in the 

construction and popularization of CSR.  

 

The interplay between organizations and the media is interesting since the media 

plays a major role in influencing several parts of society and has been descried as an 

agenda-setter for corporate business. Organizations are more likely to adopt social 

issues when they are paid attention to by the media. The matter of visibility in media 

influences the circulation and adoption of management ideas and models. For these 

reasons, one could assume that media also influence the adoption of CSR. 

 

Research has suggested that we are moving towards a more mediatized society, where 

the media increase its prominence. It has been indicated that media images are often 

perceived as a direct representation of reality, and that news coverage thus has a 

position of power to influence the audience's understanding and interpretation of 

events in society. Thus, the media has power to publicly praise or condemned 

corporations for their social responsibility, which ultimately can affect the companies’ 

survival. Concluding, the issue of transparency and the fact that corporations desire 

the medias approval, indicate that media is involved in shaping and framing of CSR.  

 

The idea of institutional logic is relevant to understand why different actors might 

present CSR differently in media. It is important to remember that they act by their 

own logic, which may lead to various perspectives and thoughts on the concept. The 

theory of media logic is useful to apply in order to gain an understanding of how the 

media presents and communicates information. The interest of CSR in media 

influences corporate actors’ interpretation and practice of the concept. Therefore, to 

understand how and why corporations take on responsibilities, it is important to 

review how the media operates. Further, news production is inseparable from 

institutional context. For instance norms, rules and ideologies that have 

institutionalized impacts the news production. 
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However, at the same time as institutional logics is an important force to study, so is 

the idea of national context. Several researchers point out that the national context 

clearly influences how CSR is presented and managed. So in order to understand the 

findings of this thesis, in comparison to for instance the conclusions of the study by 

Grafström & Windell, national context is necessary to revise.  
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3.  Method  

 

The aim of the thesis is to study how the concept of CSR is framed and presented in 

the media. In order to answer the research question, the proposed study will employ a 

quantitative content analysis of articles in Swedish business press during 2005-2014. 

The thesis builds upon a previous study by Grafström and Windell (2011) in which 

they analyzed how CSR is framed and presented in English business press during 

2000-2009. The findings in their study shows that English business press contributes 

to the construction of what the concept of CSR entails in corporate practice by 

creating links between; CSR and certain corporate activities, between CSR and 

arguments that strengthen the view of CSR as business case, and finally between CSR 

and certain spokespersons. 

 

Grafström and Windell (2011) focus on how CSR has been presented in English 

business press during 2000-2009, but they do not elaborate further on why business 

media have paid attention to CSR over this period. The aim of the study is to use and 

develop the framework by Grafström and Windell to understand how CSR has been 

framed and presented in Swedish business press during 2005-2014. The results will be 

discussed with the background of the theory of media logic and research about 

business press with the aim to gain a deeper understanding to why Swedish business 

press presents CSR in a certain way. This gives us both a descriptive research 

question, where we study the content itself, and a research question of how the 

content is related to a type of norms (Esaiasson et al., 2004), in this case the norms 

within the media logic and business press.  

 

Two of the main reasons for the chosen timeframe are, firstly because CSR has been 

spreading and gained popularity during this time. For instance, when searching for 

articles including CSR before 2005, there was only a scarce number, before picking 

up and increasing after 2006. Secondly, as stated in the theory CSR is an ever 

evolving concept, so it is interesting to study if the concept has developed in relation 

to the findings of Grafström and Windell (2011). In addition, as proposed earlier the 

concept depends upon the institutional context, which is the reason for why it is 
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interesting to study CSR in a specific country.  

A quantitative content analysis will be used, which is a method used to study some 

form of written, verbal or picture-like representations. The method is suitable for this 

study as the aim is to study frequency and space of different set up categories and 

sub-categories in the articles. Frequency and space, (how often and how much), are 

the central parts of the quantitative content analysis. For example, an argument that 

often occurs in a text or in a speech is a central argument (Esaiasson et al., 2004). 

Furthermore, a quantitative content analysis is suitable for collecting a larger set of 

data under a relative short time, which is within our timeframe (Esaiasson et al., 

2004). The method is not only commonly used in the field of media and 

communication but has also been used by scholars within, for example, the field of 

business studies and more recently to explain the development of CSR (Grafström & 

Windell, 2011). A weakness compared to qualitative content analysis is that the latter 

goes deeper in to the text and analyze ideas and discourses, which can be missed out 

in a quantitative content analysis (Esaiasson et al., 2004). 

 

3.1  Sample  

To analyze how the concept of CSR is framed and presented in the media two 

newspapers were chosen; the daily business paper/magazine Dagens Industri and the 

weekly business paper/magazine Veckans Affärer. Both magazines belong to the 

largest newspaper owner in Sweden, Bonnier Group, and are both a part of the 

division Bonnier Business Press (Grafström, 2006). Dagens Industri and Veckans 

Affärer are leading Swedish business magazines when it comes to both history and 

readers, which made them a suitable choice for the analysis. Dagens Industri was 

established in 1976 with focus on technique but in 1983 the focus shifted towards 

corporations and the stock market. Dagens Industri has 328 000 readers per edition 

and around 700 000 unique web browsers per week (Dagens Industri, 2015). Veckans 

Affärer was established in 1965 and has 64 000 readers per edition and around 130 

000 unique web browser per week (Veckans Affärer, 2015).  
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In order to collect the required data, the media archive and database Retriever 

Research was used. The database includes articles from over 700 newspapers and 

magazines of Swedish daily press, journals and business press. We analyzed articles 

including “Corporate social responsibility” and/or the acronym “CSR”. As previously 

mentioned, the concept has evolved and there are several expressions and translations 

that touch upon the same subject, (e.g. Swedish words such as hållbart företagande, 

hållbar utveckling). But to gain some insights on the concept of CSR, and to minimize 

translation errors, the exact expression has been used. Though, we are aware of that 

words chosen to code, impacts the number of hits in the database and might effect the 

results. For instance, we could have included some of the above-mentioned Swedish 

expressions to increase our data sample. 

 

3.2  Quantitative  content  analysis     

To operationalize the research question the analysis has been sorted into eight 

categories. The categories aimed to examine are; type of article, quantity, volume, 

formal organizations, arguments, actors, theme and scandal. The first three categories 

are purely quantitative while the other four are interpretations of the content in the 

articles, which we quantify. The categories quantity, arguments, actors and themes are 

all used in the study by Grafström & Windell (2011). Furthermore, the categories 

added in this thesis are; type of article, volume, formal organization and scandal. 

Below, each category is presented as well as the theoretical background.   

 

First out is the category type of article and it will demonstrate in which parts of the 

newspaper that the term corporate social responsibility is mentioned. Type of article 

includes general news and articles, debate articles, editorials and chronicles. Although 

this is a background category, it will demonstrate if there is an interest in debating 

CSR among different actors and if journalists have an interest in discussing CSR in 

editorials and chronicles.  

 

The second category is quantity. The amount of articles including the words 

“Corporate Social Responsibility” and/or the acronym “CSR” will be measured and 

coded. Previous research has shown a growing interest for CSR among organizations. 
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Moreover, the results will show if there exists a trend of using and writing about the 

concept and phenomena of CSR in Swedish business press.  

 

Volume is the third category and it measures the scope of information by presenting 

the amount of words in each article. It is a background category but will likewise 

indicate how much media attention CSR gets in form of length of the published 

articles. 

 

The fourth category is formal organization and measures which organizations that are 

in focus in the articles. In order to be coded, there has to be a focus through the 

majority of the article on the specific formal organization. Former research has 

pointed at that business press focus on large national companies listed on the stock 

exchange. The result of this study will show if this is also the case when it comes to 

CSR and what specific organizations that the Swedish business press focus on.  

 

The category arguments quantify which type of arguments is most commonly used 

for presenting CSR in Swedish business press. The results will show which type of 

arguments for adopting CSR are promoted and by which actors. The theory of 

institutional logics suggests that different organizations might have different agendas 

when it comes to presenting and framing their viewpoints of CSR. The sub-categories 

contained in this category are; general threats or benefits, growth, reputation, 

employees, customers and moral. All categories are used in accordance to Grafström 

& Windell (2011). However, a difference between the two studies is that we excluded 

articles that did not contain any noticeable arguments, in contrast to Grafström & 

Windell (2011) who excluded the specific category, but still coded the article.  

 

The sixth category actors specify which actors that are given space to voice their idea 

of CSR in the articles. As mentioned previously, business journalists’ work within an 

organizational field were they are dependent on information and viewpoints by other 

actors. One could therefore assume that different actors are given the possibility to 

frame and present their definition and approach to CSR. Former research has shown 

that business journalism mainly involves corporations and economical institutions. 

Actors in our study include; corporations, journalists, non-governmental organizations 
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(NGOs), consultants, government and researchers. The first four of the actors are used 

in Grafström & Windell’s (2011) study, the final two was added according to our 

findings.   

 

The category theme demonstrates the main theme and the context the term CSR is 

used, including what actors that express their view on CSR within the themes. The 

sub- categories included in theme are; philanthropy, regulations, human resources, 

politics, management & strategy, CSR trend and whitewash. All categories are used in 

accordance to Grafström & Windell’s (2011) study.  

 

The eighth and final category is scandal indicates if the articles are in a context of 

organizational scandal or not. Results will show if CSR is a subject of sensational 

journalism and if the concept is becoming more frequently discussed under these 

circumstances. In the appendices a more detailed description of the categories and 

sub-categories is enclosed. The descriptions are partially from Grafström & Windell 

(2011) and modified according to our discoveries.  

 

3.3  Data  col lection  

In order to code the data a codebook in Excel was set up, the data was coded in 

chronological order from 2005 through 2014. The first 20 articles of each newspaper 

have been interpreted and coded by both authors simultaneously, this to reduce 

interpretational errors and increase reliability of the study. When the categories and 

sub-categories were established, the coding continued separately with one newspaper 

each. 404 articles were analyzed and 267 were coded. In total it took approximately 

120 hours. Articles not coded includes front page headlines, CSR in the signature but 

the article is not about CSR, when the acronym CSR stand for something else and 

liberal thoughts about CSR that doesn’t hold any arguments.  

 

There is a risk that the interpretation of the articles changes over time when coded 

separately, which threatens the study’s intern reliability. To avoid this and to ensure 

that the data was collected in a consistent manner, the previously described categories 

and sub-categories were used. The defined categories will also make it possible for 
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other researches to carry out the same study (Bryman & Bell, 2007). In addition, the 

authors had constant contact in order to discuss ambiguities and questionable articles’, 

examples with descriptions are attached as appendices. Once the data was collected an 

intercoder reliability test was completed, which is often used when performing 

quantitative content analyses. Intercoder reliability test is when one person codes a 

part of another person’s material. It is preferable to intracoder reliability test, when 

you code you own material again, since the coder can remember what he or she coded 

(Esaiasson et al., 2004). The intercoder reliability test was fulfilled in such way that 

we coded every 10th article from each other’s newspaper. The average intercoder 

reliability (Holsti) was set to 0,92, which is a high grade of reliability.  
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4.  Results  

 

Presented below are the results of the quantitative content analysis. The findings will 

be presented by each of the eight categories and additionally results per actor will be 

presented in order to demonstrate which actor that holds what arguments, within 

which themes. Results per actor are presented as absolute frequency and relative 

frequency in comparison to the actor’s own group. However, important to keep in 

mind is that for some of the actors the numbers are low and should be handled with 

some caution when drawing conclusions. 

 

4.1  Quantity  and  volume  of  art ic les     

The quantity of articles refers to the total amount of coded articles per year from 2005 

through 2014 containing the expression “Corporate Social Responsibility” 

alternatively the acronym “CSR”. The total amount of hits in the media archive 

Retriever Research was 250 for Dagens Industri and 154 for Veckans Affärer. The 

total number of coded articles for Dagens Industri was 167 and 100 for Veckans 

Affärer. Hits not coded include front-page headlines, CSR in the signature but not in 

the article or when the acronym CSR stands for something else. In addition, three 

debate articles were excluded, as they argued that corporations do not have any 

responsibilities except maximizing profit and conduct lawful business and did not 

include any arguments for CSR. On the following page, figure 1 will illustrate the 

total amount of articles including “Corporate Social Responsibility” or “CSR”. 
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Figure 1: Coded articles per year, Dagens Industri and Veckans Affärer. 

 

The findings of figure 1 demonstrate that there has been a growing usage of the term 

in Swedish business press. There was a decline between 2008 and 2010 that can 

mainly be derived to a decline in Veckans Affärer. In 2007 and 2008 Veckans Affärer 

produced a series of articles about corporate social responsibility that can partly be 

understood by the growing interest of the topic after the financial crisis. The number 

of articles produced by Dagens Industri increased almost every year with a peak in 

2013 when 37 articles were published. In 2014 the amount of produced articles 

declined for both papers, seven articles by Dagens Industri and eight by Veckans 

Affärer. The average amount of words for Dagens Industri was 776 words and 1311 

words for Veckans Affärer. The fact that Dagens Industri is a daily paper and Veckans 

Affärer is a weekly paper may to some extent explain the difference. In addition, 

Veckans Affärer seemed to more often feature more extensive articles such as profiles 

on specific corporations as well as persons with leading positions at the corporations. 
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4.2  Actors  

The category actors consists of six sub-categories; corporations, journalists, non-

governmental organizations (NGOs), consultants, government and researches.  

 

 
Figure 2: Dominating actors in the articles.   

The dominating actors to present their idea of corporate social responsibility were 

mainly corporations. Representatives from corporations were often individuals with 

leading positions or CSR-responsibilities. Corporations were followed by journalists, 

which mainly expressed their opinions and viewpoints of CSR in editorials and 

chronicles. NGOs were the third most dominating actor, it were mainly 

representatives with leading positions at well know NGOs such as Rädda Barnen 

(Save The Children) and SOS Barnbyar. NGOs were then followed by consultants 

and governments. It were mainly CSR consultants from both well know consultancy 

firms such as PwC and smaller consultancy firms. Governments included government 

officials, representatives from embassies and administrative authorities. Researchers 

were the less common actor and it was often researchers who recently published CSR 

research with a public interest. 
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4.3  Type  of  art ic le     

The category type of article contains four sub-categories: general news and articles, 

debate articles, editorials and chronicles.  

 

Figure 3: Type of article 

 

The results imply that the term corporate social responsibility and CSR is mainly used 

in general news and articles, but it is also a topic for debates and by journalists in 

editorials and chronicles. Corporations were dominating almost half of the general 

news and articles while NGOs dominated almost half of the debate articles and these 

debate articles were often written by well know NGOs such as Greenpeace and Rädda 

Barnen. Journalists dominated editorials and chronicles, which are the parts of the 

papers, were they are able to voice their own viewpoints. A few editorials and 

chronicles were not coded as journalists’, as these included quotes or reasoning 

directly brought by other actors.  
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4.4  Theme    

The category theme involves seven sub-categories; philanthropy, regulation, human 

resources, politics, managements & strategy, CSR trend and whitewash.  

 

 
Figure 4: Theme of article. 

 

Table 2: Theme per actor with relative frequency to its own group.  

 
 

Management & Strategy was distinctly the dominant theme. The focus of these 

articles embraced CSR as a management concept that corporations implement as a 

part of their strategy. The majority of these articles included statements by 

corporations how they work with CSR, often how they successfully work with CSR. 

But also viewpoints from other actors how corporations should work with CSR, 

Philantropy Regulation Human 
resources Politics 

Managment
s & 

Strategy 
CSR trend Whitewash 

Articles 31 33 5 17 112 49 20 
Percent 12% 12% 2% 6% 42% 18% 7% 
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	  	   F	   RF	   F	   RF	   F	   RF	   F	   RF	   F	   RF	   F	   RF	  

Philanthropy 9 9% 3 5% 16 35% 2 8% 1 4% 0	   0%	  

Regulation 8 8% 4 7% 8 17% 6 24% 5 21% 2	   15%	  

Human resources 1 1% 3 5% 1 2% 0 0% 0 0% 0	   0%	  

Politics 2 2% 4 7% 0 0% 0 0% 11 46% 0	   0%	  

Manag. & Strategy 67 67% 20 34% 7 15% 9 36% 5 21% 4	   31%	  

CSR trend 7 7% 20 34% 10 22% 7 28% 2 8% 3	   23%	  

Whitewash 6 6% 5 8% 4 9% 1 4% 0 0% 4	   31%	  
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sometimes including critic against corporations. The CSR trend was the second most 

common theme. These articles described CSR as trend, with a growing interest in 

CSR among stakeholders. In an editorial from Dagens Industri in 2006, the following 

was stated: 

 

“There is still no doubt that pressure from consumers, shareholders and employees, 

along with increased media exposure, made social responsibility a trend to be 

reckoned with.” 

– Dagens Industri, “Företagen får lära sig leva med etiska krav”, 2006-03-17. 

 

Journalists were the most common actors to express their views on the theme CSR 

trend, both in absolute frequency and relative frequency, (compared within its own 

group). Philanthropy and regulations were the third most dominated themes. Several 

articles in Dagens Industri promoted a non-profit organization (Hand in Hand) with 

the goal to help women to start companies in less developed countries. Dagens 

Industri and Hand-in-Hand had an official partnership with the goal the get more 

corporations to donate money. In the same fashion, Veckans Affärer collaborated with 

Rädda Barnen through a fundraiser called “TAKE A STAND”. The newspaper urged 

corporations to donate money, highlighting the importance for a brand to take 

responsibility. In addition, the newspaper founded a CSR award that was annually 

assigned to a selected number of corporate leaders, acknowledging their responsible 

business behavior. Further, in Veckans Affärer, philanthropy and volunteer work was 

covered more extensively in profile-articles of NGOs or individual pleading to people 

to engage in philanthropy. In addition, philanthropy also included volunteer work, one 

article described for example how Trygg-Hansa let their employees do volunteer work 

two days a year.  

 

The theme regulations touched upon formal regulation as well as soft- and self-

regulation, often on a cross-national level from organizations such as OECD. 

Government was the most common actor within this group. The articles within the 

theme most often covered the issues and difficulties of reporting and regulating CSR 

as well as how to make it quantifiable. The discussions covered issues such as; who 

should be responsible of regulating CSR, how should reporting on CSR look like to 
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measure the right thing, and how to find out who is acting responsibly and who is not. 

Ultimately, you get the sense that the concept is very complex and difficult to grasp in 

relation to regulation. Below follows a quote from an article in Veckans Affärer 

voicing one opinion of CSR and regulation: 

 

"CSR is a matter of self-regulation and it is obvious that it does not always work. For 

instance, business in dictatorships is one of those areas." 

-Veckans Affärer, “Svenska storbolag säger ja till diktaturer”, 2012-05-10. 

 

Whitewash was the fifth most common theme and it included articles that criticized 

corporations for claiming to be socially responsible, but in fact only seem to use CSR 

as a PR strategy or window-dressing. One example is an article where Greenpeace 

criticize Vattenfall for their CSR report. In the report Vattenfall promoted their coal 

power as free from carbon dioxide, while Greenpeace argued that in reality it is not. 

Another example is an article where students from Bergh’s school of advertising, 

started a web site were they listed companies that did not follow their CSR reporting 

promises. Final, a quote from Veckans Affärer exemplifying what an article with 

whitewash theme could look like:  

 

"The companies that shout loudest are the worst polluters. When it comes to CSR 

issues, companies can mostly choose for themselves what information they want to 

emphasize in the CSR report." 

- Veckans Affärer, "Miljöbovarna skriker mest", 2010-05-27. 

 

Several of the political articles in Dagens Industri brought up the cooperation 

between Sweden and China and the issues of CSR. The cooperation was built on 

China learning from Sweden how Swedish corporations practices CSR and that 

Swedish corporations in China can have a normative influence on China. Human 

resources were most seldom the dominating theme, it included for example an debate 

article arguing that corporations should open their eyes for the competence of disable 

persons, and another discussing collective labor agreements. 
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4.5  Arguments     

Six sub-categories make up for the category arguments: General benefits & threats, 

moral, reputation, growth, employee and customer. Moreover, the articles were 

additionally coded by if the arguments were presented as opportunities or threats.  

 

 
Figure 5: Dominant arguments presented as opportunities and threats.  

 

Table 2: Arguments per actor with relative frequency to its own group. 

 

General benefits and threats is the dominating argument in half of all articles. These 

arguments were either vague or consisted of several arguments without a clear 

dominating argument. General benefits and threats is most common dominating 
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argument for all actors, except for researches. The second most used argument is 

moral arguments and was mostly expressed by journalists, both in absolute frequency 

and relative frequency within their group. Several journalists questioned the moral 

behind corporations’ actions in editorials and chronicles, especially TeliaSonera was 

questioned when they were accused for bribery in 2012. Some of them did also did 

also discuss ethical questions and the role of corporations moral in a broader context. 

An editorial did for example the following statement:   

 

“The scandals underline that it is time to raise ethical questions from satisfaction and 

information level to serious risk assessment and personal responsibility.” 

- Dagens Industri, “Brist på ansvar, inte på kompetens”, 2012-10-16. 

 

Veckans Affärer often featured profiles on specific corporations or leading figures of 

corporations, which used moral sometimes as an argument for CSR. In addition, 

NGOs sometimes were highlighted in such profiles, which often lead to moral 

arguments on CSR and encouraging corporations to act more responsibly in society. 

Around every seventh article focused on reputation. In absolute frequency it was most 

common among corporations, in relative to its own group it was most common among 

researchers, consultants and corporations. Reputational arguments mostly concerned 

CSR as a builder of corporate branding. An article in Dagens Industri states that CSR 

is growing consultants industry and that is because it strengthens the brand: 

 

“Ethics and morality have become a way of raising brand status for both companies 

and funds.” 

- Dagens Industri, “Etik och moral lyftför konsultföretag”, 2012-10-18. 

 

As the major argument, growth was used in six percent of the articles. Journalists, 

representatives from governments and NGOs did not use it at all while corporations, 

consultants and researchers used it several or a few times. Corporations and 

consultants argued that CSR was a business opportunity and that implementing CSR 

could lower the corporations’ costs. Researchers articulated the idea that CSR and 

profits goes hand in hand. Arguments to attract or discourage employees were also 
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used in six percent of the articles. Corporations and NGOs reasoned that CSR is a 

way to attract young people that are conscious about responsibility issues:  

 

“Johan Eriksson believes that it is becoming increasingly important as an employer to 

offer volunteer work in order to retain and recruit talents, especially younger ones 

want to work in the company with clear values that they sympathize with.” 

- Dagens Industri, “Två dagar per år hos Trygg-Hansa”, 2009-11-02.   

 

Customers were the least usual of the arguments. These articles could as an example 

argue that surveys demonstrate how CSR is important to customers. Furthermore, one 

article featured in Veckans Affärer (2012) described how Nudie Jeans had made 

organizational changes to meet the demands of a more conscious consumer group.  

 

Finally, opportunities are used in clear majority over threats. Opportunities dominated 

most arguments; general benefits/threats, reputation, growth, employee and customer. 

However, the exception is moral which was equally divided between opportunities 

and threats. Many of these articles claimed that acting immorally would have negative 

affects on the corporation.  

  

4.6  Scandal  

The category scandal consists of scandal or no scandal. If the article is based on an 

organizational scandal it is coded as scandal, otherwise it is coded as no scandal. 34 

(13 %) of the articles were related to a corporate scandal. 21 of these were related to 

the TeliaSonera scandal in 2012, when the company was accused for a bribery. 

Articles with negative elements, but no obvious scandal or journalists not naming it a 

scandal, were not coded under the category. 
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4.7  Formal  organizations  

The category formal organization refers to if specific organizations are mentioned and 

dominant in the article. The list below shows the formal organizations dominated in 

five articles or more. The full list is enclosed in the appendices.  

 

• TeliaSonera (22) 

• H&M  (18) 

• Rädda Barnen (10) 

• Ericsson (06) 

• Stora Enso (06) 

 

TeliaSonera is most frequently organization to be dominant in the articles about 

corporate social responsibility. These articles were related to the TeliaSonera scandal 

in 2012 when the company was accused for bribery. The apparel company H&M was 

the second most common of formal organizations. Many of the articles about the 

company consisted of questions to H&M officials about working conditions in their 

production countries, including both negative and positive assessments. The NGO 

Rädda Barnen was the third most common dominant organization. In most cases these 

articles were about collaborations with corporations, donations or personal portraits of 

the secretary-general describing the organization’s work. Articles about the company 

Ericsson were more divers and included how they work with environmental issues, 

interviews with the CEO about how they can improve development around the world 

with their technology and questionable businesses in Iran. The pulp and paper 

manufacturer Stora Enso got caught up in a scandal involving child labor in 2013, 

which was mainly what the articles were about. In addition, different organizations 

with a major focus on CSR, charitable business or even sustainability as part of the 

core business were mentioned. An example that came up several times in both 

magazines’ were Banco Fonder, whose representatives often got to play the role of 

experts and voice their opinion on different matters on the subject of CSR.  

 

So, the extent and reasons for why some organizations were written about seem to 

vary. An article retrieved from Veckans Affärer (2010) exemplifies this, when a 
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representative from the Norwegian council of ethics discusses inclusion and exclusion 

of companies due to their ethical behavior. The quote below is attached as an example 

to illustrate how the media focus can differ from one organization to another:  

 

"Take Siemens, it is the most well-known company we have wanted to throw out and 

large amounts were written about it in the papers. However, not one word was written 

about how we also excluded the mining company Norilsk Nickel that emitted huge 

amounts of toxins in Russia, so the media focus can be somewhat unfair. "  

- Veckans Affärer, "Bolagen är livrädda för att vi ska kasta ut dem", 2010-06-23. 

  

Concluding, an observation made was that a fair majority of the articles described 

organizational operations and CSR activities overseas. Often discussing production 

and working conditions abroad or the natural environment. Seldom was CSR within 

the country mentioned. One of these cases was found in Veckans Affärer, in a 

chronicle a person urged corporations to include gender equality at the workplace as 

part of their CSR activities. 
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5.  Analysis      

5.1  CSR  as  a  managerial   trend  framed  under  media   logic     

The term “Corporate Social Responsibility” and the acronym “CSR” were barely used 

in Swedish business press before 2007. It is not to say that moral dimensions of 

corporate behavior were not covered in Swedish business press prior to 2007. 

Intriguingly the term CSR seem to have developed as a managerial trend in Sweden. 

As Buhr & Grafström (2006) argue the media attention can be seen as an indicator to 

when new management ideas get legitimized and popularized. Corporate 

representatives as well as consultants carried titles including CSR, such as “CSR 

Consultant” or “Head of CSR”, which further confirms that CSR truly has become a 

management trend.    

 

Our results demonstrate that Swedish business press let different actors express their 

views on corporate social responsibility. As numerous researchers state, business 

news practice can be seen as interplay between journalists and their sources’ 

(DiMaggio & Powell, 1983; Grafström, 2006; Grafström et al., 2015). Of all the 

actors, corporations are mainly the ones to frame and present their idea of CSR in 

Swedish business press. It follows previous studies that suggest that business 

journalists tend to rely mostly on corporations to express themselves and act as 

experts (Fredriksson, chapter 2, 2010). The willingness of corporations to express 

themselves in media can be understood by the mediatization of the corporate world 

and the increased pressure on corporations to become transparent as well as their 

various need of attention (Pallas & Strannegård, 2010). Further, building on the idea 

that strong corporations are legitimate and to a certain extent influence weaker states, 

are appointed by other states to build a global welfare. Thus, it could be argued that 

corporations are willing to adopt and present their idea of CSR (Sahlin-Andersson 

2006). However, corporations are not the only ones to express themselves about CSR, 

the results of this study suggest that there is a wide range of actors of different 

institutions that use and frame CSR with their own ideas. These actors include 

journalists, NGOs, consultants, government representatives as well as researchers. 

The findings of the study indicate that CSR as a term and concept has truly gained 

legitimacy in the Swedish society. 
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The results of dominant themes reinforce the idea of CSR as new managerial trend. 

Most often Management & Strategy and CSR Trend were the two dominating themes. 

Corporations frequently articulate how they successfully implement CSR strategies 

and several articles describe CSR as an upcoming trend that corporations must adapt 

to in order to satisfy stakeholders. CSR can therefore be seen as a managerial trend 

that is reinforced by a continuous interplay between corporations and their 

stakeholders.  

 

The arguments for implementing CSR were often vague or consisted several 

arguments. Since CSR is a wide-ranging concept without an established definition, 

vague arguments are likely to occur. In addition, moral arguments were frequently 

used. Corporate social responsibility is in the foundation a matter of moral dimensions 

and therefore we believe moral arguments to be a natural element. However, the 

moral arguments were most often connected to scandals, more specifically the scandal 

of TeliaSonera, several of them were discussions about corporations’ role in the 

society. This is in accordance with the findings of previous research, which 

demonstrates that the media tends to publish sensational journalism, articles’ 

including conflicts or scandals (Altheide & Snow, 1979). It indicates that if a scandal 

occurs, media will produce a series of articles because of the public interest in these 

kinds of articles. The sales will increase, which is preferable for the profit-driven 

corporations’ that owns media. Obviously, organizational scandals have been a 

subject for journalism before the appearance of CSR, our findings propose that CSR 

is used when discussing moral dimensions of corporate scandals.   

 

As earlier research demonstrates, our results show that mainly large national firms are 

covered in Swedish business press when considering CSR (Grafström, 2006). 

TeliaSonera, H&M, Rädda Barnen, Ericsson and Stora Enso were the five most 

covered corporations. TeliaSonera was mainly covered when they were involved in a 

bribe scandal 2012. H&M and Rädda Barnen were the second and third most covered 

organizations. In contrast to TeliaSonera, H&M was continuously covered in media 

discussing responsibility including CSR. This is in line with the study by Grafström & 

Windell (2015) were they followed five large Swedish corporations. H&M received 
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both negative and positive feedback in the articles and was under a magnifying glass 

in debate articles. While focusing most attention on a small number of corporations, 

the business press excluded information from and about other actors.   

 

What is interesting about our findings is that Dagens Industri and Veckans Affärer are 

not only intermediaries of information. They do also frame the idea of CSR through 

their own practical initiatives. Several articles from Dagens Industri including CSR 

considered their own initiative to encourage corporations to donate money to the non-

profit organization Hand-in-Hand. Similarly under the period studied, Veckans 

Affärer also introduced an annual CSR award. In that sense business press also 

contributes to the concept by promoting their own ideas on how corporations should 

work with CSR. 

 

5.2   Actors   stress   arguments   from   their    own   institutional  

logics  

As stated by Sahlin-Andersson (2006) one can wonder why certain actors are 

involved in the movement of CSR and what impact they might have. These results 

can be understood by the notion of institutional logics. Just as the media has its own 

logic, so do other institutions, which guide them to act in certain ways (Hjavard, 

2008). As previously stated, corporations are highly involved in presenting their ideas 

in Swedish business press. It could be argued that it is an adoption of a management 

idea which origins from pressure from stakeholders, as well as a need of attention and 

a willingness to be seen as social actors collaborating with the state.  

 

Journalists mainly stressed moral arguments, several of which referred to the 

TeliaSonera scandal. The results are in accordance with the statement by Jonsson & 

Edman (2014) that corporate crises often are followed by moralization. Several 

chronicles and debate articles were published after the scandal, using the term CSR 

when criticizing TeliaSonera for their immoral behavior, but also discussing ethical 

dimensions and the corporations’ role in society. Since the bribe scandal was related 

to business in Uzbekistan, the matters of this case were rather global than national. 
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Further, NGOs’ often emphasized moral arguments, mostly within the theme 

philanthropy, and these arguments were stressed as opportunities. The arguments 

were often directed at corporations, reminding them of the social responsibilities they 

are expected to assume. In addition, several of these articles included NGOs emphasis 

on the collaboration between NGOs’ and corporations’. Furthermore, there were 

articles that included donation initiatives, as previously stated, cooperation between 

Hand-and-Hand and Dagens Industri was promoted in Dagens Industri. It could 

imply that there is a growing trend of cooperation between Swedish NGOs’ and 

corporations. Still, there are NGOs’ such as Greenpeace, who scrutinized corporations 

in their debate article.  

 

Further, consultants argued that CSR is way for corporations to strengthen their brand 

and improve business, since the interest of CSR is growing among stakeholders. One 

should keep in mind that consultants often have an ambition to sell services and we 

would argue that it is therefore likely that they maintain solid arguments for why 

corporations should incorporate CSR as a management concept. Government 

representatives were often involved in political discussions concerning regulations, 

which appears reasonable since these are areas were they can contribute to the 

concept of CSR. Moreover, a number of articles contained statements on how Sweden 

can influence and cooperate with China when it comes to CSR. It could be perceived 

as a way for Sweden to influence China’s approach to CSR. Researchers as a rather 

rarely occurring group often expressed themselves regarding their research.     

 

5.3   Differences   between   countries   might   be   understood   by  

institutional  environments  

In comparison to the study by Grafström & Windell (2011) on CSR in English 

business press, we found some differences. In their study articles including CSR 

increased in 2001 and 2002, while in our study articles including CSR barely existed 

in Swedish business journalism at that time. However, the number of articles 

including CSR increased in 2007. As previously stated, it is not to say that moral 

issues of corporate behavior did not appear in Swedish business press before, but 

rather using other terms and expressions in Swedish. CSR can be seen as a term used 
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in a Swedish context for a new managerial trend, rather than a new idea of discussing 

moral corporate behavior. In a globalized world organizations tend to become more 

isomorphic to use the theory of DiMaggio and Powell (1983). Management ideas that 

origins from USA and England are likely to be spread to organizations and media in 

countries such as Sweden, since the ideas have gained legitimacy. Especially when 

cross-national organizations such as UN and OECD adopt the idea of CSR.   

 

However, our study indicates that there are differences between the dominant 

arguments and themes in English business press in comparison to Swedish business 

press. We are aware of that factors such as the different time-spans studied can 

influences the results, though the differences between the studies might be understood 

by differences in the institutional environments. Matten & Moon (2008) study helps 

us to understand how CSR practices and ideas can differ between countries. They 

state that CSR as a management concept has it origins in United States and that this 

management idea has been spread to Europe. It is verified by Buhr & Grafström 

(2006) who state that articles in English business press from the early 1990s described 

CSR as an idea inspired from American corporations and business schools. Further 

Matten & Moon (2008) use the terms explicit CSR and implicit CSR, which are 

useful for us to understand our results compared to the Grafström & Windell (2011) 

study. As described by Matten & Moon (2008) explicit CSR refers to an open way to 

articulate responsibility and to be involved in voluntary programs as a part of the 

responsibility strategy. Implicit CSR is not voluntary since it occurs as codified 

norms, rules and laws. Matten & Moon (2008) argues that USA firms are more 

explicit and European firms are more implicit, although European corporations are 

becoming more explicit.  

 

Our findings indicate that it is not as common to write about CSR within a 

philanthropic theme, in relation to English business press. It could be influenced by 

England adopting a more American view on CSR, where voluntary programs and 

donations by corporations is a common feature. Additionally, it can be related to 

Brammer & Pavelin (2005) who states that charitable donations made by U.K. 

corporations have increased dramatically in recent years. 
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As Matten & Moon (2008) and Maria Gjølberg (2009) states we believe that the 

institutional environment influence CSR practices and ideas. Maria Gjølberg (2009) 

argues that the Nordic countries are more implicit when it comes to CSR compared to 

England, as a result of the institutional environments. Nordic countries have a history 

of political, economic and social institutions that attempt to secure responsible 

corporate actions by regulations (Maria Gjølberg, 2009). We believe that since 

Sweden has a history of strong labor unions and political regulations that guide 

corporations to behave in what many in Sweden believe is a responsible corporate 

behavior. 

 

However, Swedish corporations are becoming more globalized and as our result 

demonstrates, CSR issues in Swedish press very often concerns how Swedish 

corporations behave in a global context, not in Sweden. As Gjølberg (2009) states 

multinational corporations has more pressure to promote explicit CSR since they 

operate in several institutional environments, not only their home country. 

Corporations covered in Swedish business press in terms of CSR are most often 

global companies such as H&M. Almost every article on H&M concerned the 

working conditions in their production countries. The increased pressure from 

stakeholders on corporations to communicate their responsible initiatives as well as 

guidelines from cross-national organizations such as OECD, might influence how 

these corporations adopt CSR as a management idea.  

 

Moreover, a significant difference between our study and the study by Grafström & 

Windell (2011) is that the articles in English business press only consisted a few 

moral arguments, while moral arguments were the second most common argument in 

Swedish business press. We should be careful to draw to extensive conclusions of 

these results, since several of the articles in Swedish business press consisting moral 

arguments were connected to one major incident, the scandal of TeliaSonera. There 

are also similarities between this study and the study by Grafström & Windell (2011). 

CSR was mainly promoted as an opportunity, a device that corporations can gain 

from by implementing in their management strategies, and not as a threat that 

corporations are at risk if not incorporating CSR. In both studies there were several 

different actors that were able to express themselves about CSR, and the most 
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dominated actors was corporations. English business press and Swedish seem to 

similarly follow the media logic were production of articles is interplay between 

journalists and their sources.  

 

In order to summarize the analysis, we use the three ways Sahlin-Andersson (2006) 

portrayed the CSR trend; “as a regulatory framework that stresses new demands on 

corporations, as a mobilization of corporate actors to contribute as a state 

development aid or as a management trend.” We argue that CSR is mainly framed as 

a management trend in Swedish business press. However, as stated earlier, several 

articles and actors discuss CSR through a regulatory framework perspective, mainly 

self- or soft-regulatory initiatives like the UN and OECD. Concluding, some articles 

stress CSR as way for a mobilization of actors to assist state development aid. 

However, as indicated by our study, the focus of the Swedish business press lies on 

the global role of corporations and the impact on these countries, not on the Swedish 

society. This might be explained by the institutional environment in Sweden, where 

the unions and state are expected to regulate corporate behavior and responsibility, 

rather than depending on optional CSR initiatives by corporations.  
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6.  Concluding  discussion    

 

The purpose of this study was to gain a deeper understanding on how CSR has been 

framed and defined in Swedish business press during 2005-2014. Firstly, we can draw 

the conclusion that Swedish business press is an important actor in contributing to the 

term CSR with value and meaning. The increasing amount of articles including CSR 

links the term to certain activities, practices and ideas of CSR, and why corporations 

should consider CSR. More specifically, the result from our study indicates that CSR 

is mainly presented as a new management idea in Swedish business press although 

different actors have vested interest in constructing CSR. In comparison to the article 

by Grafström & Windell (2011) we can also draw the conclusions that the 

institutional environment possibly influences how media frame and present the idea of 

CSR. 

 

CSR	  as	  a	  new	  managerial	  trend	  constructed	  under	  the	  logic	  of	  business	  press	  	  

The corporation’s role in society has been of discussion long before the term CSR 

was used in a Swedish context. Our findings indicate that the term CSR is 

predominantly used as a new management idea in Swedish business press. Concerns 

regarding the corporations’ role in society and discussions about regulations are less 

common. The majority of articles focus on how the corporations’ employ CSR and 

contained viewpoints from corporations as well as CSR consultants. The results 

follow the logic, under which business press operates. Often the articles emphasized 

large national corporations that operate in a global context. Corporations are the most 

common actor to function as an expert or interview object, scandals were presented as 

newsworthy and moralization followed. In the sense of moralization, business press 

can be seen as a scrutinizer of corporate behavior as well as constructor of CSR as a 

management idea. 

  

Actors	  have	  vested	  interests	  in	  constructing	  CSR	  

The creation of business news can be viewed as interplay between media and their 

sources. Results from this study indicate that different actors have vested interest in 
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constructing CSR. Since CSR is a wide-ranging concept without a set definition, 

different actors can frame, define and present their own ideas on CSR. This confirms 

the notion that CSR is a term under constant shaping and reshaping. The actors given 

most space and opportunity to express themselves about CSR in media are the ones 

with the highest potential to influence the audience. For that reason, journalists have 

an essential role as an intermediary of information between different institutions and 

individuals in society.  

 

Institutional	  environments	  influence	  how	  CSR	  is	  constructed	  

Further, the result from this study suggests that different institutional environments 

might influence the theoretical and practical meaning of CSR. News media 

production is influenced by the institutional context under which it operates. Since 

there is no global well-established definition of CSR, there is room for a national 

alteration of the concept. However, CSR is a term originated from The United States 

and the meaning of the term in The United States has likely a substantial impact on 

how other countries adopt the idea. Additionally, global initiatives and guidelines by 

establishments such as the UN and OECD are of importance when examining how 

actors interpret the concept since they endeavor cross-national shared norms. 

Concluding, the national institutional environments; economic, political, and social 

institutions as well as cultural norms are of powerful impact in the shaping and 

creating of meaning of CSR.  

 

Theoretical	  and	  practical	  implications	  	  

Firstly, it is important to emphasize that we are reverential about the theoretical 

implications of this thesis. The study confirms previous research on how media 

produce and distribute material. The findings indicate that the subject of CSR follow 

the logic of media, in this case former research on business journalism. In accordance 

to former research it the study confirms the idea of CSR as multifaceted term with 

many different approaches, involving many different institutions and actors. Although 

our results suggest that CSR is mainly framed as a management idea in Swedish 

business press, it likewise highlights the insight of using the theory of institutional 
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environments to understand how concepts and ideas are spread. 

Secondly, the results suggest some practical implications for corporations. Since the 

increase of mediatization of the business world during the last decades as well as the 

growing demand for transparency, it is important for organizations to understand the 

logic of media and the relationship between media and corporations. Alongside the 

increasing interest and use of the term CSR, it is important for corporations to gain 

knowledge about how different stakeholder interpret and perceive CSR and how 

media frame and present the concept. The implications of this study could help 

corporations, as well as other organizations, to gain a greater understanding and to 

discuss if and how they can be more responsible. Further, it gives insights in how 

different institutional environments might interpret CSR, which is of matter when 

discussing cross-national guidelines and frameworks.    

 

Limitations	  

This study, as most studies, includes limitations in the generalizability of the results. 

Although a reliability test was performed, a quantitative content analysis can still 

contain subjectivity errors. This study is also limited to two business newspapers and 

shall not be generalized to newspapers in general. Furthermore, the study is limited to 

a certain timeframe that differs to the study by Grafström & Windell (2011), which 

this study is compared with. Moreover, it is important to recognize the fact that we 

have focused on only two search terms, corporate social responsibility and CSR, 

which are derived from an Anglo-Saxon context. In a Swedish context there are 

several others terms and expressions, under which ethical and moral dimensions of 

corporate behavior is discussed. While keeping the limitations in mind, there is a need 

of further research on the subject.   

 

Further	  research	  	  

First and foremost, this paper only studied how CSR is framed and presented in 

traditional media. However, during the last decade the media landscape has rapidly 

changed. Everyone has a chance to express their views through blogs and social 
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media such as Facebook and Twitter. There are also greater opportunities to measure 

which articles in traditional media that receive most attention through views, 

comments, shares and likes on social medias etcetera. We suggest that further 

research focus on the digital media landscape. For example it is possible to measure 

which articles about CSR that receive most views, comments, shares and likes. 

Results will indicate which articles about CSR that receive most public attention and 

consequently influence how people perceive CSR. Another interesting topic is to 

concentrate on blogs and see how CSR is framed and presented in these.  

Second, we suggest further research to focus on differences and similarities of CSR 

practices and ideas between different institutional environments. This study was 

compared to the study by Grafström & Windell (2011) of English business press. Our 

suggestion is to compare business press between two countries and under the same 

years, within one study.  

A third and final suggestion is to do a comparison analysis of how CSR is framed and 

defined in business compared to other types of texts. For instance, political documents 

and NGO reports, or even general newspapers. With the aim to more thoroughly 

examine how NGO’s or political actors present CSR in their own texts, in their own 

arena. We attempted a more general viewpoint, looking at different actors, but it 

might be insightful to go deeper into one, since our sample was somewhat limited for 

certain actors. There might be differences in how CSR are constructed and if it is 

connected to business cases or broader discussions of corporations’ role in the society. 

In addition, a Swedish context is possible to extend the search terms to include 

Swedish words such as “företagsansvar” and not simply “corporate social 

responsibility” and “CSR”. It will expand the possibility to closer understand the 

discussion of ethical and moral dimensions in Swedish press and not only articles 

including CSR.  
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8.  Appendices  

8.1  Categories  

Arguments     

	  
General	  threats	  	  

&	  benefits	  

	  

 
Arguments are put forward including benefits and threats of 
incorporating CSR practices. Can be somewhat vague in which 
specific ways corporations can benefit from CSR. Additionally, 
sometimes several threats or benefits are listed, and it is 
unclear which the major argument is. 

	  
Growth	  

	  

 
CSR is sometimes presented as an instrument that can 
influence the corporations’ economic growth, e.g. increased 
profit, strengthen competitiveness, stock value or have an 
impact on market shares. 

	  
Reputation	  

	  

 
CSR is occasionally described as a strategy to enhance 
corporate credibility, prevent reputational damages and 
sometimes even presented as a ‘‘risk reduction strategy’’. 

	  
Employees	  

	  

 
Sometimes CSR is argued for as way for corporations to 
strengthen their relationship with employees. The concept can 
be used as a recruitment strategy and employer branding. 

	  
Customers	  

	  

 
Arguments for CSR as a way for corporations to strengthen 
their relationship to customers. Increased interest for ethical 
behavior among consumer groups shows that CSR practices 
matter to clients. 

	  
Moral	  

	  

 
Occasionally the term CSR is out forward in ethical and moral 
discussions. 
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Themes     

	  
Corporate	  philanthropy	  

	  

 
The theme is defined as individual, separate activities 
about local community projects by specific 
organizations, or a donation to a program or project.  

	  
Regulation	  

	  

 
CSR is discussed in terms of forced regulations, soft 
regulations as well as self-regulation. The reporting 
often includes standards, directives and guidelines. 

	  
Human	  Resources	  

	  

 
The theme is discussed in terms of employer branding 
and how corporations can attract or discourage 
employees through their CSR activities.  

	  
Politics	  

	  

 
Politicians often promote CSR as a central issue that 
corporations should adopt, or they criticize companies 
for not behaving in a responsible way. Additionally, 
individuals who make political statements are included. 

	  
Management	  &	  strategy	  

	  

 
The theme includes how top management should direct 
among different and sometimes contradicting demands 
to be responsible. Moreover, how CSR activities are 
becoming a part of business strategy. 

	  
The	  CSR	  trend	  

	  

 
Often CSR is described as a new idea or trend. The 
theme involves reporting on its content, meaning and 
diffusion around the globe. In addition, sometimes 
actors use the concept as a “trend-word”. 

	  
Whitewash	  

	  

 
The theme refers to when corporations are criticized for 
using CSR simply as ‘‘cosmetics’’ or just as a PR 
strategy to boost the brand and reputation. 
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Actors    

	  
Corporation	  

 
Corporate representatives are given the opportunity to express 
their views on CSR. 
 

	  
Journalist	  

	  

 
Journalists are able to present their own views and 
perspectives on CSR, usually in editorials and chronicles. 

	  
NGO	  

	  

 
Identified as an important driver and agenda-setter for CSR, 
NGOs are given space in the press to discuss the concept.  

	  
Government	  

	  

 
When a representative of the government or administrative 
authorities express thoughts on CSR through rules, 
regulations or guidelines. 

	  
Researcher	  

	  

 
A researcher representing his or her research. 

	  
Consultant	  

	  

 
Consultants play a more active role as writers of news items, 
chronicles and comments. Often consultants stress the 
importance of CSR as a business case. 
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8.2  Example  from  articles  

Arguments  

	  

1.	  General	  benefits	  and	  threats	  

Several benefits with CSR practices are listed (Veckans Affärer, “Det kärleksfulla 

kapitalet”, 2008-02-27). Arguments are made for both the benefits and threats of CSR 

practices if corporations do not treat it seriously (Veckans Affärer, "De unga ser de 

globala sambanden", 2008-06-11). Numerous benefits with CSR are pointed out 

(Veckans Affärer, “Hallå där..., 2010-08-19). CSR is described as a competitive 

weapon without specifying it further (Dagens Industri, “Sabuni ny chef på ÅF - 

Exministern tar plats i koncernledningen”, 2013-09-11). 

 

2.	  Growth	  	  

An example of an increase in stock value due to CSR activities (Dagens Industri, 

“Miljöarbete ger högre börsvärde”, 2007-11-20). Arguments are made about CSR 

being financially beneficial (Veckans Affärer, "Beteenden från nätet förskjuter 

makten", 2008-06-11).  Growth and goodness goes hand in hand (Dagens Industri, 

“Vinster och godhet går hand i hand”, 2008-06-17). Arguments that it is economically 

profitable to be sustainable (Dagens Industri, “Bästa tipsen för lönsamt ansvar”, 2009-

09-18). 

 

3.	  Reputation	  

Issues when trust is damaged (Dagens Industri, “Svenska företag har förtroende att 

vårda”, 2007-02-24). Discussing green-washing vs. green-muting (Veckans Affärer, 

“Varning för greenwashing i klimatdebatten”, 2008- 05- 07). CSR increases a good 

reputation (Dagens Industri, “God affär visa ansvar”, 2008-09-03). A researcher 

claims that a lot of CSR work is just window dressing by the corporation (Veckans 

Affärer, "Miljöbovarna skriker mest", 2010-05-27). The article is about whitewashing 

by the Swedish government as a political strategy, since it is important to be seen as 

environmental friendly and legitimate (Veckans Affärer, “När konsulterna tar över”, 

2011-09-22). 
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4.	  Employee	  

Attracting employees through CSR (Veckans Affärer,” NOMINERAD H&M Ingrid 

Schullström Chef för miljö och socialt ansvar”, 2007-06-20). CSR is a competitive 

tool when attracting young employees (Dagens Industri, “Barnarbete kan vara okej”, 

2008-03-07). Volunteer projects is a way to attract new employees (Dagens Industri, 

“Två dagar per år hos Trygg-Hansa”, 2009-11-02) 

 

5.	  Customers	  

How corporations strengthens relationships to customers through CSR (Dagens 

Industri, “Bomull färgad i kaffe ger eko i klädhyllan”, 2007-03-09). The power of the 

consumer, affecting the corporations CSR work (Veckans Affärer, “Kunderna ställer 

allt högre krav”, 2009-08-27). A consumer survey shows the importance of CSR 

(Dagens Industri, “Tjäna på att berätta om etik och moral”, 2010-11-18) 

 

6.	  Moral	  

Moral arguments are made to get corporations to donate money for children’s rights 

(Veckans Affärer,” Hallå där… Charlotte Petri Gornitzka, generalsekreterare i Rädda 

Barnen”, 2006-09-06). Pleading to the consumer to boycott corporations that aren’t 

ethically responsible (Veckans Affärer, ”Ansvaret är allas”, 2007-06-20). 

Corporations can contribute to the development of society and children’s’ rights 

(Dagens Industri, “Rädda Barnen hoppas på företagshjälp i Kina”, 2008-02-12). 

Corporations should engage in society (Dagens Industri, “Arbetslöshet slår hårdast 

mot unga”, 2009-01-17) Corporations have to stand up for their business in a moral 

dimension (Dagens Industri, “Sms är inte csr”, 2012-11-02). 
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Themes  

	  

1.	  Corporate	  Philanthropy	  

The importance of taking care of the environment (Veckans Affärer, “Profil 

Överlevaren”, 2008-01-29). An article about voluntary work and corporations 

(Veckans Affärer, "Får oss att arbeta ideellt", 2009-06-17). Volunteer work as a part 

of the job (Dagens Industri, “Volontärarbete ger lyft åt jobbet”, 2009-11-02) The 

founder of a company is getting involved with charity outside the business (Veckans 

Affärer, "NU SKA HAN BÖRJA GÅ PÅ VATTNET”, 2013-11-07). 

 

2.	  Regulation	  	  

A clear example of soft regulation (Dagens Industri, “5 Frågor till...”, 2007-08-09). A 

discussion on CSR reporting and standards (Veckans Affärer, "Hållbarhetsfällan", 

2008-06-11). Article about how Swedes are doing in CSR-indexes (Dagens Industri, 

“Svenska rapporter i strykklass”, 2009-02-10). A lobby organization proposes the 

EU-commission to implement regulations for corporations to report on CSR (Dagens 

Industri, “Kräver tuffare redovisning av börsbolagens miljöarbete”, 2009-04-21). A 

consultant argues that CSR should not be regulated, rather grow slowly but surely 

(Veckans Affärer, "Därför sitter bolagsledningarna kvar", 2009-06-17). The article 

examines ways to regulate and govern CSR practices (Veckans Affärer, "Svenska 

investerare på efterkälken", 2010-06-23). 

 

3.	  Human	  Resources	  

The author of the article argues that people with disabilities have competences 

(Dagens Industri, “Öppna ögonen för de handikappades kompetens”, 2009-12-03) 

	  

4.	  Politics	  

In a political forum, a debate is held about the ethics and responsibility of CSR 

practices (Veckans Affärer, "Goda affärer är bra affärer", 2008-08-13). The article is 

about whitewashing as a political strategy, by the Swedish government (Veckans 

Affärer, “När konsulterna tar över”, 2011-09-22). Political statements about the 
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Swedish gambling monopoly and that other organizations also can be responsible 

(Dagens Industri, “Så borde nystarten för spelpolitiken se ut”, 2013-08-28)  

 

5.	  Management	  &	  Strategy	  

Arguments are made about the positive effects of implementing CSR in the corporate 

strategy (Veckans Affärer, "Beteenden från nätet förskjuter makten", 2008-06-11). An 

interview with the head of CSR at H&M about the company’s CSR initiatives 

(Veckans Affärer, "En tuff match framför sig", 2011-09-08). An interview with 

Ericssons executive vice president and manager of environmental issues about 

Ericsson environmental strategies (Dagens Industri, “Ericsson tar sikte på höga 

miljömål”, 2009-05-14)  

 

6.	  CSR	  Trend	  

An update of CSR in Sweden vs. in China (Dagens Industri, “Kinas regering sneglar 

på den svenska modellen”, 2007-12-27). A description of the current debate on CSR 

(Veckans Affärer, “VÄRLDEN ÄR DET NYA BRUKET”, 2007-06-20). Discussing 

a possible introduction of an ethical stock market in London (Veckans Affärer, 

“ETIKBÖRS PÅ VÄG TILL LONDON”, 2008-06-11). Systembolaget support the 

increasing trend of CSR (Dagens Industri, “Systemets nya chef vill jobba för det 

goda”, 2009-02-20) The CSR trend is here to stay (Dagens Industri, “Framtiden 

tillhör företagens moraltanter”, 2013-09-18) 

	  

7.	  Whitewash	  

Critical towards CSR reporting (Dagens Industri, “Vattenfall ljuger om "koldioxidfri" 

kolkraft”, 2006-09-30). A CEO shares thoughts on CSR being nothing more than a 

catchy word (Veckans Affärer, “Tjuvlyssnat på Operabaren”, 2008-02-20). 

Corporations are criticized for simply using CSR for marketing of specific products 

(Dagen Industri, “Studenter svartlistar företag - Synen på hållbarhet granskas av 

reklamskolan Berghs elever”, 2010-04-13). A CSR researcher makes the claim that a 

lot of CSR activities are just for show (Veckans Affärer, "Miljöbovarna skriker mest", 

2010-05-27). Acer is criticized for not following their CSR guidelines (Dagens 

Industri, “Är ett företags värderingar bara ett spel för gallerierna?”, 2011-01-14). The 

journalist mentions gender equality as a CSR issue that corporations claim to work 
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on, but are just empty words (Veckans Affärer, "Välviljan som kväver", 2011-09-08). 

A consulting company claims that CSR is nothing but white/green-washing (Veckans 

Affärer, “Slutlurat”, 2013-05-16). 

 

Opportunities	  or	  Threats	  

Several opportunities of implementing CSR are listed (Dagens Industri, “Självklart 

har företag ett socialt ansvar”, 2007-09-08). Arguments are put forward stating the 

threats of not implementing CSR (Dagens Industri, ”Reinfeldt öppnar näringslivets 

toppmöte i Kina”, 2008-04-14).  
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Actors  

 

1.	  Corporation	  

Interest groups for the business world (Dagens industri, ”Öppna ögonen, Maria 

Wetterstrand”, 2011-09-13). The whole article is a report on the TeliaSonera scandal 

(Veckans Affärer, “SVERIGES MEST PRESSADE BOLAG”, 2012-10-25). CSR 

Sweden, a corporation network (Dagens Industri, ”De vill läxa upp företagen - CSR 

Sweden startar utbildning i mänskliga rättigheter”, 2013-01-10). 

 

2.	  Journalist	  

Authors (Dagens Industri, ”Miljövinster tar plats på kartan”, 2012-08-22). Journalists 

drawing conclusions from their own study (Veckans Affärer, “SVENSKA STOR-

BOLAG SÄGER JA TILL DIKTATURER”, 2012-10-05). 

 

3.	  NGO	  

Federation of labor unions (Dagens Industri, ” Bättre villkor för sjömän kostar bara ett 

par ören”, 2011-09-23). Think tank Sektor 3 (Dagens Industri, ”Ge företag en chans 

att göra social nytta”, 2012-12-29). 

 

5.	  Consultant	  

A short summary of a report examining CSR, by McKinsey (Veckans Affärer, 

“Slutlurat”, 2013-05-16). 

 

6.Government	  

The article is about a trip to Ghana and Angola by the Swedish minister of industry 

and trade (Dagens Industri, ”Näringsministern till Afrika”, 2013- 10-31). 

 

7.	  Researcher	  

In a doctoral dissertation at a Swedish university (KTH), Reimo Juks presents his   

research on CSR (Veckans Affärer, “Miljöbovarna skriker mest”, 2010-05-27). 
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Other  

	  

Scandal	  

TeliaSonera is excluded from the Sustainability World Index (Dagens Industri, 

”TeliaSonera petas från ansvarslista”, 2008-09-29). A lot of critique against Acer for 

using whitewash (Dagens Industri, ”Är ett företags värderingar bara ett spel för 

gallerierna?”, 2011-01-14). Telia Sonera in a bribe scandal (Dagens Industri, ”Ordkrig 

om Telias affär i Uzbekistan”, 2012-09-21). Increasing CSR activities as a result of 

scandals (Dagens Industri, "Skandaler blev en väckarklocka" - Skanskas etikgeneral 

vill sprida goda exempel”, 2012-10-23). 

 

Organization	  

Swedbank has established a new CSR award (Dagens Industri, ”Swedbank prisar 

hållbara företag”, 2010-03-09). 
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8.3  Questionable  Articles  

 

2006-10-14 

 

Dagens Industri, ”Landskrona är faktiskt också bankernas 

fel” 

Theme: Politics 

Argument: Moral 

 

An article by Tommy Jonasson, graduate economist and 

former property manager. The article is coded as corporation 

even though he doesn’t represent any corporation at the time 

he published the article. 

 

 

2007-02-24 

 

Dagens Industri, “Svenska företag har förtroende att vårda” 

Theme: Management & Strategy 

Argument: Reputation 

 

The theme is a somewhat vague. CSR as a trend is 

mentioned at first, but then threats that come with a damaged 

reputation and how it affects the trust of the public. 

  

 

2007-09-24 

 

 

Dagens Industri, “Han lär företag tjäna på socialt ansvar” 

Theme: Management & Strategy/CSR Trend 

Argument: Threats/ benefits in general. 

 

Unclear if the major arguments of the article refer to a 

Management Strategy or the CSR trend. 
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2007-05-15 

 

Veckans Affärer, “Varning för mjuka frågor” 

Theme: Management & Strategy 

Argument: General threats/benefits 

 

Some articles both mentions the opportunities of using CSR 

as well as the threats if they don’t.  

 

 

2011-09-22 

 

Veckans Affärer, “När konsulterna tar över” 

Theme: Politics & Whitewash 

Argument: Reputation 

 

The article has two themes, whitewashing as a political 

strategy. 

 

 

2012-06-14 

 

Veckans Affärer, ”Näringslivet skippar Rio” 

Theme: General threats and benefits 

Argument: Politics, Regulation 

 

Both political and regulatory claims are being made. 

Both government representatives and corporate 

representatives are quoted in this article. 

 

2013-01-17 

 

Veckans Affärer, ”Näringslivet skippar Rio” 

Theme: CSR Trend 

Argument: General Benefits 

 

Difficult to categorize this article into a theme, but we 

believe that they use it as a trend-word. 
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2014-04-28 

 

Dagens Industri, ”Konsumenter kräver äkta engagemang – 

TRENDER” 

Theme: Management & Strategy 

Argument: Reputation 

 

The article says that CSR strengthens the brand but also that 

corporations that are responsible earn more money. We choose 

to code it as reputation since that main argument, but stronger 

brand leads to economic benefits.  
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8.4  List   of  formal  organizations  

 

  

Formal  Organizations  

 
Telia Sonera 22 
H&M 18 
Rädda barnen 10 
Ericsson 6 
Stora Enso 6 
Hand in Hand 3 
Kinnevik 3 
Vattenfall 3 
IKEA 2 
OECD 2 
Proventus 2 
Qliktech 2 
Scania 2 
Skatteverket 2 
SOS Barnbyar 2 
SPP Storebrand 2 
Swedwatch 2 
Systembolaget 2 
Volontärbyrån 2 
ÅF 2 
Accenture 1 
Acer 1 
Allwin 1 
AX Johansson 1 
Bergs skola 1 
Body Shop 1 
Choice Hotels 1 
City Gross 1 
Clas Ohlsson 1 
Cornerstone Capital 1 
Csripraktiken.se  1 
Cybercom 1 
Diageo 1 
Electrolux 1 
Etikkrådet Norge 1 
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Folksam 1 
Färgfabriken Sthlm 1 
Grameen Bank 1 
Grant Thornton  1 
Hallvarsson & Halvarsson 1 
Huawei 1 
ICA 1 
ICGN 1 
Intrum Justitia 1 
Klättermusen 1 
Kollegiet för svensk bolagsstyrning 1 
KPA Pension 1 
Lundin Petroleum 1 
Majblomman 1 
Max 1 
McDonalds 1 
McKinsey 1 
Nordea 1 
Nudie Jeans 1 
Oriflame 1 
Respect Europé konsultfirma 1 
Rockefeller Foundation 1 
Rusta 1 
Ruter Dam 1 
SAAB 1 
Sektor 3 1 
SKF 1 
Spotify 1 
Stadium 1 
Svensk Handel Stil 1 
Sveriges Finansanalytikers Förening 1 
Swedbank 1 
Tata Steel  1 
Telgegruppen 1 
Tikspac 1 
Trygg Hansa 1 
Unicef 1 
Volvo 1 
Åhlens 1 
Öhrlings Pricewaterhouse Coopers 1 

 

 


