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Abstract 

This report discusses the subject of corporate social responsibility (CSR) and CSR 

communication at Stadium. The study’s purpose is to study the role of sustainability in 

corporate social responsibility. This is executed through studying how Stadium chooses to 

communicate their sustainability practices externally. Furthermore, the report studies if and 

how Stadium’s CSR message reaches student consumers, and how it affects their opinions 

and consumer behavior. The gathered material is analyzed through the concept of CSR, 

reputation management and stakeholder theory. Our result shows that Stadium utilizes CSR as 

a business strategy, wants to contribute to a better society as well as gaining a more positive 

reputation. Stadium communicate the same sustainability information through the same 

communication channels to all stakeholders.  

 

We found that the student consumers are not reached by Stadium’s sustainability 

communication, and this is a contributing factor to why their opinions and consumer behavior 

at Stadium is unaffected. However, differences of opinion about whether sustainability 

practices affect the students’ view of Stadium arose - some would be affected by more 

sustainability information and for some it is rather a matter of price when making a purchase. 

The students believe that they would be better reached by Stadium’s sustainability message if 

it was communicated in stores. The report shows that sustainability is important for student 

consumers and also that inadequate communication decreases their opportunity to shop 

sustainably. It is less likely that a company’s reputation is affected in a positive way if 

sustainability is not adequately communicated.  

 

Key words: CSR, Reputation management, Stakeholder theory, Stadium 
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Sammanfattning 

Uppsatsen behandlar företags sociala ansvar (CSR) och CSR-kommunikation på Stadium. 

Studiens syfte är att undersöka vilken roll hållbarhet har inom CSR. Detta görs genom att 

undersöka hur Stadium väljer att kommunicera sitt CSR-arbete externt, med fokus på 

hållbarhetsaspekten. Vidare undersöker studien huruvida Stadiums budskap når 

konsumentgruppen studenter och hur det i så fall påverkar konsumenternas åsikter och 

köpbeteende. Syftet uppnås genom att besvara tre frågeställningar med hjälp av intervjuer 

med representanter från Stadium samt student-fokusgupper. Det insamlade materialet från 

intervjuer och fokusgrupper analyseras utifrån CSR-konceptet, reputation management och 

stakeholder theory. Resultatet av undersökningen påvisar att Stadium vill bidra till ett bättre 

samhälle samt använder CSR som företagsstrategi, och vill att CSR-arbetet skall påverka sitt 

anseende positivt. Stadium kommunicerar samma hållbarhetinformation genom samma 

kommunikationskanaler till alla Stadiums intressenter (ex. genom hemsidan). 

 

Vidare framkom att studentkonsumenterna inte nås av Stadiums hållbarhetskommunikation, 

och att detta är en bidragande faktor till varför deras åsikter och köpbeteende på Stadium inte 

påverkas. Dock framkommer delade meningar huruvida studenternas syn på Stadium och 

beteende påverkas av hållbarhetsarbete - vissa skulle påverkas genom att få mer information 

och för vissa är det en prisfråga huruvida man handlar hållbart eller ej. Studenterna anser att 

de skulle nås bättre om hållbarhetsarbetet kommunicerades ut i butiksmiljön. Avslutningsvis 

visar studien på att hållbarhet är viktigt för studentkonsumenterna men att bristande 

kommunikation minskar deras möjlighet att handla hållbart. Det är mindre troligt att ett 

företags anseende påverkas positivt om hållbarhet inte kommuniceras tillräckligt.  

 

Nyckelord: CSR, Reputation management, Stakeholder theory, Stadium 
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1. Introduction 
Corporate social responsibility (CSR) and CSR communication have become two increasingly 

important aspects of global organizational life in recent years (Coombs & Holladay, 2010, p 

261; Tench & Yeomans, 2014, p 47). High quality products and services are no longer enough 

for companies - they need to take active interest in their stakeholders’ interests and demands. 

Working with social responsibility, which can involve everything from working conditions 

and sustainability, has become one way of dealing with these new market conditions.  

 

The importance of sustainability is not only essential in business life but in society as a whole. 

During the recent climate conference in Paris in December 2015, the leaders of the world’s 

countries agreed on that human’s effects on the climate must be limited and decrease from 

today’s extent (Pressmeddelande: Klimatavtal klubbat i Paris, The Swedish Government 

Office’s official web page). In order to reach the new climate goal of only allowing the global 

temperature to increase by 1.5 degrees Celsius, countries, companies as well as individuals 

must adjust their production and consumer behavior. Social responsibilities practices and 

communication will hence become even more important features of both business life and 

consumption hereinafter.  

 

Even though social responsibility among corporations and other organizations has been 

spoken of since the 1950’s, it was not until the late 20th century that it became a norm for 

companies to start to work with corporate social responsibility. Because of the increased 

practices of CSR, corporate communication has been forced to change. While earlier 

dominated by marketing and branding, corporate communication now needs to integrate CSR 

in their practices. In 2010, almost 2000 communications practitioners from 34 European 

countries claimed that non-financial communication (including sustainability communication) 

would become the most important aspect of corporate communication by 2012 (Helm et al. 

2011, p 17).  

 

Moreover, the general motivations for engaging in social responsibility vary from company to 

company. Some corporations practice CSR only in order to boost their reputation among their 

customers, gain more customers and therefore gain more financially. Other organizations 

have a genuine interest of contributing to society (Paetzold, 2010, p 8-9). Regardless of the 

motivation behind working with corporate social responsibility, the fact remains that CSR 
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practice can contribute to a larger economical cost for the practicing company. In one way or 

another, the practicing company must earn back some of that cost so that their stakeholders 

will not be affected by diminishing returns. This is often helped by increased sales due to a 

more positive reputation (an effect of CSR engagements).  

 

1.1 Research problem 

How to communicate CSR is a big issue. If stakeholders are not informed of an 

organization's’ CSR practices, the organization’s reputation is not likely to change. 

Consequently, too little communication may result in customers being unaware of the CSR 

work and thus not affect sales in a positive way. Too much communication can also give 

negative effects as customers can become skeptical of the organization’s intentions (Ihlen et 

al. 2011, p 10-11, 27). For example, the stakeholders could perceive that the reason for the 

organization presenting much information on CSR aspects is to switch focus from negative 

aspects of its business practices. For this reason, it is vital for companies to communicate their 

CSR work efficiently and in just the right amount to different stakeholder groups.  

 

Moreover, the subject of CSR and CSR communication is much debated within the academic 

world, and discussions of how CSR should be defined and practiced are ongoing (among 

others Coombs & Holladay, 2010: Vidaver-Cohen & Brønn, 2013). All the same, despite the 

discussions in the academic world, CSR is an important aspect of business life (Corporate 

Social Responsibility, The European Commission). In addition to the many things that 

researchers disagree about concerning corporate social responsibility, is a disagreement in the 

academic world of how to communicate it efficiently (Ihlen et al. 2011, p 11). Furthermore, 

the consequences of failing to communicate efficiently have not thoroughly been studied. In 

general, there has been fairly little research on the subject, despite the importance of corporate 

social responsibility practice and communication. 

 

For this reason, our study will give a contribution to the limited research in the CSR 

communication area. The study will focus on a Swedish company, how it chooses to 

communicate its social responsibilities, focusing on sustainability. Furthermore, the study will 

research if and how the company’s communication reaches its customers. The study will also 

try to raise awareness of what might cause miscommunication and which possible 

consequences communication failure to stakeholders might have. Thus, this research project 
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on the subject of CSR and CSR communication is important for the development of research 

in general and especially concerning Swedish companies. 

 

Our motivation for conducting this study in CSR is partly due to the fact that we previously 

have heard of CSR as a concept and have found it interesting. It is also a research field that 

has much left to be explored and contributions from studies may a large effect on business 

life. We also believe that as students we may contribute to new perspectives and modern 

views on CSR as a concept as well as on business practices and communication. We have 

studied the existing literature in the field and perceive ourselves to have great knowledge of 

different ways of how to practice and communicate CSR. As we have not yet practiced CSR 

ourselves, we are less affected by traditional interpretations of what CSR could be and how it 

could be practiced. Therefore, we believe we have the possibility to contribute to interesting 

perspectives and conclusions within the field.  

 

The subjects of sustainability and CSR practices are also very much current, because of the 

global climate conference in Paris and the fact that climate change is affecting a growing 

number of people every day. Analysis of trends concerning consumer behavior and 

sustainability shows that many consumers value sustainability when considering a purchase 

and that their will do act sustainably has increased (Sustainable Consumption Facts and 

Trends, World Business Council for Sustainable Development). However, consumers do not 

always act in a sustainable way due to a number of reasons, where price, skepticism and 

availability are a few deciding factors (Sustainable Consumption Facts and Trends, World 

Business Council for Sustainable Development: Consumer behavior and sustainability – what 

you need to know, The Guardian). It is therefore companies’ and organizations’ responsibility 

to adapt to consumers’ needs and interests in order to facilitate sustainable behavior to a 

greater extent.  

 

In all parts of the commerce industry, sustainability has become a more important aspect to 

consider in business life. Regardless which part of the commerce industry one choses to 

study, the study’s results contribute to important understandings of the industry as a whole. 

This study will focus on the sport equipment and retail industry, using the Swedish company 

Stadium as a case. The daily consumption behavior is one way each individual can adapt, in 

order to lessen their effects on the climate. Exercising is a part of a daily routine for many 

people and so consumption related to training is therefore bound to continue despite climate 
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changes. One way for people to increase their sustainability consumption is to adapt their 

consumer behavior relating to exercise through how and what they choose to consume. For 

this reason, studying the sports industry and particularly Stadium will contribute to greater 

knowledge about the commerce industry 

 

1.2 Purpose and research questions 

The purpose of this report is to study the role of the sustainability aspect of CSR, and if it is or 

could be integrated in all other aspects of CSR (for example human rights). This will be 

executed by studying how Stadium chooses to communicate its CSR practices, focusing 

primarily on the sustainability aspect and whether its consumers are reached by Stadium’s 

message. The study will be delimited by solely studying student consumers’ opinions and 

views. The reason for this is that students in general are seen to be well informed and 

interested in society matters, exercise as well as sustainability.   

This study’s research questions are as follows: 

 How does Stadium practice and communicate its CSR engagements externally 

(focusing on sustainability)?  

 Does Stadium’s sustainable message reach its student consumers, and if it does, then 

in what way?  

 How are student consumers’ behavior affected by their opinions about sustainability, 

and how is this expressed when considering their consumer behavior at (and opinions 

of) Stadium? 

 

1.3 Disposition  

As we are two writers, one might expect us to have divided some of the writing in this report 

between the two of us. Although some of the writing has been divided between us, all parts of 

the report have been reviewed, revised and rewritten by the two of us, in mutual 

understanding. For this reason, all material in this report has been written and contributed to 

by both of us. 

 

In order to present a clear overview of the material in our report, a brief disclosure of the 

report’s disposition will follow. In the second chapter, we will present some background 

information on Stadium as a company. Information about non-financial reporting will then be 

presented in relation to Swedish companies. A study performed on the corporate citizenship 
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will also be presented as an academic background to this report. In the third (theory) chapter, 

we will present a theoretical framework, which will be used when analyzing the reports data. 

We will start off with the concept of corporate social responsibility, by presenting an historic 

view as well as the present view on the subject. Some controversies within CSR will also be 

presented and discussed. We continue by presenting the theory of reputation management and 

also do a short overview of the view on stakeholders, which are used, based on stakeholder 

theory. The theories used are disclosed in a general context and also more thoroughly how 

they are used in our analysis.  

 

In the fourth chapter, we present the methods we use in this report to gather the material and 

information. We begin by reflecting on our roles as researchers and how we go about 

conducting our study. A short methodology presentation will be followed by a method 

discussion and motivation for the chosen methods. The material needed in order to fulfill the 

purpose of the report will follow the chosen methods. Furthermore, a short reflection about 

qualitative methods is presented. The chapter is concluded by a short review of how we 

conduct our study, and the chosen analysis model intended to be used.  In the following and 

fifth chapter, the results of the collected material is presented and analyzed in the same 

chapter and the results are presented thematically according to each research question. Lastly, 

we discuss the analysis’ merits and draw conclusions from the study. A brief discussion of 

how our study might inspire further research as well as a final word from the writers 

concludes the report.  
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2. Background and literature review 

In this chapter we will present some background information about the company Stadium, 

which we choose to focus on in this report. A brief presentation on corporate social 

responsibility reporting, in general as well as in Sweden, will also follow.  

 

2.1 Stadium 

The Swedish company Stadium is, with over 160 stores, one of the largest sports companies 

in Europe today. Stadium is a family business and was founded in the 1980’s by the two 

brothers Ulf and Bo Eklöf. The company’s CEO is Karl Eklöf, son of Ulf Eklöf (Grundarens 

son ny VD för Stadium, Svenska Dagbladet). Ever since its start, Stadium has been amongst 

the leading actors in sport business in Sweden. With the concept “Modern, functional sports 

and sportswear at its best price”, Stadium finds its mission to be “to inspire an active 

lifestyle” (This is Stadium, Stadium’s official web page). Stadium claims that it is important 

for the company to work for a better and more sustainable society and environment. Today 

the company is involved in several collaborations with different organizations. For instance, 

Stadium works with Human Bridge to collect and distribute used sportswear to people in 

need. Furthermore, Stadium aims to make its production processes more environmentally 

friendly through collaborations with BCI (Better Cotton Initiative). On its official web page, 

the company recently released its first sustainability report, presenting the work Stadium do 

for a more sustainable production (Vårt ansvar, Stadium’s official web page). 

 

Stadium has grown to be one of the largest corporate groups within the sport and retail 

business, with subsidiary companies such as Stadium Outlet, Stadium Team Sales and 

Stadium Ski. One can find Stadium stores in several of the Nordic countries, for instance in 

Denmark (since 2000) and Finland (since 2001). The company recently expanded its business 

to Germany, meaning entering the European market (Hur allt började, Stadium’s official web 

page). In 2014, the company’s turnover was approximately 5 billion SEK, with a profit 

margin about 4,3% and nearly 2000 employees at the company (Stadiums årsredovisning, 

Allabolag.se).  

 

2.2 Corporate social responsibility and communication in Sweden 

CSR is a relatively new phenomenon within Swedish corporations and other organizations, 

and has principally only been practiced since the beginning of the 21st century. Therefore 
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there is little research and literature on Swedish organization’s CSR practice. By searching the 

media and communication databases of Scopus, Communication and Mass Media Complete 

and SAGE Journals, few studies that focus on CSR communication in Sweden are found. 

Some studies (for example Midttun et al. 2015) study the Nordic countries, and draw general 

conclusions about all Nordic countries, calling it a Nordic perspective. However, Vidaver-

Cohen and Brønn (2013) argues that there are profound differences in CSR practice and 

communication between the Nordic countries (Vidaver-Cohen & Brønn, 2013, p 55).   

Therefore one cannot draw conclusions on a single Nordic country’s practice and 

communication of CSR based on these types of studies. For this reason, the studies about 

CSR practice and communication is even fewer than one could anticipate. Even though the 

literature about CSR practice is lacking in Sweden, some research has been done. In the book 

Global Practices of Corporate Social Responsibility (2009) it is explained that the phenomena 

CSR has spread among corporations and become a natural part in business during recent 

years. Different types of organizations, for example Non-Governmental Organizations, 

investment banks, universities etc. are contributing and engaging in social and environmental 

issues in different ways.  

 

Another reason to why CSR has not been practiced to a large extent in Sweden earlier could 

be that within Sweden as well as other Nordic countries there is a strong tradition of welfare 

state. Social responsibilities are and previously have been the state’s domain. Corporate 

citizenship has thus not been needed in the same extent in Sweden as in other countries, 

where social responsibility is shared by people and organizations. However, corporate social 

responsibility tradition have a lot in common with the Swedish welfare tradition, making 

researchers believe that CSR might become a complement of the states’ social responsibilities 

(Midttun et al. 2015, p 470). 

 

One study on CSR and CSR communication was performed in 2004 on over 200 companies 

listed on the Swedish stock exchange and how they reported social responsibility through 

their annual reports (Fredriksson, 2008, p 19-23). Fredriksson concludes that annual reports 

are somewhat restricted in which pieces of information may be included, forcing companies 

to prioritize the reports’ content. Because of this, the result of Fredrikssons study may be 

misleading. However, Fredriksson is able to confirm Carroll’s “Pyramid of corporate social 

responsibility” (see chapter three), as all companies report financial responsibility, 71 % 

report legal responsibility, 65 % ethical responsibility and a mere 13 % report philanthropic 
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responsibility. Fredriksson concludes that responsibility is communicated in some companies, 

but all their responsibilities are not necessarily communicated through the annual reports. 

Furthermore, most companies who choose to report ethical and philanthropic responsibilities 

do so on the expense of economic reporting. However, the results of Fredriksson’s study are 

likely to be somewhat outdated, and the number of companies who report ethical and 

philanthropic responsibilities have probably increased in recent years. 

 

When Fredriksson’s study was conducted in 2004, there were no Swedish laws or restrictions 

concerning how and if companies chose to report non-financial information. This however, is 

about to change. From the first of July 2016, corporate social responsibility reporting will 

likely be mandatory for companies to report all aspects of their CSR practices (Företagens 

rapportering om hållbarhet och mångfaldspolicy, Swedish Department of Justice). Therefore, 

this study could make an interesting contribution to the understanding of sustainability 

reporting prior to the sustainability reporting law. For most large companies however, who 

already include social engagements in their annual reports, the new law proposal will have 

little effect. When the law proposal comes into effect, it could therefore be possible that non-

financial reporting has no effect on a company’s reputation, as reporting becomes mandatory 

for all. In the sport equipment industry (to which Stadium is a part of) corporate social 

responsibility reporting is practiced, but it is unclear to which extent. No one has studied CSR 

practice in the different sporting companies in Sweden in recent years, and therefore there is 

no up-to-date information about the different companies. The law proposal of non-financial 

reporting could therefore have a large impact on the industry.  
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3. Theoretical background  

In this chapter the concept of corporate social responsibility and theories related to CSR will 

be presented. The theory of reputation management will be presented with a stakeholder view 

based on stakeholder theory. This due to the fact that the theories have several similar aspects 

that are being brought up and discussed throughout this paper. How the theories are being 

used in the analysis will also be presented and explained in the chapter.  

 

3.1 Corporate social responsibility 

The concept of corporate social responsibility was first presented by Howard Bowen in the 

1950’s. He argued that corporations should think of business practices not only as financially 

driven, but also viewed from a social perspective. This, Bowen claims, would make 

organizations attract a wider range of stakeholders, and not only focusing on business 

investors (Coombs & Holladay, 2010, p 262). At this time, corporate responsibility included 

both an economical and stakeholder perspective. That is, companies were expected to make 

profits and also to take an interest in their stakeholders’ interests and wishes. What we 

perceive as corporate citizenship today is a little more complex, and can, as mentioned in the 

beginning of this thesis, involve many different things.  

 

Although the concept of corporate social responsibility is not very new, researchers have not 

been able to agree on one single definition of the concept. Bowen phrased the first definition, 

which reads as follows “Organizations should operate in a manner consistent with the values 

and objectives of a society” (ibid). Further explanations of the concept of CSR have been 

stated by other scholars, for instance Coombs & Holladay (2010) “CSR is the recognition that 

organizations have responsibilities beyond stakeholders, including social concerns” (ibid). 

Furthermore, some scholars believe sustainability should be viewed as one aspect of CSR. 

Others, for instance Montiel (2008), believe that sustainability is becoming an integrated part 

in all aspects of corporate social responsibility. Moreover definitions outside the academic 

world have also been made, for instance one from The European Commission. The 

Commission defines CSR as: ”The responsibility of enterprises for their impacts on society” 

(Corporate Social Responsibility, The European Commission). Considering the many 

different definitions, one can conclude that they all have several factors in common, for 

instance stakeholder and organizational values and beliefs. In this study, Bowen’s definition is 
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used. Because it is well known in the academic world, it is the basis of all definitions of CSR 

and it is applicable to all CSR studies, including our own.   

 

A common way to present CSR is by The Triple Bottom Line model. It shows for three 

aspects that today’s organizations have to take in consideration when practicing their work. 

The aspects are financial, social and environmental. All three aspects are essential in modern 

business, regardless which industry it considers. It is argued that organizational managers find 

it hard to be aware of all three aspects and hence practice in such manner (Coombs & 

Holladay, 2010, p 261). The problem lies in the difficulty in combining these aspects and not 

letting, for example financial obligations stand in the way for corporations to work for a better 

and more sustainable society. However, this model will not be used in this study, as us writers 

feel that it too simple to contribute to further understandings of CSR. It does also not 

problematize the relationship between the different aspects of CSR enough. One could argue 

that Triple Bottom Line model specifically points out the importance of the environment as an 

aspect of CSR and therefor should be used in this report. However, the environment and 

sustainability are not synonyms and by focusing on the environment, Triple Bottom Line fails 

to highlight other important aspects of sustainability. Therefore another model is used in this 

report. 

 

Archie B. Carroll’s model “The Pyramid of Corporate Social Responsibility“ is another 

common way to explain what is included in corporate social responsibility (Fredriksson, 

2008, p 53-59). In this model of CSR aspects, the report’s understanding of the concept CSR 

is based. The model divides corporations’ responsibilities into four categories: economic, 

legal, ethical and philanthropic responsibilities. The different aspects are prioritized 

differently, where economic responsibilities are the most important ones, followed by legal, 

ethical and lastly philanthropic responsibilities. Carroll claims that each of these 

responsibilities is an aspect of a company’s CSR practice, something that has been disputed in 

(among others) Magnus Fredriksson’s dissertation “Företags ansvar, marknadens retorik”. 

Fredriksson claims that the four categories are possible aspects of a company’s social 

responsibility practice, but that not all categories are necessarily practiced by all companies 

(Fredriksson, 2008, p 53). Both views on the model are valid and applicable to organizations’ 

practice of CSR. However, Fredriksson’s view makes it possible to determine which aspect or 

aspects of CSR that are prioritized within different companies, and compare the possible 

consequences of this.  
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However, we argue that economic and legal responsibilities are not a part of social 

responsibilities, as Carroll claims. As all companies, indifferent to industry or which country 

they operate in, need to function economically in order to survive as a company, as well as 

follow laws and regulations so that they will not be punished or shut down. One could see 

these two categories as obligations, rather than social commitments. Even though there are 

laws regulating ethical and philanthropic matters as well (for instance work conditions), the 

possibility for further engagements beyond the minimal requirements are larger within the 

categories ethics and philanthropy. Despite our critique towards the Carroll model, this model 

explains the different aspects of CSR in a more explicit way than the Triple Bottom Line 

model. This because it has more depth than the Triple Bottom Line Model, and shows that 

companies can and do prioritize different aspects of their responsibilities. This will hopefully 

contribute to interesting conclusions in our study. 

 

Scholars also argue that CSR should be a business strategy rather than only goodwill. Hence 

the concept of CSR should be integrated in all aspects of an organization’s business activities, 

rather than practiced as a separate part (Coombs & Holladay, 2010, p 270; Ihlen et al. 2011, p 

7). When implementing CSR as a strategy, aspects like ethics, laws and sustainability are 

being incorporated in an organization in a natural way. For this reason, an organization’s 

values and beliefs can be manifested and represented through CSR practices in all aspects of 

business life. This would in turn make it easier for stakeholders to identify themselves with 

organizations (Coombs and Holladay, 2010, p 264). Moreover, this could create and sustain 

organizational legitimacy. Another positive outcome of using CSR as a business strategy, 

Coombs and Holladay argues, is that stakeholders’ expectations more easily can be met (ibid, 

p 270). In turn, this can strengthen long-term stakeholder relationships as well as forming new 

ones.  

 

3.2 Corporate social responsibility communication 

Although Stadium has released its first sustainability report, social engagement reporting is 

not yet a norm among Swedish companies or even globally. How and to what extent 

companies choose to communicate their social responsibility engagements therefore differs a 

lot. How and to what extent organizations work with social and environmental aspects can 

thus be difficult to determine. One way to “measure” the level of corporate responsibility and 

communication could be through the five stages of CSR and communication strategies, 
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developed by Mirvis and Googins (Ihlen et al. 2011, p 30). The first stage when companies 

engage in CSR practice and communication is called the Elementary stage. On this level, 

organizations focus on managing jobs, profits and act according to the law regarding for 

example working conditions and profits. The organizational communication is one-way, and 

the organizational management has very little knowledge and interest in stakeholder opinions 

(ibid, p 30-31). The second stage is the Engaged stage, which involves companies to engage 

more in stakeholder interest and try to build strong stakeholder relationships. Also, 

organizations become more aware of social and environmental concerns, and begin to involve 

with NGOs (Non-Governmental Organizations) and CSOs (Civil Society Organizations) 

(ibid, p 31). The Innovative stage, which is the third one, involves corporations to work in a 

more proactive way with both stakeholders and social concerns. Stakeholders’ interests are 

also being taking in consideration when managing business and communicating practice. At 

this stage, organizations tend to work in a more transparent way but remain in close control of 

what is being communicated externally and internally (ibid, p 31). The Integrated stage 

involves the company to have a holistic perspective when managing business and viewing 

reputation as an important factor for development opportunities and success. The 

organization’s stakeholders play a significant role at this stage, and strong and long-term 

relationships are being built and maintained with two-way communication. There is also 

collaborations with different organizations (e.g. NGO and CSO) regarding CSR practice (ibid, 

p 31-32). The last and fifth level is called the Transforming stage. Mirvis and Googins argue 

that very few organizations are operating at this stage, because it requires full transparency of 

corporate practices. Both negative and positive aspects of business practices are being 

communicated to stakeholders, which could have an impact on reputation and relationships 

(ibid, p 32). 

 

Lack of transparency, along with gaps between stakeholder expectations and company 

performance, could be considered to be two of the biggest challenges companies face when 

communicating CSR practices. Trying to hide negative aspects or performance from 

stakeholders is likely to damage stakeholder relations if the information gets out in some other 

way, for instance through media. Also, not living up to different stakeholder groups’ 

expectations on the corporation can likewise cause distrust and damage stakeholder 

relationships. One way for companies to cope with this is through using inspirational rhetoric 

when communicating CSR practices (Christensen et al, 2013, p 386). Basically, the company 

is being slightly dishonest to the stakeholders about one’s sustainability performance, with the 
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intention of inspiring the internal stakeholders to change and improve the practices. However, 

most communication scholars disapprove of this method of inconsistency between talk and 

action, calling it corporate hypocrisy (Ihlen et al, 2011, p 25-27). 

 

A final aspect of CSR practice is misuse. Green washing is a term, which refers to the misuse 

of CSR by corporations. Instead of working with social and environmental issues in a long-

term perspective, corporations aim to raise awareness of the organization’s CSR-work in a 

short-time perspective. Furthermore, green washing could also be viewed as corporations 

trying to present themselves as “environmentally friendly” while they are actually not. This 

by excluding negative aspects, which have larger social and environmental consequences than 

the positive ones (Coombs and Holladay, 2010, p 88). Moreover, communication could be 

used as a tool to make stakeholder assume organizations engage with CSR with a genuine 

motive. Engaging in CSR in such manner and communicate misleading information, could 

lead stakeholders feeling deceived by the company. This could affect stakeholder’s loyalty 

towards the company, and hence damage important key relationships. Another reason to why 

it is important for organizations to care for their stakeholders is that the stakeholders can 

affect the organization’s reputation negatively.  

 

3.3 Reputation management 

Reputation management is a theory closely related with CSR. Having a strong reputation is 

more important today than ever before (Ihlen et al. 2011, p 128). In The Handbook of 

communication and Corporate Social Responsibility (2011) the concept of reputation is 

defined as following “The overall estimation of a firm by its stakeholders, which is expressed 

by the net affective reactions of customers, investors, employees and the general public” 

(Ihlen et al. 2011, p 130). In short, Coombs & Holladay (2010) says that reputation can be 

seen as “how constituents perceive an organization” (Coombs & Holladay, 2010, p 168).  

 

In short, stakeholder or constituents is anyone who has an interest or stake in an organization, 

and can be affected and in turn affect the organization. How an organization is viewed by its 

stakeholders could be a key factor to whether the business has a bright future or not. 

However, organizations have little control over their reputation: reputation is formed by 

stakeholder opinions. Having an organization associated with a strong reputation can for 

example make it easier to establish businesses in new markets, creating and sustaining strong 

relationships with different stakeholders and gaining financial profits (Ihlen et al. 2011, p 28). 
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Furthermore, it can also lead to attracting and motivating employees, increasing employee 

satisfaction and contribute to positive media coverage (Coombs and Holladay, 2010, p 170). 

Cornelissen (2014) argues that with a strong reputation, comes greater opportunities to 

communicate and share information with stakeholders (Cornelissen. 2014, p 64-68). By 

enlightening key stakeholders of the organization’s values and beliefs, they can therefore 

identify themselves more easily with the organization. On the other hand, being associated 

with a bad reputation can lead to several negative consequences and therefore harm the 

organization. For example, relationships with both internal and external stakeholders can 

deteriorate due to lack of trust between stakeholders and the organization. The risk of losing 

good reputation and not being able, as an organization, to meet stakeholders’ expectations, of 

working for a better society, becomes considerable (Ihlen et al. 2011, p 128). 

 

To conclude, one could say that stakeholders have quite a lot of power to affect organizations. 

Stakeholder theory is one theory about stakeholders’ power and explains more specifically the 

importance of mutual relationships between an organization and its different stakeholders 

(Cornelissen, 2014, p 43). Furthermore, Morsing and Schultz (2006) develop the argument of 

organizations importance in engaging with stakeholders. They argue that strong long-term 

relationships between organizations and its stakeholders is one of the key factors for 

organizations to become competitive and profitable (Morsing & Schultz, 2006, p 324-325). 

Engaging with stakeholders does not only involve organizations to understand their 

stakeholders and their values. It is equally important for organizational managers to 

understand and manage the relationship that is built between the corporation and the 

stakeholders. Through participation and dialogue, the established collaboration can continue 

and benefit both parties (ibid, p 325). This view of stakeholders is used in the report when 

reputation management is referred to. The concept “stakeholder” has been defined in different 

ways since the first definition by Edward Freeman. The definition that is used in this report is 

stated in the book Exploring Public Relations (2014):  

 

“A stakeholder is someone who has an interest (stake) in the organization, which may be 

direct or indirect interest as well as active or passive, known or unknown, recognized or 

unrecognized.” (Tench & Yeomans, 2014, p 48) 

 

Stakeholders gain knowledge about financial, social and environmental factors through, for 

example, media coverage and social media. Through their knowledge, they have the power to 
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affect organizations and especially organizations’ reputation. Because of this, organizations 

need to pay close attention to stakeholders’ opinions. When organizations engage in 

stakeholders’ interest, they must also consider which specific interest is prioritized for which 

type of stakeholder group. For instance could customers be more involved in social concerns 

like environmental issues than shareholders (Cornelissen, 2014, p 44-45). Only when an 

organization understands its stakeholders’ interests, can the organization start to incorporate 

stakeholder interests in business practices. How the organization communicates their 

organizational message internally and externally can also be adapted by understanding 

stakeholder interests. For instance, communicating with customers through sales promotions 

and with shareholders through annual reports (ibid, p 46).   

 

Stakeholder theory does not only focus on stakeholders’ impact on organizations. How 

organizations affect stakeholder groups is equally important to consider. Using different 

communication approaches and wanting to know what stakeholders think about an 

organization, make way for building legitimacy and a good reputation. One way to assemble 

valuable information could be by using direct communication with stakeholders. For instance 

dialog through social media platforms, web pages or customer support service (ibid, p 56). 

Ultimately, communicating with stakeholders creates opportunities to strengthen and develop 

relationships and reputation (ibid, p 41).  

 

As mentioned in the beginning, practicing CSR has become a more common way to avoid 

risking bad reputation in today’s society.  Reputation management has also become a more 

important aspect of business life. Even if a reputation is not something that physically can be 

touched, a powerful one can lead any corporation towards great market opportunities and 

become more competitive. Therefore, reputation and stakeholder relationships are value assets 

and something to treasure.  

 

3.4 Applying our theories  

The study’s purpose is to study the role of the sustainability aspect of CSR, and if it is or 

could be integrated in all other aspects of CSR. The purpose is achieved through studying 

how Stadium chooses to communicate its CSR practice, and if its CSR message reaches its 

consumers, through applying reputation management and stakeholder theory to the study’s 

results. Furthermore, the concept of CSR with the theories “The Pyramid of Corporate Social 

Responsibility” and “Mirvis and Googins scale”, are also applied to the results, investigating 
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how Stadium uses CSR and chooses to communicate its CSR work. CSR is not a developed 

theory, like reputation management and stakeholder theory, but could explain whether 

corporate responsibility could be used as a business strategy. Furthermore, the theories 

connected to the concept of corporate social responsibility can in this study explain the 

underlying motivation as to why Stadium uses social responsibility engagements. 

 

The aim of using the reputation management theory is to examine how the study’s 

participants perceive Stadium’s CSR communication. Furthermore, the aim is also to 

investigate the relationship between Stadium and its stakeholders. Moreover, the aim is to 

study how this relationship could be affected by sustainability practice and Stadium’s overall 

reputation. Applying stakeholder theory to the results and discussing these, the study 

investigates if corporate responsibility and sustainability is a determining factor when 

organizations gain legitimacy and build relationships with stakeholders. To be able to 

understand stakeholders’ ability to affect organizations, the results are discussed in 

accordance to reputation’s impact on organizations and stakeholders.  
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4. Methods and material 

In research studies several different research methods are often used, either quantitative or 

qualitative methods or a combination of both. What kind of methods used is often based on 

which research tradition one is operating in, as well as the particular purpose of the study.  

Furthermore, in order for the study to be valid and correctly performed, it is important for 

researchers to reflect on their own role and research approach. Our reflections about our study 

will follow below. Moreover, the chapter will present the chosen methods and material that 

will be used in the report. Complete transcriptions of the material are available if asked for.   

 

4.1 Researchers’ reflections 

Researchers are, as a general rule, very interested in their study and spend large amounts of 

time thinking of it. While this is a good thing, it can also have negative effects for the study as 

the researcher forms opinions about possible results prior to the study’s completion (Alvesson 

& Sköldberg, 2008, p 486-487). These presumptions can be a result of the researcher's 

background, his or her opinions and values, and may be subliminal to the researcher (Hansen 

& Machin, 2013, p 133). This can affect the outcome of the study and influence the analysis 

in a way unknown to the final reports readers. It is therefore important for researchers to try 

and reflect on their presumptions to assure that these will not affect the overall result of the 

study. Reflecting and discussion one’s study leads to greater transparency and legitimacy 

towards readers of the report.  

 

In this study, focusing on CSR and CSR communication, we have spent some time thinking 

about our roles as researchers. We have been questioning our arguments and each other, and 

discussing back and forth the implementation of the study. We come from quite different 

backgrounds, one of us from a small town in the south of Sweden and one from the capital. 

We both come from academic backgrounds and share a lot of values, but we also have very 

different opinions in a lot of issues. This will benefit our study as our differences contribute to 

challenging reasoning, discussions and conclusions. Moreover, this will provide a deeper 

understanding for our study and inspire further research within the subject.  

 

In addition to being aware of our own weak spots as researchers, we also need to assure that 

the study lives up to research standards in other ways. One important aspect is ethical, and 

more specifically how we make sure that our study’s participant’s privacy is preserved. For 
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this reason, the Swedish Science Council has developed four ethical guidelines. The first one, 

called the confidentiality requirement, aims at making sure participants cannot be identified 

based on the information they share. This is executed by keeping the identities of our 

participants out of this essay, and not giving an exact recount of what our participants has 

contributed with. The second requirement is the utilization demand, which means that the 

gathered information for a study is allowed to be used only in that particular study, which is 

the case with our study. The last two demands are the information requirement and the 

consent requirement. They bring up the importance of informing the participants of the 

study’s purpose, and that participation always should be voluntary (Olsson, 2008, p 77-81). 

We comply with this by using only voluntary participants who are informed of the study’s 

purpose at the beginning of each material gathering. One alteration in our survey when using 

these guidelines is that we present information about two employees’ roles at Stadium. As 

they contribute to the study in an official capacity as representatives for Stadium, their names 

will be published in the report. They are aware of this fact and have agreed to it.  

 

We choose to use qualitative research methods when conducting our study. Within qualitative 

research the two concepts trustworthiness and authenticity are primarily used to ensure the 

study is performed correctly (Bryman, 2008, p 353). For the report about Stadium to live up 

to the criteria trustworthiness and authenticity, we show transparency in the entire research 

process. We do this by reflecting on our own roles as researchers and we present historical as 

well as present academic opinions about central concepts. We also discuss all the study’s 

results in connection to relevant theories, which contributes to making potential conclusions 

valid in connection to the present state of our academic subject. We also present the analysis 

models and interview questions that have been used. With these steps of transparency, our 

study can be reviewed and redone by other researchers.    

 

4.2 Methodological discussion 

Our study about Stadium is a case study. As mentioned earlier, our study focuses on Stadium, 

and specifically on their CSR communication. In most studies, qualitative methods are used 

when investigating case studies, as they give a better insight (Bryman, 2008, p 74). Our study 

primarily uses an abductive approach. This make way for a more open-minded research and 

gives room for a reflective perspective, which in qualitative studied often is required 

(Alvesson & Sköldberg, 2008, p 55-56). The abductive approach is also not as strictly 
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bounded by theories nor empirical results as for instance deductive approach and inductive 

approach (ibid, p 54-55). Our study mainly focuses on answering the research questions, but 

this does not mean that conclusions drawn from theories are left out. Interesting conclusions 

drawn from the study’s results, which can be explained in accordance to the theories, will be 

brought up and discussed in the report.  

 

4.3 Methods  

Hansen and Machin (2013) claims that research methods should always be chosen based on 

the study’s research purpose, in order to adequately answer the research questions (Hansen & 

Machin, 2013, p 6). Keeping this study’s purpose in mind, (the role of the sustainability 

aspect of CSR) a qualitative research approach is the best way to obtain all necessary 

information to answer our research questions. The two research methods we choose to use are 

interviews and focus groups.  

 

One might argue that information about Stadium’s corporate social responsibility practices 

and communication could be obtained by doing a quantitative content analysis of company 

documents and codes of conduct. However, such documents are only in part accessible to the 

public through Stadium’s web page, and contain few explanations as to the reasoning behind 

their practices. All the same, we reviewed the CSR information available on Stadium’s 

webpage. Furthermore, qualitative methods provide a deeper understanding for underlying 

reasons as to why Stadium practices and communicates social engagements in the way it do. 

In order to answer primarily our first research question, about how Stadium works with CSR 

and sustainability reporting, we conduct interviews with two employees at Stadium, who 

function as managers for the areas sustainability and marketing.  

 

We use semi-structured interviews, which differs somewhat from other types of interviews. 

Semi-structured interviews are less structured than so called structured interviews. Although 

semi-structured interviews do follow an interview guide like structured interviews, the guide 

itself is less structured and gives room for attendant questions (Bryman, 2008, p 206). For this 

reason, our chosen interview approach will be the most beneficial to our study as it gives the 

respondents room for reflections and afterthoughts. It also enables us researchers to structure 

an interview guide beforehand which hopefully will give us relevant information, as well as 

giving us the opportunity to immerse ourselves in interesting topics that might be brought up 

during the interviews.  
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In order to answer the rest of our research questions, we need to become aware of student 

consumers’ opinions about Stadium’s CSR practices and communication (with focus on 

sustainability), as well as how they affect the students’ opinions and behavior. We choose to 

do this by conducting three focus groups with five participants in each group. Focus groups 

are often conducted with 3-10 participants who discuss a few themes or questions and are 

moderated by the researcher (Olsson, 2008, p 66). Five participants per focus group is enough 

to get an empirically valid result, and the low number of participants also gives all 

participants a chance to speak their mind (ibid). See Table 1 (page 26) for a full review of the 

focus groups. 

 

Throughout the discussions, the participants get the opportunity to reflect and deepen the 

reasoning behind their opinions (Esaiasson et al. 2012, p 318-319). This qualitative method is 

an effective way of learning the general opinion of specific groups of people, for instance 

students rather than individual students’ opinions (Hansen & Machin, 2013, p 232). If we 

would have been interested in individual students’ opinions we could have conducted 

individual interviews, but this information would not be relevant for our study, as we are 

interested in the general view of Stadium’s student consumers. One potential alternative 

method to focus groups that we have discussed is the quantitative method questionnaires. 

However, we have discarded this method because it fails to learn the underlying reasons for 

why students think and act the way they do, which is vital information to our study. Through 

these chosen research methods we expect our data collection to be as effective as possible and 

give us a solid information basis in order to answer our research questions. 

 

4.4 Material and selection 

By using three fairly different interview guides, we collect the necessary data for this report. 

All interview guides are written prior to the interviews and focus groups based on the study’s 

purpose and research questions. The interview guides for our two interviews with Stadium 

employees are quite alike, and has only been modified slightly to be relevant for each 

respondent’s work task and knowledge (see appendix 1 and 2 to view the full interview 

guides). The interview guides are in part written to supplement the information acquired from 

Stadium’s webpage. The third interview guide, the one for the focus groups, is quite different 

to the other interview guides, as the focus groups aims to primarily answer other research 

questions than the interviews do. The questions in the third interview guide are also loosely 
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based of the information we gathered from the previous interviews. To view the full focus 

group interview guide, see appendix 3. 

 

The selection to the interviews and focus groups has been carried out in different ways. For 

the interviews a goal-oriented selection is used. That is we strategically choose respondents 

based on the information that they might contribute with (Bryman, 2008, p 392). This is 

necessary for our report, as very specific information is needed about how Stadium practice 

and communicate their social engagements from our respondents. For this reason, we conduct 

one interview with Stadium’s head of logistics and sustainability, Daniel Johansson. Because 

of his role as manager, he has a lot of knowledge and experience of how and why Stadium 

works with CSR and sustainability, which helps to answer the research questions. We also 

interview Stadium’s marketing director Victoria Appelqvist, who is responsible for all of 

Stadium’s communication. Because of this, she is responsible for Stadium’s external 

communication about sustainability and other aspects of CSR, and therefore contributes to 

answering the research questions as well. Together, Daniel Johansson and Victoria Appelqvist 

are able to give a general as well as a deep understanding of how Stadium practices and 

communicates CSR and specifically sustainability responsibilities. 

 

The participants of the focus groups on the other hand, are not chosen through goal-oriented 

selection. The participants are chosen through a random selection, in order to minimize the 

influence from us researchers on the overall result from the focus groups (Esaiasson et al. 

2012, p 174-176). However, the selection is delimited by two criteria, firstly that the 

participants are students, and secondly that the participants have knowledge of Stadium as a 

company. To find our respondents, we posted an enquiry for students to participate in focus 

groups on a social media platform for students at Uppsala University. 15 people quickly 

responded and were placed in three different groups according to which date and time that 

would fit each participant the best. The groups have not been formed based on criteria such as 

gender, age or study major. However, two people later on dropped out due to lack of time to 

participate (see 4.5).  

 

4.5 Implementation reflections 

When implementing our study, we came across two unexpected obstacles. Two of our focus 

group participants had to decline participation in the last minute. To solve this issue, we had 

to recruit two participants by specifically asking two students if they could participate in the 
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study. The last two recruited participants to the focus groups were consequently not selected 

through a random selection like the other participants. One might therefore claim that we have 

affected the outcome of the focus groups by selectively choosing who should participate. 

However, we only know these two participants as students, and have no prior knowledge of 

their opinions in the matters of CSR and Stadium’s CSR practices and communication. We 

therefore believe that the result of the focus groups is not affected by the different selection 

methods that we were forced to use. 

 

The second unexpected obstacle was that the original idea of using semi-structured interview 

with both Daniel Johansson and Victoria Appelqvist was not entirely implemented as 

intended. The interview with Victoria Appelqvist did not take place in person, but through 

email. This could have been perceived as problematic because it minimizes the chances of 

asking attendant questions directly to the respondent. This was thus not a problem because 

Victoria Appelqvist answered the questions in such a way that we did not feel the need to ask 

any further questions. The ethical issues that occurred were solved in best possible way one 

could expect. Hence, we do not find that the study’s results have been affected in a substantial 

way. 

 

Lastly we are going to reflect a little about the information given by Stadium and the focus 

group participants. Because Daniel Johansson and Victoria Appelqvist are representatives 

from Stadium, they have an interest in presenting the company in best possible way. The 

representatives’ motivation to participate in this study, could therefore be to not only inform 

us about Stadium’s CSR practices and communication, but also to promote Stadium as a 

company taking social responsibilities. Furthermore, the representatives from Stadium, we 

believe, have both general and deepened knowledge about CSR practice as well as CSR 

communication. This could be contributing to the representatives’ motivation for participating 

in the study. The focus groups on the other hand, we believe have general and not specific 

knowledge about CSR, and their participation in the study is motivated primarily by their 

interest in social issues.  

 

4.6 Implementation 

We conducted the first interview on November 4th with Daniel Johansson, in a conference 

room at Stadium’s headquarter in Norrköping, Sweden. The interview lasted for 
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approximately 45 minutes and was recorded in agreement with Daniel Johansson. The 

interview started of with presenting the purpose of the study and the ethical guidelines, before 

the questions were being brought up. Lastly, the interview was transcribed in its entirety in 

the days following the interview. The second interview, with Victoria Appelqvist was 

conducted through email. The respondent was sent the interview guide and answered within a 

given time period in late November.  

 

Furthermore, the focus groups were conducted during two days in late November, at the 

Uppsala University campus Ekonomikum. The group discussions took place in a conference 

room during approximately 35-40 minutes per focus group. The participants were asked to 

present themselves to each other prior to the discussions (although their identities remain 

anonymous in this report) and discussions were then held about the questions in the dedicated 

interview guide (see appendix 3 for the interview guide). As in the individual interviews, the 

study’s purpose and the ethical guidelines were being presented prior to the questions. All 

focus groups were recorded in agreement with the participants and were transcribed in the 

following days. One of us researchers was acting as moderator through all three focus groups 

and the other took notes and interjected with questions when needed. Hereafter follows a 

presentation of the constellation of the focus groups. 

 

Table 1 

Focus 

groups 

No. 1 No. 2 No. 3 

Date 03.15 PM 

 23/11-2015 

03.15 PM 

24/11-2015 

04.15 PM 

24/11-2015 

Duration 34 minutes 38 minutes 37 minutes 

Number of 

participants 

5 people 5 people 5 people 

Study 

major 

Social Sciences and 

Business 

Social Sciences and 

Business 

Social Sciences, 

Business, Psychology 

Number of 

semesters 

Between 4-6 semesters Between 3-11 semesters Between 3-7 

semesters 

 

 

4.7 Analysis model 

When analyzing our material, we try to study our material as openly as possible, to ensure that 

our presumptions do not guide our interpretations of the material in a substantial way. We 
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encode the transcriptions of our interviews and focus groups broadly. We base the encoding 

not on keywords, but through finding the relevant information to answer our research 

questions. In this way, we look for both short sentences as well as reasoning. We continue by 

presenting the coded material in the analysis chapter. We review each transcription with each 

of our research question in mind, meaning that all the material will be gone through three 

times, by both researchers.  

 

By doing so, we distinguish the relevant information for each research question from each 

transcription. Our chosen theories, CSR and reputation management, is applied to these pieces 

of information. Hence, the relevant material is interpreted through the theories and the 

theories will help explain the respondents’ opinions and reasoning. Thereafter, we answer our 

research questions based on the interpreted material. Our results, analysis and discussions are 

presented in an integrated way in the analysis chapter. The material that concerns each 

research question is summarized and presented, analyzed and discussed question by question.  

 

More precisely, each research question has its own segment in the analysis chapter, where 

firstly the research question is presented. Secondly, the gathered material concerning the 

particular question is presented. Thirdly, the material is interpreted through reputation 

management and concept of CSR. By doing this, we aim to understand in what way the 

material can be explained by reputation management and CSR. Lastly, we discuss our 

findings and in what way our research question could be answered.   
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5. Analysis  
In this analysis chapter, we present a summary of relevant parts of our research material, 

divided up in three different sections. Each section presents, analyzes and discusses the 

material concerning each research question in a thorough way. A more detailed account of the 

participants’ opinions, as well as the interviewed Stadium employees, regarding 

sustainability, Stadium and Stadium’s sustainability engagements will follow below. All 

quotations are translated by us writers. 

 

5.1. CSR practice and communication (with focus on sustainability) 

The research question “How does Stadium practice and communicate its CSR engagements 

externally (focusing on sustainability)?” is presented in this section and the gathered material 

is discussed in accordance with the chosen theories. This section is primarily based on the 

interviews with representatives from Stadium: Daniel Johansson and Victoria Appelqvist.    

 

5.1.1 Summary of the gathered material concerning research question no. 1 

Firstly, Daniel Johansson says that Stadium uses CSR and sustainability as synonyms (in the 

rest of chapter five where Stadium’s opinions are expressed, CSR and sustainability will be 

used as synonyms). Stadium practices sustainability in a very broad way, and says to try to 

incorporate CSR practice in all of its business activities, according to Daniel Johansson. 

Approximately one year ago, Stadium made sustainability a long term and important 

objective for the organization to work with and develop. Stadium’s sustainability vision is the 

same throughout the organization, but different goals have been set for the different parts of 

Stadium, according to Daniel Johansson. Stadium’s motive behind working with 

sustainability is partly a will to contribute to making the world a better place and to engage in 

its stakeholders’ interests. According to Victoria Appelqvist, the company also strives to be 

the leading company in its industry within CSR practice. In agreement with employees, 

customers and other stakeholder groups, Stadium has developed three focus areas within 

sustainability. These are environmental issues as well as labor rights and human rights issues, 

according to Victoria Appelqvist. More specifically, Stadium is concerned with making its 

production and material as environmental friendly as possible. Daniel Johansson develops this 

by explaining that it is done by using for instance new dyeing techniques, reducing water 

usage during production processes and using “good cotton”, which is more environmentally 

friendly. Stadium collaborates with other companies in the industry as well as in other 
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industries in these efforts. Together the companies also placed high demands on logistic 

companies to ensure that the distribution of their goods is done with as little impact on the 

environment as possible.  

 

“We started to set demands early concerning transporters regarding environmental issues as 

well as working conditions and so on, so together with the Swedish transport administration 

and many of the retailers in Sweden, we agreed on a few demands which could be used [...] 

We therefore established some demands with everything from environmental friendly driving, 

what type of vehicle to be use.” (Daniel Johansson, our own translation) 

 

Moreover, Stadium claims to be concerned with its workers and try its best in controlling that 

its staff is being treated fairly and decently. Stadium also place high demands on its 

subcontractors to treat their staff in a good way and do check-ups to ensure this. One 

important aspect of doing this, is to be economically sustainable, as well as environmentally 

sustainable, claims Daniel Johansson. By being an economically stable and sustainable 

employer, Stadium has the resources to remain in business and take responsibility for its 

employees. However, Stadium does not only care for its own production, employees and the 

environment – the company also takes a stand for society and helping others claims both 

representatives from Stadium. Stadium’s vision to “activate the world” is for instance 

manifested through the company’s annual sports camp for children and establishing stores in 

new markets, for instance in Germany. Stadium also has collaborations with a number of 

charity organizations, helping them to raise money and collect used clothes for different 

causes. Daniel Johansson tells the story of Re:activate, which started as a campaign to collect 

used clothes and sporting goods to give to people in need, that now has grown into a 

permanent collection box in every Stadium store. In collaboration with the organization 

Human Bridge, Stadium has distributed tons and tons of clothes, shoes and sporting goods to 

poor people and refugees around the world.  

 

How Stadium choose to work with CSR and sustainability issues is decided by a sustainability 

council, lead by Daniel Johansson, where the departments at Stadium are represented. The 

council works out how to implement Stadium’s sustainability visions and how to develop 

them.  
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“[...] We formed a sustainability council which has… the purchase department is in it, the 

sales department, the marketing department is there, human resources is there and logistics. 

We, together, try to run sustainability practices, which includes CSR and more, towards a 

common direction so to speak. So we have a clear vision of where we want to be heading.” 

(Daniel Johansson) 

 

Furthermore, the communication to stakeholders depends on what has been decided in the 

sustainability council. It is then up to the marketing manager or concerned department to 

choose how the information, from the sustainability council, should be carried out externally. 

Stadium chooses to communicate its CSR engagements with stakeholders proactively and 

equally, regardless which type of state and interest the stakeholder possess. Thus, the 

information can be supplied if a specific stakeholder do so require, according to Victoria 

Appelqvist. The information that is being carried out is communicated in different ways. For 

instance, the majority of the sustainability practice is presented on the company’s official web 

page. Victoria Appelqvist says that Stadium also use social media platforms, members only 

information send outs, customer support service and product labeling with information about, 

for example, material and process. However, amongst the focus groups participants, the 

knowledge about Stadium’s sustainable engagements is lacking. The majority of the 

participants find the information about CSR not being communicated enough. At the same 

time, according to both Daniel Johansson and Victoria Appelqvist Stadium practice and 

engage more corporate social responsibility than the company chooses to communicate, for 

different reasons. Daniel Johansson develops this thought by explaining that some of the CSR 

practices are for internal purposes, to strengthen company values for the company’s internal 

stakeholders. The lack of communication in the past could also be because Stadium has not 

been prone to brag about its accomplishments, according to Daniel Johansson. He wishes that 

Stadium’s communication about its CSR practices will develop and become more visible in 

the future.  

 

When asked of Stadiums future sustainability engagements, Daniel Johansson and Victoria 

Appelqvist both claim that sustainability practice will be at least as important for Stadium as 

it is today. As of now, Daniel Johansson and Victoria Appelqvist, considers Stadium’s CSR 

practice and communication as being in development. When measuring CSR and CSR 

communication, according to the Mirvis and Googins scale, Daniel Johansson feels that 

Stadium is somewhere between the innovative (third) stage and integrated (fourth) stage. 
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Meaning that Stadium has not yet reached all aspects on the fourth stage where more 

transparency is needed, according to Daniel Johansson. On the other hand, Victoria 

Appelqvist believes that Stadium is between integrated (fourth) stage and the transforming 

(fifth) stage. Which means that Stadium proactively work with sustainability as well as 

investigating and expanding to other markets. Moreover, both representatives from Stadium 

mentions a few challenges that the company might face in the future. The sustainability 

council’s largest challenge at this point, according to Daniel Johansson, is to increase its own 

competence on sustainability issues. Furthermore Stadium needs to create and develop 

systems to become better at practicing sustainability as well as supervising the practice. 

Concerning CSR communication, Victoria Appelqvist finds that one of the biggest challenges 

is to adapt the sustainability communication according to different stakeholder groups with 

different interests. Furthermore, Stadium needs to develop the web page and continue on 

developing the sustainability report. Stadium also aims to build and sustain a dialogue with 

suppliers for instance Nike and Puma. 

 

“One of our long-term goal is to create dialogue with our brand suppliers. We have not 

been…I do not think we have been engaging in that. We have been working with our own 

brands and there I think we can affect, but we have not built an enough strong dialogue with 

our brand suppliers.” (Daniel Johansson) 

 

Furthermore when asked if there is any pressure on Stadium to work in a sustainable way, 

Daniel Johansson says that Stadium experiences more pressure from consumers than 

suppliers. Lastly, with the sustainability report, Stadium claims to aspire to become more 

transparent as a company. By communicate with customers through the report, Stadium wants 

to share both positive and negative aspect of the business. 

 

5.1.2 Analysis of the gathered material concerning research question no. 1 

Stadium’s motives for working with CSR are to contribute to making the world a better place 

as well as engaging in stakeholders’ interests. Stadium’s wish to contribute to a better world is 

among other things, manifested through its collaborations with other companies to influence 

the logistics industry to become more sustainable.   

 

As previously mentioned, Stadium aims to incorporate CSR in all its business activities. 

According to the concept of CSR, this would make Stadium’s way of practicing CSR a 
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business strategy. This is manifested through practicing CSR in all their departments (for 

instance through making production processes more environmentally friendly and arranging 

sports camps for children) as well as having long-term goals considering CSR. By having a 

sustainability council where the different departments are represented, incorporating 

sustainability vision and values occurs in a natural way, which the CSR concept advocates. 

According to Daniel Johansson, much effort is put into building Stadium’s CSR values among 

employees to ensure that sustainability is important for all, and will continue to be so. This 

makes way for Stadium’s continued CSR practices in the future. 

 

When applying Carroll’s model of dividing CSR into different categories onto Stadium’s CSR 

practice, it becomes evident that Stadium does prioritize its social responsibilities differently. 

Firstly, it was not until last year that Stadium chose to incorporate a long-term goal of 

sustainability in its company policy. It therefore seems that Stadium has previously prioritized 

economic and legal responsibilities over other responsibilities, in accordance to the Carroll 

model (see page 13-14). Furthermore, the communication about CSR matters have so far been 

mostly confined to the company’s web page, and it was only last year that its first 

sustainability report was released. This also goes to show that ethical and philanthropic 

responsibilities have not been prioritized in practice or communication.  

 

However, Stadium’s view of sustainability has developed into a dual understanding and the 

company see sustainability from two perspectives - sustainability concerning environment and 

society and economic sustainability for itself as a company. It is at least as important for 

Stadium to act and produce items in a sustainable way, as it is to remain in business and thus 

keep a sustainable economy. As mentioned earlier, Stadium’s vision to activate the world has 

an economical aspect, as well as a philanthropic one. The economic aspect, to expand its 

business in new markets is a necessity in order to remain financially stable. Spreading its 

message of the benefits of exercise on the other hand, could be seen as going beyond its 

obligation as a company, and is therefore a part of the company’s optional philanthropic 

responsibilities.  

 

It therefore seems that Stadium’s priorities are changing, and ethical and philanthropic 

responsibilities are becoming more important. Through the sustainability council, ethical and 

philanthropic issues are being brought up and practiced throughout the organization. 

However, the focus areas of the company’s CSR practices (human rights, labor rights and the 
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environment) do still concern as much legal responsibilities as it do ethical ones. Stadium’s 

collaboration with charity organizations on the other hand show that Stadium are taking a 

larger philanthropic responsibility, which is a sign that the Carroll “pyramid” in Stadium’s 

case is becoming more and more square-shaped. The aim and ambition of developing 

Stadium’s sustainability practices and communication is also pronounced in the interviews 

with Daniel Johansson and Victoria Appelqvist. Even though they chose different stages on 

the Mirvis and Googins scale (see page 15), they both feel that Stadium has not yet reached 

the final and fifth stage of total transparency concerning CSR practices and communication. 

Based on the scale, Stadium is in between the innovative and integrated stage, because all 

aspects of the integrated stage are not practiced fully. Even though the different opinions in 

which stage Stadium is at, both Victoria Appelqvist and Daniel Johansson are aware of what 

Stadium must do to increase its transparency and which obstacles stand in its way. Stadium’s 

aim for the future is to develop both competence concerning CSR issues and the 

communication about these issues to stakeholders.  

 

Moreover, Stadium’s motive for working with sustainability is another factor that guides how 

it chooses to practice CSR. The company’s goal, to be in the leading position in the sport 

industry shows that it want to create and maintain strong relationships with stakeholders. 

According to reputation management theory, this is an important aspect in building and 

sustaining a strong reputation. A strong reputation can have many positive aspects for a 

company, one of them being economical development and easier establishment in new 

markets. Stadium’s wish to activate the world as well as being economically stable as a 

company is thus in line with, and explained by reputation management. Stadium uses two 

approaches to implement its vision to “activate the world” - by establishing in new markets 

and spreading its message to new stakeholders.  

 

Furthermore, reputation management argues for the importance of enlightening key 

stakeholders about the organization’s values and beliefs. This to simplify communication with 

stakeholders, and therefore, as an organization, adapt information to different stakeholder 

groups interests. By adapting communication to each stakeholder group, the opportunity to 

strengthen one’s reputation becomes greater (see page 16-17). However, Stadium seems not 

to have embraced this, and chooses to share information proactively and equally to its 

stakeholders. At the same time, Stadium in part uses communication channels recommended 

by reputation management, when communicating with their stakeholders. It seems that 
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Stadium’s CSR communication is mostly one-way, but Daniel Johansson also express the will 

to increase two-way communication. This would be both to consumers and brand suppliers, 

although the communication is aiming to achieve different things. Communication with 

consumers to increase Stadium’s knowledge of their interests and opinions, and 

communication with suppliers to affect the suppliers’ work for sustainability. Another 

communication ambition, which is currently a communication challenge, Stadium has for the 

future is to adapt communication about social responsibility to different stakeholder groups. 

One way the company aim to do this is by engaging in a dialogue with its brand suppliers.  

 

Further exploring stakeholders power, it is important for a company, not only to know about 

stakeholders’ interests, but in order to sustain long term relationships with its stakeholders, 

organizations need to incorporate these interests in their business. Through dialog with 

stakeholders, a company needs to create collaborations that are mutually beneficial to the 

company and its stakeholders (see page 17-18). By doing this, the stakeholders’ view of the 

company is likely to be improved and in turn boost the company’s reputation. This is one out 

of few ways that a company can affect its reputation in a positive way. Thus, Stadium ought 

to, and do, listen to, and communicate with its stakeholders and incorporate their interests in 

the company practices. An example of this is when Stadium’s focus areas for CSR were 

decided in agreement with employees, customers and other stakeholders.  

 

5.2 Reaching their consumers, or not? 

The material concerning the second research question (Does Stadium’s sustainable message 

reach its student consumers, and if it does, then in what way?) is hereafter presented. With our 

theories, we analyze the material from the individual interviews as well as the focus groups. 

The quotes that are presented are selected from the focus group interviews, and represent a 

common understanding and opinions presented by a number of participants in the same and 

other focus groups. Note that the focus groups were asked about sustainability and not CSR 

practice and communication, and hence CSR and sustainability are not used a synonyms in 

the summaries of the focus groups.  

 

5.2.1 Summary of the gathered material concerning research question no. 2 

Even though our focus group participants say that they are loyal customers towards Stadium, 

the majority of them do not identify themselves with the company. Only one participant did 
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exclaim: “It is because they have a company image that is more appealing to me than the 

other sporting goods companies.” (Focus group 3).  Furthermore, the majority of the 

participants claim that they have no knowledge of Stadium’s sustainable practices - all except 

one person, who claimed to have very limited information about the company’s CSR 

practices. When asked the question “What do you know about Stadium’s sustainable work?” 

the participants make educated guesses, but all claim that they have not been reached by 

information about the sustainability practices. One person refers to the sustainability 

communication as “there is basically no communication at all”, a view that is presented 

throughout all focus groups. One manifestation of this is that none of the focus groups knew 

about Re:activate and the fact that one can leave used clothes in all Stadium stores. As a 

suggestion for what Stadium might do to engage in CSR practice, one participant proposed: 

“A box where one can leave used clothes should be placed clearly in stores.” (Focus group 1). 

It therefore seems that Stadium has not communicated the Re:activate initiative efficiently.  

 

The focus groups also express that there is not any information in stores, on the labels of 

clothing or sporting goods or through commercials. The respondents do say that they believe 

that Stadium does a good job, due to that there has not been reported any “scandals” 

connected to the company’s social engagements. The one person that know a little bit about 

Stadium’s CSR practices, claims the information was found in Stadium’s stores, by their web 

page and through commercials. Furthermore, the focus groups in general believes that one has 

to be a proactive customer and find the information about a company’s CSR engagements on 

one’s own, prior to visiting a specific store. One aspect that consistently has been presented in 

all focus groups is the opinion that it is odd for Stadium not to communicate their CSR 

engagement more to their consumers, and more clearly overall. Below are two out of many 

opinions that were expressed in the focus groups.  

 

“Regardless what they do with sustainability, it feels like...In any case, I think that it is not 

often that you get it conveyed as a customer what the company does.” (Focus group 1) 

 

“But it is odd that one (Stadium) does not communicate it (sustainability) to a greater extent. 

Since almost no companies… There are very few companies who are profiled as, well how to 

put it… Sustainable? Or “fair” in some way. Maybe one could profit from communicating to 

a greater extent.” (Focus group 1) 
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Thus, the focus groups think that Stadium might benefit from communicating their 

sustainability engagements and sustainable products more. Moreover, as consumers, our focus 

groups feel that the lack of information makes them unable to make informed decisions when 

making a purchase. 

 

“Unfortunately, I know that, personally, I know too little about Stadium’s sustainability 

practices, what they do, how their practices affect sustainability in a wider perspective. I 

know way too little to be able to take a stance.” (Focus group 2) 

 

As one part of the focus groups, the respondents were shown parts of Stadium’s 

responsibility-page, and given information about their CSR practices. After this, all groups 

expressed the opinion that the information needs to be more clear and visible. Furthermore, 

the participants, when given information about Stadium’s CSR practices, was not surprised 

and expressed that this confirmed their expectations of Stadium’s sustainable practice.  

 

One interesting thing that was noticed in all focus groups is, when speaking of sustainability, 

that they all referred to grocery stores and restaurants, such as MAX. MAX is a Swedish fast 

food chain that plant trees all over the planet to carbon offset their production (First page, 

MAX’s official webpage). One participant says: “Yes, like MAX has done. Everyone (in the 

focus group) knew that it is MAX who plants trees in Africa.” (Focus group 2). Furthermore, 

most examples that were brought up in the focus groups referred to comparing regular 

products or food with ecological or Fair-trade.  

 

“I do not feel bad if I was to buy some kind of, I do not know, instant coffee [...] but when I 

buy my super expensive ZOEGA-coffee, and on the small label it speaks about women coffee 

farmers, and then I feel better.” (Focus group 2)  

 

“It is not like ICA, it is not […] there is ecological milk and there is regular milk and for me, 

it is like, ok now I will have to reach to either the left or the right.” (Focus group 1 - this was 

expressed in reference to regular and sustainable alternatives not being presented next to each 

other in clothing stores)  

 

Few thought of clothing stores or other industries and how sustainability could be practiced 

there. It therefore seems that the food industry, so far, has been more successful in 
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communicating CSR and sustainability practices. Two participants expressed this in the 

following words:  

 

“I would, honestly, say that the thought have not crossed my mind when going to a Stadium 

store that they have any, like, sustainable products.”  (Focus group 3) 

 

“But (with) clothes and sport equipment it is probably difficult, like if one wants to be an 

conscious consumer, it is very easy to do, like, environmentally friendly (choices) [...] if one 

talks about the environment, or fair trade as well. If one is at the grocery store, like, if you 

check, there is environmental labeling, but like there is not any (eco-labeling) on clothes.” 

(Focus group 1) 

 

Because the participants did not have much knowledge about Stadium’s sustainable practice, 

we asked the question “How do you think Stadium should communicate to their consumers 

about their CSR practice?” Several different suggestions were made, but one suggestion 

throughout the groups was that sustainability information should be presented in stores. For 

instance through signs, information on the receipt, by the staff in the checkout as well as when 

helping customers in store. Furthermore, the focus groups would like Stadium to be more 

visible when sponsoring events or supporting children. Also that their collaboration partners 

should be as open and visible about their collaboration with Stadium, as Stadium is. 

Moreover, it was suggested by the groups that TV-commercial and short YouTube 

commercials should be used to communicate Stadium’s sustainability message. However 

there were differences within the groups which communication channel is the most 

appropriate one.  

 

In contrast to the focus groups opinions, a short summary of Stadium’s views on their external 

communication is presented hereafter. 

 

“Our prime customer is a mom, 38 years old with two children who is supposed to feel… that 

she can come to us. And also to girls. Our range of products and our marketing is more 

directed towards girls and women than towards men.” (Daniel Johansson)  

 

Stadiums external communication is thus mainly directed towards women, although Stadiums 

sustainability communication is the same to all stakeholder groups. Victoria Appelqvist says: 

“I perceive that most stakeholders find our communication […] is informative and meet their 
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needs”.  For those wanting to know more about Stadium’s sustainability practices, Stadium’s 

customer services provide complementary information, according to Daniel Johansson.  

 

5.2.2 Analysis of the gathered material concerning research question no. 2  

As previously mentioned, most of Stadium’s overall communication and marketing is directed 

towards women. Although our focus groups are quite loyal customers (some are even a part of 

Stadium’s target group: young women) at Stadium, very few of them identify themselves with 

Stadium as a company. It therefore seems that Stadium does not fully enlighten its 

stakeholders of the company’s values and beliefs, something that according to reputation 

management is vital.  

 

Moreover, Stadium’s sustainability communication is equal to all stakeholder groups; it is 

conducted through the same communication channels and has not one particular target group. 

Because the CSR communication is the same to all stakeholder groups, identifying 

themselves with Stadium becomes even harder for the customers in our focus groups. 

Stakeholder theory advocates that organizations, when engaging in stakeholder interests, must 

prioritize specific interests for each stakeholder group, in order to maintain a strong reputation 

as well as strong stakeholder relationships. It therefore seems that Stadium’s communication 

strategies could be review in order to develop their stakeholder relationships further.  

 

According to Victoria Appelqvist the majority of their stakeholders find that the sustainability 

information provided by Stadium is informative and sufficient to their needs. However, our 

focus groups claim that Stadium’s CSR communication fails to reach their student customers; 

only one person knows a little bit about some parts of their social responsibility practices. 

Because the participants of our focus groups have an interest in sustainability, they make 

good guesses about Stadium’s social engagements, and their expectations are quite high. 

Along with the focus groups loyalty towards Stadium, this could reflect that Stadium has a 

strong reputation. However, although Stadium works actively to incorporate their values and 

sustainability in all aspects of their business, it seems that they have problems to convey this 

to customers. The concept of CSR furthermore claims that this could also contribute to 

customers finding it hard to identify themselves with the organization.  

 

Even though Stadium’s reputation seems strong among our focus groups, failing to 

communicate one’s sustainability message to other stakeholder groups might cause trust 
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between stakeholders and Stadium to deteriorate. Because of the lack of trust, Stadium’s 

reputation could be damaged. Both reputation management and stakeholder theory states that 

stakeholders have great power over organizations, and can affect an organization's reputation 

and business. Because of this, and because stakeholders are not bound to a single 

organization, they can change their loyalty against an organization swiftly. It is therefore 

important for organizations and companies to be aware of the power their stakeholders hold, 

and to form and maintain strong mutual relationships with them. Hence, Stadium needs to 

continue to manage their stakeholder relationships by providing important information about 

who they are as a company, but also making sure it is received. This could be executed by 

actively communicating and adapting information to customers. If another sports company 

became better in getting their CSR message across than Stadium, one could ask if our focus 

groups participants would continue staying loyal towards Stadium. Although this is a 

theoretical reasoning, this could very well happen to Stadium. 

 

Stakeholder’s power over organizations is not just to affect them negatively, but also 

contribute to positive aspects and a good reputation. For stakeholders to be able to do so, the 

opportunity must be given. As previously mentioned, Stadiums’ student consumers have no or 

little knowledge of their sustainability practices, and they express that it is odd that Stadium 

does not communicate their sustainability engagements more. The fact that the student 

consumers are unaware of the sustainability work, although it has not yet contributed to a less 

strong reputation for Stadium, the lack of information also prevent this group of consumers to 

contribute to a more positive reputation. Moreover, it is not only stakeholders who hold power 

over organizations; organizations do also hold power over stakeholders according to 

stakeholder theory. By finding out its stakeholders’ opinions and interests, Stadium has the 

opportunity to act on the information and affect their practices and communication according 

to their stakeholders liking. Thus, Stadium would benefit from listening to their stakeholders 

opinions about how they want to be reached with the sustainability messages, a view shared 

by both stakeholder theory and our focus groups. 

 

5.3 Consumer opinions and behavior 

In this section the material concerning the research question “How are student consumers’ 

behavior affected by their opinions about sustainability, and how is this expressed when 

considering their consumer behavior at (and opinions of) Stadium?” is discussed and analyzed 
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according to our chosen theories. The following sections are mostly based on the material 

from the focus groups. The chapter is concluded with a short presentation of Stadium’s 

opinions.  

 

5.3.1 Summary of the gathered material concerning research question no. 3 

One thing that became clear in all focus groups was that the participants believe that 

sustainability is important, and that most participants thought of the environment and social 

issues when thinking about sustainability. Furthermore not all of the participants base 

purchase decisions on sustainability. For some, it is simply that they do not think about it, for 

some there is an issue of price (as sustainable products are usually more expensive) and for 

some, they say that they do not have enough information to let sustainability affect their 

decisions and consumer behavior.  

 

“For me, it is a question of price. That is, for the same reason that I do not buy only ecological 

food, as I would want to, I do not do it because I cannot afford it. For the same reason, I do 

not buy clothes exclusively made by ecological cotton, fair trade labeled and so on.” (Focus 

group 2) 

 

“If they (Stadium) would have communicated their sustainability in a very good way, then 

one would have consider it (making a purchase).” (Focus group 1) 

 

Furthermore, the focus group participants do not consider sustainability in particular when 

buying sports wear and sports equipment. A general opinion, as presented earlier, is that one 

has to be very proactive as a consumer and seek information about sustainability on one’s 

own in order to know about a company’s CSR engagements. Our focus group participants do 

not seek information prior to their purchases and therefore find it hard to buy sustainable 

products in the extent they wish to. However, our participants do all expect that companies 

such as Stadium, practice CSR, and thus that their products reach a certain sustainability 

standard. One of the participants even claimed not having considered Stadium to be engaged 

in CSR practices. Moreover, the participants believe that more loyal and interested customers 

than themselves are more likely to seek and receive information about Stadium’s sustainable 

practices, and be affected by the information. One participant says:  
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“Let’s say that Stadium would be… Like that I would follow Stadium (through internet based 

channels), because I loved Stadium, then I would have thought that it (internet based 

channels) was a good channel […] Would a post on sustainability appear, then, because I 

obviously love Stadium, then I would read it.” (Focus group 1) 

 

When the participants were informed about Stadium’s sustainability engagements, the 

majority of them said that their opinions about Stadium and their consumer behavior remains 

unaffected. A few say that the information about Stadium’s sustainability practices makes 

them more likely to choose Stadium over other sport retailers. For instance, one participant 

would consider using the Re:activate box for handing in clothes.   

 

On the other hand, the general opinions about a company and its CSR practices is more likely 

to be affected by CSR scandals, than actual sustainability practices being executed by 

companies. One participant expressed this in the words: “If consumers were informed of a 

scandal or negative aspects of CSR practices, they would react.” (Focus group 1). Customers 

are therefore more likely to deselect a company rather than choose to buy their products. 

Another opinion that was presented during one focus group interview was that Stadium, and 

other retailer’s, sustainability and CSR practices matters little in comparison to the brands that 

they sell. According to the focus groups, a consumer is more likely to take a stand against a 

particular brand because of a CSR scandal or malpractice, rather than against the store that 

sells the particular brand. To conclude the participants’ opinions on the subject of 

sustainability, one could say that all participants believe that sustainability is becoming more 

important in society. One interesting aspect expressed in the focus groups, was the thought of 

clothing store and how sustainability could be practiced there. However, the participants did 

agree on that sustainability should play a larger role in purchase decisions as well as in 

corporate practices in the future. Hence some of the participants express skepticism towards 

companies working with CSR, and what motives lies behind them working with CSR. The 

focus groups show a degree of distrust, arguing that corporations’ sustainability practices not 

likely are as good as the companies say.   

 

To summarize Stadium’s views in short, Daniel Johansson believes that consumers’ opinions 

and behavior towards Stadium is generally affected by its CSR engagement. Sustainability 

could be seen as a strong argument to why consumers choose to shop at one company over 

another, says Daniel Johansson. He believes that Stadiums’ customers see more than just 
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sporting good store when they buy something at Stadium. As a result, Stadium finds 

sustainability an important aspect of business life, and strives to improve even more within 

CSR issues. There is also a widespread belief within Stadium that its stakeholders have 

interest in, and high expectations of, Stadium’s CSR practice.  

 

5.3.2 Analysis of the gathered material concerning research question no. 3 

Stadium is of the belief that its sustainability engagements are a contributing factor to why 

customers choose to shop at Stadium. The student consumers is of a different opinion, and are 

generally not affected by a company's’ CSR practices. This could however be because of the 

focus groups participants’ lack of knowledge concerning Stadium’s social responsibilities. 

 

As mentioned in the summary, the focus groups participants agree on sustainability being 

important. However, their purchases are not entirely determined by whether a product is 

sustainable or not. Our participants have different priorities when buying sustainable goods, 

where some have more interest in environmental issues than others. According to stakeholder 

theory, in order for an organization like Stadium to meet and implement different expectations 

from consumers, they need to pay close attention to consumers’ opinions. In line with 

stakeholder theory, organizations should consider which specific interest is prioritized for 

each type of stakeholder group. By doing so, it becomes easier for the organization to map out 

how to adapt information and which communicating channels are suitable.   

 

Even though the focus group participants agreed on Stadium’s lack of sustainability 

communication, they made good guesses about in what way Stadium is engaging in 

sustainability and other social responsibilities. The fact that our participants made good (and 

mostly correct) guesses, shows that stakeholders view organizations in a particular way, even 

though the external communication is perceived to be lacking. Therefore, an organization’s 

strong reputation can affect stakeholder behavior, even though they are not customers actively 

seeking knowledge about the organization (see reputation management, page 16-17). Even 

though Stadium’s communication about social responsibilities is perceived to be lacking, 

customers are loyal, they buy their products as well as regard Stadium as a company worth 

coming back to. Furthermore, the majority of the focus group participants would choose 

Stadium over other sport companies. For customers to act in such manner, there is mutual 

relationships between the organization and its stakeholders, with trust built between both 

parties. It also goes to show that not a single aspect of a company's business practices, in this 
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case CSR, is a determining factor for what stakeholders think about the company. It is, as 

claimed in the definition of reputation management, the overall estimation of a company by 

its stakeholders. 

 

According to reputation management, for an organization not managing stakeholder’s 

expectations about social responsibilities, negative consequences as losing good reputation 

and damaging stakeholder-relationships can arise. Even if the overall impression and 

reputation of a company is perceived by its stakeholders to be good even without information 

about all aspects of their practices, stakeholder’s power to affect the reputation in a positive 

way is smaller. In line with stakeholder theory, stakeholders gain awareness about social, 

environmental and financial issues through media and social media. Also, through their 

knowledge, the stakeholders have the power to affect companies and their reputation. As our 

focus groups have not gained information about Stadium’s sustainability practices they do not 

have the opportunity to improve Stadium’s reputation. They also say that they will not change 

their consumer behavior towards Stadium. The lack of information about a company can 

affect the mutual relationship between stakeholders and the company. Only if stakeholders are 

as interested of the company as the company is of their interests, will they be affected by the 

company’s practices.  

 

Also relatable to stakeholders gaining information about a company is the fact that few of the 

participants related clothing stores to sustainability (see 5.2.1). The participants comparison 

with the food industry, we argue, depends not only on interest, but also greater knowledge the 

consumers have about food and sustainability. One could therefore claim that consumers have 

more knowledge about the food industry and sustainable food, as media has covered the food 

industry more frequently. Because of consumer’s greater knowledge about sustainable food, 

they can affect grocery stores in a wider perspective. The knowledge about sustainable sports 

wear and sport equipment does not yet seem to be at the same level as the food industry, and 

it can therefore be difficult for consumers who do not actively seek CSR information about 

Stadium to shop sustainable sportswear. 
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6. Discussion and conclusions 

In the following chapter we will further discuss the results and analysis previously presented, 

and thus deepen our understanding of our results and analysis. In addition to this, we strive to 

draw conclusions from our study and how it may inspire future research.   

 

6.1 Summary of the analysis 

In summary, the results that have been presented in this chapter are many. For one, Stadium 

practices sustainability very broadly, and incorporate it in their business practices. They also 

aim to communicate their sustainability engagements to their stakeholders through different 

communication channels. The focus groups do however say that they have not been reached 

by Stadium’s sustainability message. Furthermore, all the participants in the focus groups 

have an interest in social and environmental issues. The participants view sustainability as an 

important aspect of corporate practice, and they all agree on that companies should contribute 

to a sustainable society. The focus groups also have high expectations on companies, which 

for instance is manifested through the fact they were not surprised when learning of Stadium’s 

CSR practices. The majority of participants considers sustainable alternatives when, for 

instance, buying food, but only occasionally when buying clothes and other products. The 

participants proved to be loyal customers to Stadium, and the majority preferably choose 

Stadium over other sports companies when buying sportswear and sports equipment. 

However, most students claim to not changing their opinions of Stadium or consumer 

behavior due to information about the company’s CSR engagements. 

 

6.2 Discussing the results and analysis  

Stadium seems to have incorporated the concept of CSR in many of their departments, and 

hence working with sustainability in a broad way. Although Stadium has embraced their 

social responsibilities on several levels, we argue that the different aspects of CSR or 

sustainability as Stadium names it (economical, ethical and so forth) have been prioritized 

differently. According to the Carroll model of mapping out different aspects of CSR, the 

economical aspect is frequently the most prioritized one and philanthropy the least prioritized 

responsibility. As Stadium’s view of sustainability is dual, where economy is one half, we 

perceive that the economical responsibility is the most important aspect of CSR for Stadium. 

Furthermore, Stadium’s focus areas are the environment, human rights and labor rights, and 
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one could hence claim that the legal and ethical aspects has become bigger concerns to 

engage in for Stadium than the aspect of philanthropy. Although the company also engage in 

philanthropic activities and collaborations, these seem not to be as prioritized in all 

departments. This would go in line with Carroll’s model “The Pyramid of Corporate Social 

Responsibility”. However, we see that Stadium’s ambition to develop ethical and 

philanthropic responsibilities, are turning the Carroll’s pyramid shaped model into a more 

square shaped one. This proves that sustainability is becoming a more important factor in all 

CSR practices at Stadium. It goes in line with the focus groups opinions about sustainability 

being integrated in important CSR aspect. This could show that sustainability can and should 

be integrated in other aspects of corporate social responsibility, to satisfy consumers and 

company interests. It is possible that social responsibilities in other companies in the 

commerce industry will be more important when the new law of social responsibility 

reporting come in effect. This could argue that the Carroll model needs to develop a more 

square shaped feature.  

 

The way Stadium practices CSR, by having a sustainability council where the different 

departments are represented is one way out of many to incorporate sustainability in all CSR 

aspects in all business practices. We argue that this method of working with CSR is more 

effective than if one person or separate department were in charge of all sustainability 

commitments. Integrating sustainability could then be a lot harder as the opinions and desires 

of different departments would compete rather than come together in mutual understanding. 

Daniel Johansson says that in the future, he would like to see that the competence level on 

sustainability issues is developed within the council. As long as the work method of having a 

council itself is not changed, this is a positive thing, according to us. We believe that this way 

of practicing CSR is the best way to use CSR as a business strategy, and ensure that 

sustainability is valued within the entire organization. Stadium’s choice to convey their 

communication of CSR message through the same channels to all of their stakeholders could 

however be debated. If indeed the message reaches most of their consumers, it seems like a 

good, cost-effective method. Alas, our study has shown that student consumers have very 

little knowledge of Stadium’s social engagements and thus have not been efficiently reached 

by Stadium’s communication efforts.  

 

One could argue that Stadium’s non-financial communication is more adapted to one or two 

stakeholder groups, for instance shareholders and suppliers. Spreading the same information, 
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through the same communication channels without adapting it to other stakeholder groups, 

could ultimately mean that the other stakeholder groups are not reached by the information, 

which is of interest to them. The vision of Victoria Appelqvist to start adapting information to 

each stakeholder group in the future therefore seems a good development on Stadium’s part. 

It may give positive results in the form of gained knowledge among stakeholders. In line with 

both reputation management and stakeholder theory, this could strengthen the relationship to 

stakeholders. Also this could contribute to a more positive reputation as the company’s 

transparency increases. At the same time, Stadium is not alone in having difficulties spreading 

their sustainability engagements - our student focus groups claim that they do not think of 

clothing stores when discussing sustainability.   

 

Most of our focus group participants have proved not to be one of Stadium’s target groups 

(only the girls are), it may be interesting to discuss our choice of using student consumers in 

our focus groups. As mentioned before, the majority of our focus group participants have not 

been reached by information about Stadium’s sustainability practices, even though they 

express having interest in sustainability. If our focus groups would have consisted of only 

women, and perhaps older than most students, who are Stadium’s target groups, would our 

result have been different? Would it prove that people have been reached by Stadium’s 

information? It seems difficult to tell for certain. At the same time, it does not make our result 

less valid and important. Because although students are not Stadium’s most important 

customer group or the dedicated foci of the company’s marketing, students ought to be 

viewed as an important stakeholder group. Partly because they seem to be a very loyal group 

of customers, with a large interest for many of Stadium’s core values and sustainability 

practices. Also, in 15-20 years, some of them will become a part of Stadium’s prime target 

group, lower-middle aged women. To build strong long-term relationships with its 

stakeholders, as both reputation management and stakeholder theory advocates, Stadium 

needs to start this process while their customers are as young as students. Therefore we are of 

the opinion that students should be viewed as an important stakeholder group by Stadium. 

 

All stakeholders have the opportunity to affect organizations and their reputation, as 

mentioned in the analysis chapter. By making sure to reach the student consumers with 

Stadium’s sustainability message, Stadium allows for the opportunity to be regarded 

positively by this consumer group. Although their student consumers are now loyal to 

Stadium, the relationship between Stadium and its student consumers is fragile. This due to 
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the fact that student consumers lack information about Stadium as a sustainable company. 

Stadium’s marketing efforts are directed to other target groups, and furthermore that their 

CSR message does not reach the student consumers. Because of the fragile relationship 

between student consumers and Stadium, the student consumers do not have enough of an 

interest to use their power over Stadium and affect the company in a positive or negative way.  

 

In case of a scandal, it is therefore unlikely that the student consumers continue to be loyal to 

Stadium, as they do not have a very strong relationship to Stadium. It is therefore likely that 

they are inclined to go to another sporting goods retailer in such a situation. One could say 

that the risk of student consumers using their power over Stadium in a negative way is greater 

that in a positive way. This due to the fact that they do not have an incentive in contributing to 

a positive view of Stadium.  

 

Since the focus groups have not been reached by communication about Stadium’s social 

engagements, they believe that one has to be very active as a consumer to be able to be 

reached by Stadium’s information. They do find this to be problematic, as they themselves do 

not seek information prior to a purchase. At the same time they would like to be informed 

while making a purchase in stores, and be given the opportunity to purchase sustainable 

products. In accordance with stakeholder theory, an organization should pay close attention to 

each of their stakeholder groups’ interests and opinions. This would further support adapting 

sustainability information and communication channels to each stakeholder group based on 

their interests.  

 

As Stadium does not yet adapt CSR communication to each stakeholder group (although their 

ambition is to develop this), a discussion of how this may occur in the future will hereby 

follow. Apart from adapting how to communicate to each stakeholder group, it is also 

important to adapt what to communicate to each stakeholder group. One possible reason that 

our focus group participants is not being reached by Stadium’s CSR message could be that 

they do not belong to Stadium’s main target group, women. It may also explain why our focus 

groups finds it hard to identify themselves with Stadium as a company, all though they still 

have a positive view of the company. As the students value and are interested in 

sustainability, the possibility for them to identify themselves with Stadium may be greater if 

Stadium’s CSR message reach them in a greater extent. As mentioned in the third summary 
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(see 5.3.1), many students seem more interested in environmental sustainability, although a 

few students mention human right as an important aspect.  

 

Let’s presume that Stadium starts to adapt social responsibility communication to each 

stakeholder group. There is still the issue of the majority of the student’s not changing their 

view of Stadium or their behavior even after learning of Stadium’s social engagements. One 

reason for this could be the general skepticism against companies’ CSR practices, which some 

of the participants in the focus groups express. Green washing is a fact among some 

companies, and some consumers may have picked up on that, making them more skeptical 

towards all companies. This consequently is a problem for all companies working with CSR 

as they are affected by the general skepticism. One could also argue that students in general 

are critical of sources, and thus do not believe corporate information unless it has been 

confirmed by a third party. Having each company’s sustainability practices scrutinized and 

the differences between different stores mapped out clearly may reduce skepticism and 

suspicions of green washing. 

 

On the other hand, if our focus group participants would have received Stadium’s CSR-

message prior to the focus groups, one could discuss how the participants would have acted. 

This could be compared to the food industry, which the majority of our participant referred to 

when discussing sustainability. As previously mentioned, stakeholder theory claims that 

stakeholders gain knowledge of organizations through media and social media. The food 

industry has appeared more in media than the clothing and sports industries, and so 

consumers have more knowledge of the food industry. As it appears, the focus groups do 

consider sustainability information when grocery shopping. It seems therefore that the 

knowledge they have of the food industry’s CSR practices affects their consumer behavior. 

This somewhat contradicts the majority’s claims that sustainability is not a deciding factor 

when shopping. Therefore, their consumer behavior at Stadium may come to change despite 

of the focus groups’ claims. 

 

In addition to the discussion of Stadium’s difficulties reaching their consumers, it is important 

to underline that Stadium is not alone in this. Stadium as a company is quite similar to other 

companies in the same industry - they are all mostly retailers of the same global brands such 

as Nike and Adidas. Stadium stands out a little bit by having their own brand of sporting 

clothes and goods, as well as their extensive CSR and sustainability efforts. Overall it is still 
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difficult for consumers to distinguish the different stores from one another. Some of our focus 

groups participants therefore believe that it is more likely that consumers take a stand against 

the global brands sold at retailers such as Stadium. If this is true, little of Stadium’s own CSR 

practices will matter to their customers, apart from their dialogue with, and trying to put 

pressure on their brand retailers. Another reason as to why the focus groups find it difficult to 

distinguish Stadium’s sustainability practices from other retailers is because they generally 

have high expectations of all the sports retailers (as well as all large companies). For this 

reason, if Stadium implements their vision of being the foremost company in the business at 

CSR issues, it may prove tough to convey this to customers.  

 

So how can Stadium change the opinions and behavior of their student consumers through 

their CSR communication, without causing skepticism? One could look to the food and 

restaurant industry for aid, as all the focus groups has proven to both be well informed of for 

instance fast food chain MAX’s sustainability practices. MAX communicates proactively 

their sustainability messages in their restaurants; impossible to miss for everyone looking at 

their menus or watching their TV-commercials. Albeit that MAX belongs to a different 

industry where different conditions and customs apply from Stadium’s industry, it seems that 

the focus groups prefer this way of communicating at Stadium too. Furthermore, the focus 

groups discussed sustainability in grocery stores, and seemed to prefer to have an obvious 

choice between the sustainable products and the regular ones. By placing products made from 

sustainable materials right next to regular products and clearly display the differences 

between them in Stadium’s stores, could be one way to aid the customers in making 

sustainable choices when purchasing at Stadium. Moreover, some students claim that price is 

an important aspect when considering buying sustainable products. The differences in price 

would also become more obvious by the placement of products in stores. These measures are 

but a few to make Stadium’s sustainability and CSR engagements more visible to student 

consumers. This could also contribute to (in line with reputation management), Stadium’s 

vision of being an environmentally friendly company and therefore be perceived by their 

stakeholders as sustainable.  

 

In addition to this, our focus group interviews have shown that the student consumers seem 

more interested in the environmental aspect of CSR. Stadium could therefore probably benefit 

from focusing their sustainability communication toward students on the environmental issues 

the company is engaged in. In summary, finding out what pieces of sustainability information 
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the students are interested in, as well as through which communication channels they could be 

reached could help Stadium to spread their CSR message. By doing so, and further 

developing using CSR as a business strategy incorporated in all aspects of business life, 

Stadiums’ chances of strengthening their already good reputation increases. 

 

The focus groups also have some suggestions of their own on which communication channels 

Stadium could use to reach student consumers. Their opinions are not altogether the same, but 

many would like in-store marketing buy staff and through posters, and through labels on the 

products. Some of the suggestions were about advertising through social media and You 

Tube, while some speaks against it, meaning that they never watch such advertisements. 

Many feel that TV-commercials should not be used, partly because it is expensive. What they 

do not suggest as a good channel for communicating CSR to consumers is the website, which 

they themselves would not visit to find information about sustainability. As previously 

mentioned, the participants think that consumers who have more interest in Stadium’s 

sustainable practices visit the webpage. If Stadium heeds the focus groups suggestions they 

may be able to reach their student consumers more efficiently. 

 

6.3 Conclusions  

Through our material, our results and our analysis, we have found that some conclusions can 

be made of our study. Firstly, this study’s purpose is to find out the importance of 

sustainability in corporate social responsibility. The purpose has been fulfilled by our results 

pointing to the fact that sustainability is a very important factor of CSR. Sustainability is and 

can be integrated in legal, ethical and philanthropic corporate social responsibilities. It can 

therefore be included in all parts of the production process, material choices, how to treat 

employees and how to run stores and other facilities.  Based on our study we have developed 

a modern understanding of CSR as a concept by focusing on sustainability in CSR practices 

and communication. With basis in academic and non-academic definitions of CSR as well as 

our study’s results, we form a definition of our own. It underlines the importance of 

sustainability as an integrated part of all CSR aspects. It reads as follows: CSR is 

organizations’ responsibilities towards their stakeholders and working for a sustainable 

society as a whole.  
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Figure 1. Shows how Carroll’s model “Pyramid of corporate social responsibility” is becoming more 

square shaped, as we argue with the sustainability aspect (the green area) becoming an more integrated 

part in all CSR aspects. 

 

Stadium’s way of approaching and practicing CSR is closer to our definition than Bowen’s 

definition. Bowen’s definition is not very specific and does not focus on sustainability, and 

therefore fails to fully explain Stadium’s way of practicing CSR, as sustainability plays a 

large part in Stadium’s social responsibility practices. At Stadium, sustainability is integrated 

in all CSR practices, and so it could be in CSR practice in other organization. This further 

proves that our definition of CSR makes way for a new understanding of the concept of 

corporate social responsibility. The importance of sustainability in CSR practice is also 

reflected in the opinions of our focus groups; for instance, environmental issues have been 

expressed to be important. Also, our definition of corporate social responsibility has made 

way for answering our research questions.  

 

To answer our first research question “How does Stadium practice and communicate its CSR 

engagements externally (focusing on sustainability)?” we have found that Stadium works very 

broadly with corporate social responsibility. The basis of all their practice is sustainability; 

either environmental (for instance using less chemicals in production processes), employee 

related (for instance ensuring that their suppliers’ employees have fair wages), philanthropic 

(among other to spread the word of an active lifestyle and Re:activate) or other CSR activities 

- they all have the same foundation and purpose. Moreover, Stadium’s communication about 

their sustainable practices have been confided to a few communication channels, where their 

web page seems to be the most important one along with their sustainability report. The 

communication is equal in content and provided in the same communication channels to all 
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stakeholders, although more information is given when asked for, for instance through 

customer services.  

 

To answer our second research question, “Does Stadium’s sustainable message reach its 

student consumers, and if it does, then in what way?” a simple “no” might suffice. However, 

in an effort to explore why Stadium has not been able to convey their CSR-message to their 

student consumers, we found that their primary communication channels are unused by the 

focus groups. The student consumers would much rather be informed in-store while 

considering a purchase, rather than prior to even considering coming to the store. This may 

not be optimal for all consumers, as they might not consider coming to a Stadium store unless 

given information about their practices and social responsibilities. However, the students in 

our focus groups does seem so loyal to Stadium that they will continue shopping at Stadium, 

even without prior information.  

 

The third and last research question “How are student consumers’ behavior affected by their 

opinions about sustainability, and how is this expressed when considering their consumer 

behavior at (and opinions of) Stadium?” has proven to have many answers. The focus groups 

were not in agreement, and contrary opinions were expressed in answering our inquiry. All 

participants are of the opinion that sustainability is important, and will become an even more 

aspect of consumption in the future. However, they are each affected differently by 

information about sustainability when shopping; some are more inclined to shop sustainably if 

information is given while most participants’ behavior remains unaffected. Furthermore, the 

majority’s view of Stadium is unaffected after given information about their sustainability 

practices. It therefore seems that the chance of our focus groups changing their opinions or 

consumer behavior at Stadium, despite how Stadium chooses to communicate their CSR 

message, is quite small. At the same time, the student consumers are very loyal to Stadium, 

which is likely to be because of their reputation. For this reason, the student consumers are 

likely to continue shop at Stadium, albeit independently of Stadium’s sustainability 

communication.   

 

6.4 Further research 

Based on our study, we have discussed how the results may be developed further in a 

developed or other future study. For one, conducting a developing study researching if other 

Stadium consumer groups are reached by their CSR communication would be interesting, and 



 54 

would set the results of our study in perspective. Furthermore, another study that would put 

our results in perspective would be to study consumers that explicitly are not loyal to 

Stadium, and to see how shifts in behavior and opinions differs to the results of the loyal 

customers. A study analyzing if and how Stadium’s target groups are reached by 

sustainability information would be especially interesting to compare with our results. 

Furthermore, one could also study other stakeholder groups of Stadiums’ and compare the 

results of, if and how sustainability information is received by different groups.  

 

Furthermore, a comparative study of other sport goods retailers would set our results into 

perspective. Does some other sporting good company do better in conveying their CSR 

practices? Another interesting study would be to venture beyond only the sporting goods and 

clothing industry. As many of the participants in the focus groups spoke of the food and 

restaurant business when faced with the subject of sustainability, it seems that this industry 

have found some way to get their CSR-message across. A comparative study between the 

different industries way of marketing may therefore also be interesting. 

 

Moreover, one could ask if the best way to implement CSR practices and communication is 

based solely a theoretical perspective. Or would it be better to learn as you go along, engaging 

more in stakeholders’ interest and paying attention to their needs? With the new 

understanding of how CSR as a concept could be understood (with the sustainability aspect in 

focus), one might need to reevaluate and possibly re-conduct previously performed studies on 

corporation’s CSR practices. This because the may have been focusing on CSR practices 

without the view of sustainability as an integrated aspect. Moreover, although CSR is well 

spread and practiced within business society, the academic world is lagging behind. Because 

of this and CSR is a well-debated topic, we find that more research about CSR in relation to 

companies’ practices and communication is needed. More research could therefore contribute 

to developing implementation of CSR practices and communication, and making CSR a more 

established subject in the academic world, as well.    

 

6.5 Final reflections on the report 

As writers of this report, we have spent much time studying the concept of CSR, how 

companies practice it as well how they choose to communicate it. Furthermore, we have 

received insight in how Stadium, one of Sweden’s largest sport retailers, practices some of 

their social responsibilities and how they externally convey their CSR communication to their 
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stakeholders. Our approach to CSR has primarily been theoretical, which mostly explains 

phenomena in a systematic and “easy” way. Our approach makes us believe that engaging, 

implementing and communicating social responsibilities is easy in theory. At the same time, 

we have become aware that effective practice and communication of sustainability is easier 

said than done.  

 

CSR is a relative new and well-debated phenomenon, thus it is hard to predict different 

stakeholder groups interests, expectations and behavior, depending on how a company 

chooses to engage in CSR. Expectations of organizations engaging in social and 

environmental issues have become more common today. Furthermore it is hard to know 

which communication channels are the most suitable to meet these expectations, as all 

stakeholder groups have their own particular expectations and interests, and all companies 

have different kinds of stakeholders.  

 

In summary, writing this report about Stadium and their social responsibilities has contributed 

to increasing our own knowledge about CSR: how it is implemented, practiced, 

communicated and could be communicated externally. In addition we hope that this report 

will contribute to a greater understanding of the concept of sustainability in the business 

world, the academic world and for Stadium especially. 
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Appendix 

Appendix 1 - Interview guide for Daniel Johansson, the 4th of November. 

Vår studie handlar om CSR och CSR-kommunikation med fokus på hållbarhet. CSR står för 

Corporate Social Responsibility och innebär att företag tar ett större social ansvar i samhället 

än de måste, exempelvis genom att arbeta mot barnarbete, använda miljövänliga 

produktprocesser etc. Vårt syfte är att ta reda på hur Stadium arbetar med CSR och CSR 

kommunikation, och hur det fungerar utifrån ett konsumentperspektiv. För att studien ska gå 

rätt till använder vi de fyra etiska kraven som krävs för att kvalitativ forskning ska ses som 

tillförlitlig. 1. Informationskravet = de som deltar i studien ska känna till studiens syfte. 2. 

Samtyckeskravet = deltagarna samtycker till att delta i studien. Inget tvång och du kan 

avbryta när du vill. 3. Konfidentialitetskravet = uppgifter om studiedeltagarna ska förvaras på 

ett sätt så att obehöriga inte kan ta del utav det. 4. Nyttjandekravet = den insamlade 

informationen används endast till denna studie. Samtycker ni till detta och är det ok att vi 

spelar in? 

 

Intervjufrågor: 

 Hur länge har du jobbat på Stadium? 

 

 Hur kommer det sig att du valde arbeta för Stadium? Något speciellt som fick dig att 

söka dig till företaget?  

 

 Vad har du för examen? 

 

 Har du tidigare arbetat med hållbarhetsfrågor? 

 

 Du är både hållbarhetschef och logistikchef, vilka är dina arbetsuppgifter?  

 

 Vad innebär hållbarhet för dig? 

 

 Ni har en kontintuelig kampanj (som vi förstår det) som heter re:activate som innebär 

att man kan lämna in gamla sportartiklar för att de ska återanvändas eller återvinnas. 

Vad tycker du om insamlingen? Tycker du att det fungerar bra eller dåligt 

(varför/varför inte? vad kan ni göra för att fler ska återvinna sina sportartiklar?) 
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 Hur fördelar du din tid mellan logistikfrågor och andra hållbarhetsfrågor? (Vilket 

område är mest prioriterat?) 

 

 Inför vårt arbete så har vi läst ganska mycket litteratur om CSR, och företag brukar 

dela sin i olika stadier i hur de arbetar med sociala frågor. Vart skulle du vilja placera 

Stadium? Motivera det valda stadiet.  

 

1. Grundläggande nivå/elementary: På en grundläggande nivå är företaget mest 

intresserad av att följa lagar och regler gällande arbetsförhållanden, vinster och 

kommunikation. Kommunikation sker enkelriktat och reaktivt, snarare än proaktivt.  

2. Engagerande nivå/engaged: Företag börjar arbeta med CSR-frågor och agera utifrån 

ett filiantropiskt perspektiv. Börjar kommunicera och skapa relationer med intressenter 

(konsumenter, investerare, medarbetare) samt civilsamhället och organisationer som 

NGOs.  

3. Innovativ nivå/innovative: Företaget arbetar proaktivt med och engagerar sig i CSR-

frågor utifrån sina intressenters intressen inom CSR. Försöker att arbeta transparent 

men begränsar innehållet i den kommunikation som sker externt, genom att 

exempelvis undvika att tala om negativa aspekter.   

4. Integrerad nivå/integrated: Företaget har en helhetsapproach och integrerar arbetet 

med CSR-frågor i alla delar av sin organisation. Även samarbeten med andra 

organisationer och Non Governmental Organizations gällande CSR-frågor. 

5. Förändrad nivå/transforming: Full transparens i företagets externa och interna 

kommunikation om vad som händer i företaget (både positiva och negativa händelser 

och information). Företaget arbetar också aktivt för att finna nya områden för arbete 

inom CSR.  

 

 Arbetar ni med samma hållbarhetsmål och metoder i alla era verksamheter och i alla 

verksamhetsländer? (ex. i butiker, lager och SK?) 

 

 Hur involverad är du i kommunikationen om Stadiums hållbarhet/CSR-arbete?  

 

 På hemsidan säger ni att att ni ständigt ska bli mer innovativa och förbättra produkter 

och processer ur ett hållbart perspektiv. Är det några speciella produkter ni valt att 

fokusera på eller är det alla produkter ni säljer?  
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 Vi har förstått att ni arbetar med hållbarhet och CSR på flera olika nivåer, från 

produktion till butik, och på hemsidan står det att ni arbetar utifrån värderingen team 

spirit. Innebär det att ni utövar påtryckningar på era leverantörer osv att arbeta lika 

hållbart som ni? (Låt säga NIKE, hur påverkar ni dem?)  

 

 Känner ni ett externt tryck från era intressenter, ex. konsumenter, leverantörer etc. till 

att arbeta mer med CSR (hållbarhet, miljö etc). Isf, hur tacklar ni detta?  

 

 Tror du att ert CSR-arbete påverkar hur folk ser på er? (tror du att det påverkar ert 

anseende positivt, negativt eller inte alls?) 

 

 Ibland kan CSR-arbete uppfattas som att “det är bra för att vara sant” och att 

konsumenterna ställer sig skeptiska till företagets sociala ansvar, vad anser du om det? 

Hur tror du att en sådan syn skulle kunna förändras? 

 

 Är Stadiums hållbarhetsarbete och annat CSR-arbete tillräckligt? (Varför/varför inte?) 

 

 Hur kan Stadiums hållbarhetsarbete utvecklas i framtiden? (Hinder för utveckling? 

Utvecklingsmöjligheter? Kommer hållbarhet/CSR vara relevant i framtiden?) 

 

 Är det något mer du vill tillägga eller ta upp som vi inte ha pratat om ? 
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Appendix 2 - Interview guide for Victoria Appelqvist, the 24th of November. 

Vår studie handlar om CSR och CSR-kommunikation med fokus på hållbarhet. CSR står för 

Corporate Social Responsibility och innebär att företag tar ett större social ansvar i samhället 

än de måste, exempelvis genom att arbeta mot barnarbete, använda miljövänliga 

produktprocesser etc. Vårt syfte är att ta reda på hur Stadium arbetar med CSR och CSR 

kommunikation, och hur det fungerar utifrån ett konsumentperspektiv. För att studien ska gå 

rätt till använder vi de fyra etiska kraven som krävs för att kvalitativ forskning ska ses som 

tillförlitlig. 1. Informationskravet = de som deltar i studien ska känna till studiens syfte. 2. 

Samtyckeskravet = deltagarna samtycker till att delta i studien. Inget tvång och du kan 

avbryta när du vill. 3. Konfidentialitetskravet = uppgifter om studiedeltagarna ska förvaras på 

ett sätt så att obehöriga inte kan ta del utav det. 4. Nyttjandekravet = den insamlade 

informationen används endast till denna studie. Samtycker ni till detta och är det ok att vi 

spelar in? 

 

Intervjufrågor: 

 Hur länge har du jobbat på Stadium? 

 

 Hur kommer det sig att du valde arbeta för Stadium? Något speciellt som fick dig att 

söka dig till företaget?  

 

 Vad har du för examen?  

 

 Har du tidigare arbetat med kommunikation? 

 

 Du är marknadsdirektör, vad har du för arbetsuppgifter? 

 Vad innebär Corporate Social Responsibility och hållbarhetsarbete för dig? 

 

 Vilken är den viktigaste aspekten av Stadiums CSR-arbete enligt dig? 

(följdfråga: vilka målgrupper är intressanta?, Vilka aspekter av CSR är intressanta?) 

 Hur prioriterat är CSR-kommunikation bland dina arbetsuppgifter?  

 

 Inför vårt arbete så har vi läst ganska mycket litteratur om CSR, och företag brukar 

dela sin i olika stadier i hur de arbetar med sociala frågor. Vart skulle du vilja placera 

Stadium? Motivera ditt val 
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1. Grundläggande nivå/elementary: På en grundläggande nivå är företaget mest 

intresserad av att följa lagar och regler gällande arbetsförhållanden, vinster och 

kommunikation. Kommunikation sker enkelriktat och reaktivt, snarare än proaktivt.  

2. Engagerande nivå/engaged: Företag börjar arbeta med CSR-frågor och agera utifrån 

ett filiantropiskt perspektiv. Börjar kommunicera och skapa relationer med intressenter 

(konsumenter, investerare, medarbetare) samt civilsamhället och organisationer som 

NGOs.  

3. Innovativ nivå/innovative: Företaget arbetar proaktivt med och engagerar sig i CSR-

frågor utifrån sina intressenters intressen inom CSR. Försöker att arbeta transparent 

men begränsar innehållet i den kommunikation som sker externt, genom att 

exempelvis undvika att tala om negativa aspekter.   

4. Integrerad nivå/integrated: Företaget har en helhetsapproach och integrerar arbetet 

med CSR-frågor i alla delar av sin organisation. Även samarbeten med andra 

organisationer och Non Governmental Organizations gällande CSR-frågor. 

5. Förändrad nivå/transforming: Full transparens i företagets externa och interna 

kommunikation om vad som händer i företaget (både positiva och negativa händelser 

och information). Företaget arbetar också aktivt för att finna nya områden för arbete 

inom CSR.  

 

 Hur kommunicerar Stadiums sitt CSR-arbete och engagemang?  

Följdfrågor: Genom vilka kanaler? Till vilka målgrupper? Skiljer sig kommunikationen och 

kommunikationskanalerna mellan olika målgrupper såsom investerare och konsumenter? Om 

ja, varför? Skiljer sig ovan nämnda saker mellan olika målgrupper av konsumenter ex mellan 

studenter och barnfamiljer? Arbetar ni med samma kommunikationsmål och tillämpar ni 

samma metoder i alla era verksamheter och i alla verksamhetsländer? (ex. i butiker, lager och 

SK?) 

 På hemsidan under fliken “Vårt ansvar” skriver ni att handling ger resultat, inte ord. 

Gäller det även för Stadiums CSR-arbete? Anser du att Stadiums CSR-kommunikation 

stämmer överens med det CSR-arbete som ni gör?  

 

 Finns det någon situation där ni på Stadium använder er av kommunikation i ett 

inspirerande syfte för utveckling inom CSR-frågor, alltså för att motivera medarbetare 

och ledning till förändring? 

 



 64 

 Ni har en kontintuelig insamling (som vi förstår det) som heter Re:activate som 

innebär att man kan lämna in gamla sportartiklar för att de ska återanvändas eller 

återvinnas. Vad tycker du om insamlingen? Arbetar ni aktivt med att marknadsföra 

insamlingen? 

 

 Har ni (andra) kampanjer eller någon annan form av marknadsföring som fokuserar på 

eller lyfter fram olika delar av Stadiums CSR-arbete? 

 

 Vi har förstått att ni arbetar med CSR på flera olika nivåer, från produktion till butik, 

och på hemsidan står det att ni arbetar utifrån värderingen Team spirit. Innebär det att 

ni utövar påtryckningar på era leverantörer osv att arbeta lika hållbart som ni? (Låt 

säga NIKE, hur påverkar ni dem?)  

 

 Uttrycker era intressenter en vilja att veta mer om ert CSR-arbete? Hur tacklar ni i så 

fall det? Anser du att er position i branschen (som en av de största sportkedjorna i 

Europa) påverkar det externa trycket på ert gällande engagemang i, och information 

om, CSR-frågor? 

 

 Tror du att ert CSR-arbete påverkar hur folk ser på er? (tror du att det påverkar ert 

anseende positivt, negativt eller inte alls?) 

 

 Ibland kan CSR-arbete uppfattas som att “det är bra för att vara sant” och att 

konsumenterna ställer sig skeptiska till företagets sociala ansvar, vad anser du om det? 

Hur tror du att en sådan syn skulle kunna förändras?  

 Är Stadiums kommunikation om hållbarhetsarbete och annat CSR-arbete tillräckligt? 

(Varför/varför inte?) 

 

 Hur kan Stadiums kommunikation om CSR utvecklas i framtiden? (Hinder för 

utveckling? Utvecklingsmöjligheter? Kommer CSR och CSR-kommunikation vara 

relevant i framtiden?) 
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Appendix 3- Interview guide for focus groups, the 23rd and 24th of November. 

Vår studie handlar om CSR och CSR-kommunikation med fokus på hållbarhet. CSR står för 

Corporate Social Responsibility och innebär att företag tar ett större social ansvar i samhället 

än de måste, exempelvis genom att arbeta mot barnarbete, använda miljövänliga 

produktprocesser etc. Vårt syfte är att ta reda på hur Stadium arbetar med CSR och CSR 

kommunikation, och hur det fungerar utifrån ett konsumentperspektiv. För att studien ska gå 

rätt till använder vi de fyra etiska kraven som krävs för att kvalitativ forskning ska ses som 

tillförlitlig. 1. Informationskravet = de som deltar i studien ska känna till studiens syfte. 2. 

Samtyckeskravet = deltagarna samtycker till att delta i studien. Inget tvång och du kan 

avbryta när du vill. 3. Konfidentialitetskravet = uppgifter om studiedeltagarna ska förvaras på 

ett sätt så att obehöriga inte kan ta del utav det. 4. Nyttjandekravet = den insamlade 

informationen används endast till denna studie. Samtycker ni till detta och är det ok att vi 

spelar in? 

 

Uppvärmningsfrågor: 

 Är ni kunder på Stadium eller känner ni till Stadium på något annat sätt (ex genom 

jobb, känner någon som jobbar, som sponsor eller annat)? 

 

 Om ni står i ett köpcentrum och ska välja att gå in på Intersport, Team Sportia eller 

Stadium, vilken butik skulle ni välja och varför? 

 

Diskussionsfrågor: 

 Vad innebär hållbarhet för er? 

 

 Är hållbarhet eller hållbarhetsarbete hos ett företag en viktig faktor för er som 

konsumenter, ex i ett köpbeslut? Utveckla era resonemang. 

 

 Anser ni att det är bättre att ett företag fokuserar mer på hållbarhet i sin verksamhet 

och produkter än exempelvis erbjuda produkter till lägre priser än andra affärer? 

Motivera!  

 

 Vad tycker ni om Stadium (Bra, dåligt, bra produkter, lättillgängliga affärer, trevlig 

personal osv)? 

 

 Vad vet ni om Stadiums hållbarhetsarbete?  
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 Hur har ni fått reda på Stadiums hållbarhetsarbete?  

 

 Vad tror ni att Stadium har för hållbarhetsarbete och hur tror ni att de kommunicerar 

det? 

 

(Vi informerar om Stadiums CSR-engagemang) 

Stadium arbetar väldigt brett med CSR-frågor, allt ifrån good-will-arbete genom att samarbeta 

med SOS-barnbyar och ett samarbete med andra detaljhandelföretag som strävar efter att 

använda mindre vatten i sin textilproduktion för att minska sin miljöpåverkan. Man använder 

sin hemsida (visa förstasidan “Vårt Ansvar”) för att sprida information om sitt arbete och 

informerar om det genom skyltar, affischer mm i sina butiker. De har också börjat ge ut en 

hållbarhetsrapport (skrolla ned på “vårt ansvar”-sidan och visa vart man kan hitta rapporten) 

där de presenterar sitt CSR-arbete, sina värderingar och visioner. Förutom att arbeta med att 

integrera hållbarhet i all sin egen produktion och verksamhet uppmanar de också sina kunder 

att leva hållbart, bland annat genom att lämna in gamla kläder och sportartiklar till Stadiums 

insamling Re:activate (visa re:activate-fliken). Alla artiklar lämnar sedan vidare till 

återanvändning i fattiga områden världen över eller återvinns.  

 

 Nu när ni vet mer om Stadiums hållbarhetsarbete, påverkar det hur ni ser på Stadium?  

 

 Påverkar det era konsumtionsmönster på Stadium?  

 Hur tycker ni att Stadium bör kommunicera för att informera sina konsumenter om sitt 

hållbarhetsarbete? (Ex genom vilka kanaler (reklam, i butik, social medier), 

samarbeten med välgörenhetsorganisationer)  
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Appendix 4 - Press release 

Hållbarhetskommunikation - viktigare än man tidigare trott 

 

Företag når inte ut med information om sitt hållbarhetsarbete till studenter – kan få 

effekter för samhället i stort. Alltför få handlar tillräckligt hållbart. 

 

Hållbarhet har blivit en genomgående fråga i samhällsdebatten, inte minst i samband med 

klimatkonferensen i Paris senhösten 2015. Hur man som konsument ska ta ansvar för att 

konsumera hållbart har blivit ett problem för så väl secondhand-älskade hipsters som 

affärskvinnor och män i kostym.  

 

Vid institutionen för informatik och media vid Uppsala universitet, har det på kandidatnivå 

undersökts hur ett svenskt företag ger sina konsumenter möjlighet att konsumera hållbart. 

Genom att undersöka Stadiums arbete med företags sociala ansvar (CSR) och CSR-

kommunikation påvisas vilka möjligheter och potentiella hinder företag ställs inför när de 

kommunicerar externt.   

 

Studien visar att Stadium har ett stort engagemang för att begränsa sin egen påverkan på 

bland annat miljö men också inspirera andra människor till att agera hållbart. Samtidigt är 

Stadiums externa CSR-kommunikation bristfällig då studentkonsumenterna i studien säger att 

de inte nåtts av information om hållbarhetsarbetet.  

 

Det är problematiskt dels eftersom konsumentgruppen är miljöintresserade och eftersom 

Stadium har som vision att sprida ett miljömedvetet tänk. Stadium är ett av Nordens ledande 

företag inom sport- och detaljhandeln och står för en stor del av sportbranschens påverkan på 

miljö och samhälle. Därför är det viktigt att företag, som Stadium, inte enbart fokuserar på 

hållbarhetsarbetet utan också prioriterar den externa hållbarhetskommunikationen.  

 

I studien råder delade meningar om hur studenterna som konsumenter skulle agera på utförlig 

CSR-information. Många säger att de inte skulle påverkas nämnvärt när de shoppar på 

Stadium. Samtidigt som de handlar betydligt mer miljövänligt inom andra områden där de fått 

mycket hållbarhetsinformation, exempelvis livsmedel. Det tyder på att 

hållbarhetskommunikation är väldigt viktigt för konsumenters agerande.  
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Vidare kan Stadiums problem med att kommunicera CSR peka på att även andra företag kan 

ha problem med att kommunicera om hållbarhet. Det påvisar att det är viktigt att så väl 

företag som forskare jobbar mer med CSR-kommunikation, för att konsumenter ska kunna 

bidra till en mer hållbar värld. 
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