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Abstract  

Title:  Rethinking the collaboration between companies and NGOs. A cross case analysis of business 

and NGO collaboration from the three pillars why, how and the effects of.  
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Purpose: To find companies´ underlying motives for entering into partnerships with NGOs by 

investigating why, how and the effects of such partnership and contribute with an additional 

understanding and guideline for how these partnerships can be made.  

 
Methodology: We will use a qualitative exploratory method by gathering empirical material through 

in-depth interviews with both companies and NGOs that are working in partnerships. Further, as 

secondary data, annual reports and sustainability reports of the chosen empirical cases will support 

our cases.   

 
Theoretical perspectives: By defining the term CSR with theories on the subject we then will be able 

to look at the relationships between companies and NGOs from a stakeholder and CSR perspective, 

supported by relevant collaboration and stakeholder theories.  

 
Empirical foundation: In order to get deeper insight and a broader picture, we will conduct in-depth 

interviews with both companies and NGOs that are engaged in partnership. To support this we will 

read the companies’ sustainability reports, strategies and CSR guidelines.  

 
Conclusion: Our empirical findings show that there is a gap in stakeholder theories, lacking the 

importance of the employees as a stakeholder for companies within CSR and their choice to 

collaborate with NGOs. Further, we have conducted a process model for companies and NGO 

collaboration with valuable insight of how to proceed from the initial phase of choosing a partner, 

how the relationship should work and implications for future development of such a partnership. 
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1. Introduction 
This chapter aims to give a first introduction and understanding of CSR and specifically business 

and NGO partnership. The focus range from a social current context, connected to the 

dilemmas arisen from just mentioned, to an investigating approach, including the research 

contributions. 

1.1 Background 

Corporate social responsibility, CSR, is a highly relevant topic within the public debate today. Green and 

social thinking permeates the whole society and has become a norm among companies. “The question 

today is not if companies should take social responsibility, but how they should act” (De Geer, 2009). 

Hence, CSR is definitely a well-established concept in the industrial landscape today and has brought 

new perspectives into the field of business (Borglund et al. 2009). Profit seeking and consumerism have 

been replaced by soft values and responsibility. Consequently, the long-term perspective, considering 

the global circumstances and the next generation, has replaced the short-term perspective, focusing on 

fast selling and generating fast money. 

Still, Carroll (1999) traces the evolution of CSR far back, where its definition and concept has changed 

radically. From being referred to the responsibility of businessmen acting in a good way, not only 

making their decision with economical or technical interest in mind, to connect companies with social 

and environmental engagement, striving to integrate CSR in their overall business strategy (Porter & 

Kramer, 2006). An increased number of companies want to take an active role in these issues by 

implementing CSR in their daily work. No matter what branch or company you investigate, one is likely 

to find some kind of social and environmental aspects in the policy of the firm. Consequently, the 

number of published sustainability reports increases constantly and have done so every year for over a 

decade. However, according to a study made by KPMG (2011), mainly the large companies manage to 

integrate CSR in a bigger context and to integrate it in their business strategy, stating that, in 2011, as 

many as 95% of the world’s 250 biggest companies report their CSR. One explanation to the increased 

focus is the different stakeholders increased pressure, such as the governments and the society (Porter 

& Kramer, 2006). The “Millennium Poll” (1999), the largest survey made of global public opinion 

concerning company’s CSR approach, revealed that two in three citizens want companies to go beyond 

their historical role of making a profit, taking a broader form of responsibility and contributing to social 

welfare. Thus, along with the increased stakeholder pressure, more companies see the benefits of acting 

responsible, both from the social and the organizational point of view, such as dedicated employees and 

satisfied customers.  
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There are several ways for companies to approach CSR; some choose to handle the issue alone, while 

others involve parties outside their own business. Lately we can see an increased number of companies 

cooperating with Non-Governmental Organizations (from here, NGO), through donations of money or 

working together in projects. For example, UNICEF cooperates with H&M and the Swedish Red Cross 

with Ramlösa (Carlsberg Sweden) and ICA. Still, their ambition and level of commitment differ since 

there are several ways of looking at partnership, from the range of sponsorship, to charity, to integrated 

CSR collaborations. Therefore, CSR needs to be viewed both from a strategic perspective as well as a 

stakeholder perspective with its operating context in mind, so companies can base their NGO 

partnership on the area most relevant to them. 

1.2 Problem discussion 

There are several problematic barriers in a business and NGO relationship, starting already in the initial 

phase of choosing a NGO partner. Many dilemmas arise from the diffuse definition of CSR, where 

personal believes and interpretations define the concept. Hence, different definitions fluctuate in the 

society and the expectations among people are divers. Porter and Kramer (2006) even mean that, “the 

notion of sustainability can become so vague as to be meaningless”. Not only do consumers and NGOs 

have different notions of CSR, the notion also highly differs within the same stakeholder category. 

Furthermore, they argue that it is almost impossible to get a clear picture of the link between 

customers’ attitude and the company’s performance, which puts CSR programs on loose grounds. This 

results in confusion and poor guidelines for companies working with CSR, and not least, in their choice 

of NGO partner (Porter & Kramer, 2006). 

The choice of NGO partner is a very crucial step, forming the company’s CSR program and to what 

extent they meet their stakeholders’ demands: “How can we decide what is public interest and what is 

private interest? What should guide such a judgment?” (Baur & Palazzo, 2001). Further, companies need 

to integrate CSR in their day-to-day strategies, policies and operations of the organization. However, 

cooperation between companies and NGOs, executed in signing a check, is not seen as strategic CSR. 

Many people mean that philanthropic donations do not meet the needs of stakeholders, such as NGOs 

or public needs. This statement is treated in “Millennium Poll” (1999), showing that companies do not 

necessarily satisfy people by contributing actively to charities and community projects. Several studies 

treat the problem of companies working poorly with CSR and without any genuine interest of bringing 

welfare to the society. In many cases, there are no clear or true willingness to improve their global and 

social impact, but a concern of satisfying external audiences by strengthening their reputation and 

image. According to a study made by Burchell and Cook (2008) many NGOs had negative experiences of 

working with companies, feeling that the companies were seeking “green wash” or “pay lip service”. 
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Furthermore, theories state that the measurement tools, ISO and GRI, often are uncoordinated 

initiatives in order to show awareness, instead of useful tools to achieve coherent and consistent CSR 

(Porter & Kramer 2006). They constitute guidelines rather than rules for the companies and are not 

commonly known in the society. This results in difficulties for customers to understand what role this 

collaboration plays and how it contributes to social or environmental welfare. Further, if the customers 

cannot identify and interpret the company’s results, they are probably more sensitive and influenced by 

advertisement. Another problem is the tension between society and business where making profit often 

is opposing voluntary work, why an imbalance of power often can be seen (Hamann & Acutt, 2003). 

Further, CSR is often a question of cost where companies weight investments against income (Seitanidi 

& Crane, 2008). Consequently, mainly major international companies have the resources to adapt CSR 

fully and integrate it consistently and strategically. This stress the importance of adopting a long-term 

perspective, which is a concern for smaller companies, with limited resources and must gain profit in the 

short run. 

As mentioned, NGO and business partnership are steadily increasing, something which indicate a social 

norm of acting responsible. However, one must find what really drives the companies in this question. 

Seitanidi and Crane (2009) state, “Underlying management issues arise in the implementation of 

partnership”, why it is highly relevant to investigate the companies´ choice of NGO partner and their 

true motives in the issue. Management decisions concerning CSR and NGO partnership might be taken 

without any deeper consideration, strategic thoughts or guidelines. Despite its relevance, relatively few 

studies have been made within this field. There are theories discussing how a partnership should look 

like, but there are not enough empirical studies exploring the actual situation of a business and NGO 

partnership concerning its implementation, execution, impact and outcome. Thus, there is a need for 

further research of the underlying motives when companies enter into this kind of relationship. 

1.2.1 Research question 

What underlying motives do companies have when entering into partnerships with NGOs? 

1.3 Research purpose 

The purpose of this master thesis is to explore the underlying motives companies have when entering 

into collaborations with NGOs. This is studied by using the three dimensions why, how and the effects of 

such a relationship, from both the company’s as well as the NGO’s perspective. 

By using the question why we can find out what expectations both parties have on the collaboration and 

what they want to achieve. Furthermore, why can also reveal the different standpoints regarding CSR 
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and what stakeholder they consider most important. We will study if the partnership, from a business 

perspective, regards genuine corporate social responsibility or if it involves other parameters, such as 

improving the own brand, image and reputation. Further, by investigating how, we can find out different 

forms of business and NGO collaborations. What kind of exchange is there? Is the relationship based 

strictly on financial donations in exchange for promotion, or is there an on-going project with mutual 

interests in focus? What requests do the two parties have on each other? To get the whole picture of 

the relationship between business and NGOs we will also investigate what effects there are of the 

collaboration. 

 

Figure 1.1: The three research pillars  

 

1.4 Research contribution 

The concept of firms working together with NGOs is under constant development and growth. In order 

to be at the frontier in this field the companies need to understand how to handle such a relationship. 

Still, there is a lack of knowledge concerning this issue today. Even though there are valuable theories 

within the field of CSR and business and NGO partnership, there are insufficient empirical studies 

investigating the underlying motives when firms enter into NGO collaborations. Through this study we 

aim to fill this gap and contribute to a deeper understanding of the connection between theories and 

practice in the field of business and NGO partnership. Through an empirical study, looking at the 

partnership from the theoretical framework, the mission is to encourage firms to question if there are 

better and more effective ways to work in partnerships. We hope to open up for new ways of looking at 

collaborations and to contribute to a deeper understanding both from the company’s and NGO’s 

perspective. 
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1.5 Research process 

Figure 1.2: Research process 

 

Theoretical 
framework 

•First of all, this chapter present theories that describe the concept of CSR; what it is, how a firm 
can and should approach the issue, as well as what effects that can be seen. Lastly, we will 
study theories focusing specifically on business-NGO partnerships; why firms engage in 
collaborations with NGOs, how such a partnership should be shaped, as well as its potential 
effects. In both cases we see it from the stakeholder perspective. 

Method 

•In this chapter we will present the most suitable method for our goal of research contribution in 
the field of CSR, specifically NGO and company partnership. First, we discuss the choice of 
research method and research strategy from a scientific point of view. Secondly, we present the 
empirical study objects and the data collection. Lastly we reflect over the chosen method and 
its eventual risks and constraints. 

Empirical 
study 

•In this chapter we will present our empirical findings each company and NGO as separate 
cases. After a general presentation we continue by focusing on the company/NGO work and 
relation to CSR. In the end of every case there will be a SWOT analysis, which will conclude the 
main parts of the empirical findings. 

Analysis 

 

•This chapter will be divided into two parts. The first part consists of a discussion of our 
empirical findings through the dimensions why, how and the effects of, with support from our 
theoretical framework. The second part is a cross case analysis of the seven cases we have 
presented in the empirical chapter. We will compare and discuss the seven cases with the help 
of a SWOT analysis, focusing on the partnership, and choice of NGO. 

 

Conclusion 

 

•Here we will present our findings and our contribution to this field of study, both in terms of 
theoretical and empirical contribution. We will also make some reflections through a future 
discussion and end with some thoughts for further research needed in this area. 
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2. Theoretical framework 
First of all, this chapter present theories that describe the concept of CSR; what it is, how a firm 

can and should approach the issue, as well as what effects that can be seen. Lastly, we will study 

theories focusing specifically on business-NGO partnerships; why firms engage in collaborations 

with NGOs, how such a partnership should be shaped, as well as its potential effects. In both 

cases we see it from the stakeholder perspective. 

 

There are several factors influencing the way collaborations between business and NGOs are executed, 

both internal and external. We consider those from the theoretical perspectives by investigating what 

focus that has been given to the issue in previous studies. As seen in figure 2.1, we start by considering 

the various definitions of CSR that fluctuate in the society today and strongly affects the company’s 

choice of NGO partner. Secondly, we will look into theories concerning stakeholders, to which the 

company acts upon when choosing NGO partner and form of collaboration. Thirdly, the strategies of CSR 

will be studied to see if those also are cornerstones within the partnership. Lastly, we will look into 

theories connected to partnership, such as strategies, communication and cooperation.  

 

                 

Figure 2.1: Cornerstones guiding the theoretical framework 
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2.1 Definitions of CSR  

Corporate social responsibility is a term that means different things for different people and is treated in 

different ways depending on the industry and the business (De Geer, 2009). Over the last 20 years the 

context of the term CSR has not only changed, but also expanded to the wide definition of today. 

However, the backbones of CSR are the economical, social and ecological aspects. Also, Jeurissen (2004) 

explains external conditions for corporate citizenship, which are economic, cultural, social and political. 

With these factors the company enters into a whole network of responsibilities. In this network the 

moral characteristics of corporate citizenship emerges, where the four areas are: social contract of 

business, institutional responsibility, precautionary principle and just international institutions. 

 

However, the concept often referrers back to Carroll’s (1999) definition of CSR, consisting of four 

domains: economic, legal, ethical and philanthropic (see figure 2.2). These four parts can be constructed 

as a pyramid with economic in the bottom and philanthropic at the top, through which he stresses that 

a company cannot be philanthropic if the economical and legal aspects are not fulfilled. Furthermore, a 

newly started company, being is in the most critical phase cannot climb the pyramid since their main 

objective is to make money for survival, why they have a strictly financial perspective. Carroll (1999) 

describes the pyramid as having the same character as Maslow’s hierarchy of needs, where the bottom 

level needs to be accomplished before moving up to the next level. He claims that through this 

definition “the CSR firm should strive to make a profit, obey the law, be ethical, and be a good corporate 

citizen.” However, Friedman (1970) claims that it is only a person that can have responsibilities, which 

means that businessmen can have responsibilities but not the business, since it is not a person. 

Furthermore, the manager of a company has responsibility towards the shareholders and the business 

to make it profitable and to distribute the company’s resources in a way that will benefit the sole 

purpose of the company. He also remarks that the stockholders of a company might not want to share 

their profit. 

 

 

 

 

 

                                                                                          

Figure 2.2: Carroll’s Pyramid of CSR  (1999)  

Philatropic 
Responsibilities 

Ethical 
Responsibilities 

Legal Responsibilities 

Economic Responsibilities 

Be a good corporate citizen: Contribute resources 
to the community; improve quality of life. 

 Be ethical: Obligation to do what 
is right, just and fair. Avoid harm. 

 Obey the law: Law is society's codification of 
right and wrong. Play the rules of the game. 

 
Be profitable: The foundation upon which 
all others rest. 
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Economical responsibility refers to the core of business, which provide the society with the goods or 

services that they demand. Carroll (1979) means that if companies do not take their economical 

responsibility they will not survive.  

Legal responsibility is the framework of rules, and regulations that companies work within and are 

expected to follow when fulfilling their social contract. However, Carroll (1979) further states that the 

economical and the legal responsibilities need to be met simultaneously.  

Ethical responsibility is harder to define but is to some extent already included in the two above-

mentioned responsibilities. However, there are ethical considerations that are not included in the law 

that companies still need to deal with. Since these issues are hard to define Carroll (1979) describe it as 

“society has expectations of business over and above legal requirements”. Lantos (2001) gives us 

another definition of ethical corporate social responsibility, namely, “good ethics is good business”. This 

can only be achieved by building trust and enhance their reputation having a long-term perspective. 

Furthermore, thinking in ethical ways when doing business will minimize costs such as fines and bad 

media publicity (Carroll, 1979). Further, Lantos (2001) divides ethical responsibility into three types: 

capability responsibility, causal responsibility and role-related responsibility, which give a better view of 

the different moral duties that lies in the term ethical responsibility. Capability responsibility refers to 

companies having the resources to solve a social problem and should therefore do so. Companies 

associated with causal responsibility have caused negative effects and should therefore be held 

accountable for it. The role-related responsibility is tied to a given role or a position. If people do not 

take their role-related responsibility they would then be considering violating the ethical CSR according 

to Lantos (2001).  

Philanthropic/Discretionary responsibility is by Carroll (1979) considered to be left to individuals to 

choose and judge what to do, since there is no clear message from the society. However, society expect 

companies to engage in some kind of philanthropic work but there are not any detailed description of 

how or what. Lantos (2001) defines philanthropic CSR as something that “goes beyond ethics to 

somehow making the world a better place by helping to solve social problems”. Or as Sethi (1975) 

states, that companies should take a “long-run role on a dynamic social system”. The key point in the 

different models or definitions is still that companies, in order to fully incorporate CSR in the business, 

need to work with it on different levels. However, Devinney (2010) brings the questions of the 

philosophical problems of CSR to the table by stating that this asks the companies to work against their 

nature and working for cross-purposes.  

Another view of CSR is Drucker’s, (1984) who states that there are two ways of being socially 

responsibly, the first through responsibility of wealth and the second through social responsibility of 

business. He claims that the purpose of being rich is to be able to be a philanthropist. This can be seen 
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especially in America where a lot of rich people have their own foundations to support different charity 

projects and events. Regarding the social responsibility of business, businessmen should try to change a 

social problem into a business opportunity and in that way become socially responsible. Drucker (1984) 

sees this as the most suitable way for a company to be socially responsibly; to turn “social problem into 

economic opportunity and economic benefit, into productive capacity, into human competence, into 

well-paid jobs, and into wealth”. 

Lin-Hi (2010), however, has a different approach to CSR and calls it for an “umbrella term with an 

unclear content” meaning that there is still no clear definition to CSR or who should call themselves 

socially responsible. The main argument is that whatever the companies do regarding philanthropy it is 

because it has other more profitable effects for the company. 

2.2 Stakeholder theory            

 “The very purpose of the firm is to serve as a vehicle for coordinating stakeholder interests.” (Evan & 

Freeman, 1993) This statement clearly point out the importance of considering the companies’ 

stakeholders, deciding their approach to CSR and NGO partnership. Further, Burchell and Cook (2008) 

declare, “By successfully understanding and incorporating the diverse perspective and corners of 

stakeholders, it is argued, a company can avoid the risks of damaging and potentially increase its social 

capital as it gains greater respectability and credibility”.  

 

A key point in the stakeholder theory is to determine who has a stake in the firm, or a claim on the 

company (Rowley, 1997). One definition of a stakeholder is someone with an interest in the business, 

thus, an employee, a customer, a supplier, the environment or the whole society (Borglund, 2009). “A 

stakeholder is any group or individual who can affect or is affected by, the achievement of a 

corporation’s purpose” (Freeman, 1984). A more explicit definition is given by Langtry (1994), 

“Stakeholder are groups or individuals who either are such that the firm’s decisions to act, or decisions 

to not act, have been or will be to a significant extent causally responsible for their level of well being, or 

else have some independently identifiable moral or legal claim on the firm which the firm’s actions 

violate or respect”.  

 

However, stakeholders have different wants and needs, why the challenge for companies is to best 

meet those in order to gain business advantages. Mitchell et al. (1997) state that companies need to 

categorize and rank stakeholders, to get a better view of who they are and what impact they have on 

the companies. Further, they explain the stakeholders to be in possession of three types of attributes: 

power, legitimacy and urgency, which define the amount of attention the different stakeholders get. 
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According to Mitchell et al. (1997), the different attributes will not by themselves contribute to any 

business changes since one attribute is not salient enough to get the company’s attention. However, 

with more attributes a stakeholder can gain a stronger position and by possessing all three attributes 

they can put great pressure on the company if not acting in accordance with their views. However, 

Freeman (2010) believes that the way of prioritizing groups is flawed since the nature of business is to 

enter into relationships with stakeholders where everyone benefits. “Without the support of your 

stakeholder there will be no business”, (Rhenman, cited in Freeman, 2010). By being aware of their 

stakeholders and how they can affect the business, a company can act in ways that will prevent a 

sudden attack from stakeholders, such as environmentalists and media (Mitchell et al. 1997). This can be 

gained by working in ethical, legal and moral ways, which satisfies the stakeholders’ needs and results in 

good relationships and competitive advantages in the long run (Borglund, 2009).  

 

Further, there are according to Donaldson and Preston (1995) three aspects of stakeholder theory, 

consisting of three justifications:  normative, instrumental and descriptive that are intertwined in a 

circle. By knowing whom the stakeholders are and what stakes they have (descriptive), by being 

attentive to the effects specific events can bring (instrumental) and to work from the view that all 

stakeholder have intrinsic value (normative), the firm can understand all aspects of stakeholder theory 

and know how they support each other.  

 

 

                            Figure 2.3: Donaldson and Preston’s stakeholder theory (1995) 

 

 

Rowley (1997), on the other hand, looks at the stakeholders not as dyadic relationships, but instead as 

stakeholder networks that are interacting with each other with the focal organization, the firm, as the 

key figure. He means that a firm does not respond to individual stakeholders but are influenced by an 

interaction of multiple stakeholders.  

Normative: identified by their interests 

Instrumental: offering a framework  

Descriptive: offers a model of the corporation. 
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2.3 Strategy and CSR 

Before looking into business and NGO collaboration and how the company choose partner and shape 

the partnership, one must start by investigating their strategies of CSR. The overall CSR strategies decide 

their approach in the collaboration. Porter and Kramer (2006) distinguish between generic CSR and the 

more unique kind of CSR, compatible with each firm separately.  The four prevailing justifications of CSR 

are: moral obligation, sustainability, license to operate and reputation, key aspects from which the 

business operates with CSR. However, the focus on the generic way of working with CSR is not sufficient 

for companies (Porter & Kramer 2006). Instead firms should make CSR integrated in the core business 

and make it a part of the business strategy, involving all units of the company. The key point is to only 

engage in issues that intersect with the companies’ business i.e. something that gives an opportunity for 

shared values for both the company and the society.  

 

Further, according to Porter and Kramer (2006) the social issues that can be addressed are categorized 

in three groups: generic social issues, value chain social impacts and social dimensions of competitive 

context. Every company needs to sort and rank issues into these categories to identify which issues that 

contribute to shared values. The two different ways of working with these issues are through responsive 

or strategic CSR where responsive CSR is described as “acting as a good corporates citizen and mitigating 

existing or anticipated adverse effects from business activities” (Porter & Kramer, 2006). Strategic CSR, 

on the other hand, is about going beyond best practice and involve both inside-out and outside-in 

linkages to really find the shared value between business and society. Further, Lantos (2001) means that 

being socially responsible is to accomplish strategic business goals; hence, good deeds are believed to 

be good for business as well as for society. This supports Porter and Kramer’s (2006) view that strategic 

CSR should be compatible with the core business of the company. This way they can gain shared values 

that will truly benefit the society in the long run. 

 

Moreover, companies can use CSR with the goal of getting stronger credibility. De Geer (2009) states 

that companies can work within four dimensions: knowledge and competence, transparency, integrity 

and benevolence, in order to strengthen their credibility. Knowledge and competence refers to the 

company that wants to understand and take advantage of their position on the market. Here, it is 

important to have knowledge about branding, to be at the frontline of new science and effectively 

organize the company. Today, the expectations of a company is not only to perform well, but also to 

show the effects the business has on the environment and people, both positive and negative aspects, 

hence, working with the triple bottom line (people, planet and profit) (Elkington, 1998), is a way to show 

this. Transparency is the second dimension and is an aftermath of business scandals that has occurred in 

history such as companies hiding secrets leading to terrible consequences for the employees and other 
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parties involved. Through a more standardized business report system, the Global Reporting Initiative 

(GRI), companies can show their transparency and bad consequences can be prevented. The integrity 

dimension is an important part in order to strengthen the business credibility, where integrity is often 

seen as incorruptible, preventing persuasions. By keeping to the ethical side, having true integrity, 

companies can reduce any doubts and unnecessary expenses that might arise if other actors question 

the company´s way of working. The last dimension is benevolence and can be seen as the dimension 

closest connected to CSR through a long term perspective of trying to create win-win situations for the 

business, its customers and other stakeholders (De Geer, 2009). 

2.4 Business & NGO partnership 

Social partnership is a “social, problem solving mechanisms among organizational resources to offer 

solutions that benefit partners as well as society in large” (Waddock, 1989, cited in Seitanidi & Crane, 

2009) 

Concerning partnerships, there are different structures such as multiple-one and one-one. However, the 

company and NGO collaboration can be referred to a cross-sector partnership, through which the firm 

can gain legitimacy and be able to build the firm’s image and credibility as a corporate citizen (De Geer, 

2009). Most often the NGO can help its partner company to make, develop and implement changes that 

benefits the society and give good promotion (Baur & Palazzo, 2011). Especially the reputation of the 

company, i.e. to improve the brand and the image is seen as the true reason for CSR, where companies 

use the popularity they receive for engaging in philanthropic issues (Hin-Li, 2010). Other theories 

highlight the positive effects of NGO and business relationship, such as new competence, specialized 

skill and knowledge within the company (Peloza & Falkenberg, 2009). The NGO, on the other hand, can 

gain important resources to use for development purposes (Hamann & Acutt, 2003). Furthermore, 

together they get the power to highlight social problems and make significant positive changes (Peloza 

& Falkenberg, 2009). Hence, these aspects should be relevant in the choice of the partner and form of 

collaboration, combined with strategic objectives of each organization and social trends (Seitanidi & 

Crane, 2008). Therefore, a company must choose a collaboration structure that supports its ambitions 

and operating context (Peloza & Falkenberg, 2009). 

Still, companies should design the partnership arrangements to suit both parts, so that it renders 

sustainability and success in the long run. One highly important aspect is the definition of clear goals and 

the importance of discussions since objectives, as well as opportunities and challenges, often differs 

(Seitanidi & Crane, 2009). The company and the NGO must declare their expectations at an early stage 

to come to an agreement of what to achieve (Hamann & Acutt, 2003). However, the dialogues are not 

about changing opinions and necessarily agree on everything, but to understand and learn from each 
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other. “Good relationships develop through the ability of individuals to see different sides to an issue 

and understand the different languages employed by different groups” (Burchell & Cook, 2008). Thus, it 

is highly important to base the discussion on interests, connected to the interest-based principle, 

instead of positional bargaining, focusing too much on the parties’ positions (Fisher & Ury, 1981). 

Through this interest-based principle the NGO and the company can gain “mutual beneficial by common 

challenges and understandings” (Hamman & Acutt, 2003). Furthermore, it is important for partners to 

be on the same terms, which is also the case for certain definitions, such as under what circumstances 

child labor should be called child labor (Baur & Palazzo, 2011, Seitanidi & Crane, 2009, Burchell & Cook, 

2008). In order to reach this mutual beneficial stage, Covey and Browns (2001) highlight four conditions 

between society and business that are crucial when running the collaboration.  

1. Balancing power asymmetries: Because of the company’s and NGO’s different positions the partnership 

often involves different powers. Instead, they must see each other’s capabilities of providing benefits. 

2. Acknowledging critical rights: As mentioned before, it is important for the parties to discuss the critical 

rights so that the relationship reaches “beyond statutory requirements”. This includes norms and 

standards regarding process and outcome, which they must agree upon. 

3. Negotiating both conveying and conflicting interests: Through this approach they can reach mutual gain 

and achieve interest-based solutions by discussing and identifying their needs. However, the parties 

must, not only come up with agreements, but also shed light on the conflicting interests in order to gain 

understanding and to build a long-term relationship. Further, this approach highlights the importance of 

finding creative solutions, for example through brainstorming.  

4. Managing relations with stakeholder constituencies: This condition includes an understanding of the 

response the collaboration will get from other stakeholders. 

 

Hamann and Acutt (2003) especially discuss the problems connected to power imbalance. They mean 

that the negotiated power depends on how attractive it is to reach an agreement, where an agreement 

is most crucial if no other strategy can offer the same benefit as the partnership. Thus, the company 

must know its standpoint, providing confidence in the negotiation, as well as an understanding of 

potential scenarios if no agreement can be reached. “The importance of power-based and right-based 

strategies, such as litigation or protest in order to ensure fair and efficient negotiations that lead to fair 

and effective partnership” (Hamann & Acutt, 2003). Hence, the negotiation in the initial phase is very 

important, as well as continues communication throughout the collaboration, where a successful 

dialogue can generate trust, a key aspect in fruitful partnerships (Burchell & Cook, 2008). Several 

theories stresses how trust mainly emerge from informal discussions. An investigation showed that 

familiarized partnership allowed them to be more open, ask for advice, encourage each other to explore 

new ideas and assist each other in the implementation process. In turn, this helped them to expand 
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their contacts through the network of partner organizations (Seitanidj & Crane, 2009). This is further 

connected to the way of looking at a partnership, seen as more dependent on personalities than on the 

level of institutionalization. Still, in order to reach future success, the company and the NGO must 

“extend the level of interpersonal trust into a broader form of inter-organizational trust and 

understanding” (Burchell & Cook, 2008). However, they claim that this extending involves big barriers 

today. Moreover, the collaboration should strive to obtain senior level commitment, why a professional 

must lead the work, sharing the commitment of resources and evaluating the progress and the results 

(Seitanidj & Crane, 2009).  

 

However, as earlier mentioned, business and NGO partnership must also be seen from the stakeholder 

perspective. Seitanidj and Crane (2009) refer the stakeholder partnership to be built on the four Ps: the 

purpose of partnership, the pact between the partners, the power relationships and the process of 

partnership. Further, the authors give two options for a partnership to occur, either through a planned 

or an emergent process, which affect their way of cooperation. Moreover, the corporate involvement 

can be positioned in two spectrums: the philanthropic firm who make donations and the integrative 

relationships who integrate employees in CSR activities, a relationship that can be seen as a joint 

venture. The latter form of collaboration is often seen as more successful, involving other aspects than 

money transactions, generating larger benefits. Greater benefits can also be obtained if donations 

support specific activities, such as percentage of every sale. However, companies gain experience over 

time, hence, the process of managing relationships takes time why companies need to address more 

complex CSR issues and NGO collaborations gradually. Peloza and Falkenberg (2009) talk about five 

stages of CSR: the elementary, the engaged, the innovative, the integrated and the transforming stage. 

However, since the firm often lacks management resources and expertise, the first two are most 

common within collaborations between NGOs and companies. 

2.4.2 Partnership strategies 

When moving from the initial phase, including negotiations and agreements, to the collaboration phase 

Baur and Palazzo (2011) identify three legitimation strategies: the pragmatic, the cognitive and the 

moral strategy. In the case of business and NGO partnership they claim that the moral legitimacy is the 

most relevant, enabling the firm to capture the essence of the NGO. The commitments that decide 

whether or not the NGO has moral legitimacy are: civil behavior, to not do unethical or illegal activities 

to benefit its cause, discursive behavior and consensual behavior. By obeying these criteria the NGOs will 

attract companies. Further, there are different strategies of social responsibility, deciding their CSR 

engagement, the role of the NGO and strategic limitations (Nijhof & Bruijn, 2008). The first approach, 

business case orientation, also referred as outside-in, is often exposed to a lot of societal issues as a 

result of the company’s size or reputation. Hence, the key point here is to prevent any kind of bad media 
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against the company or to create commercial opportunities. Moreover, the company usually does not 

enter into partnerships with NGOs; instead, the NGO helps the company to set an agenda for what 

actions that need to be done. This makes the NGOs a very dependable variable in the company’s work. 

The second approach is the identity orientation, also known as inside-out, since the CSR strategy is 

based on the core values and the culture of the company. Many companies adopt this approach, aiming 

to improve the company’s identity for external communication. However, a negative aspect is the one-

way communication between the company and the NGO, where the cooperation is a part of the 

company’s strategy and core values, but not of the NGOs. Lastly, the stewardship orientation is also 

called the open system. Here, the focus is to interact and have a dialogue with all stakeholder groups, 

suppliers, consumers and government to mention a few. The goal is to integrate the expectations of the 

stakeholders in the whole supply chain. This gives an opportunity to engage in partnerships with NGOs 

in all different levels to improve CSR. The stewardship orientation is a strong CSR strategy as it is an 

open system, instead of a one-way communication. 

2.4.3 Communication and cooperation 

It is argued that media plays a large role in the choice of NGO partner and the form of collaboration 

(Borglund, 2009). “Marketing means managing markets to bring exchanges and relationships for the 

purpose of creating value and satisfying needs and wants” (Kotler, 2005). This purpose of marketing can 

be related to the stakeholder theories, where companies collaborate with NGOs as a response to 

stakeholder interests. Further, Kotler (2005) stresses the importance of building long-term relationships, 

as it costs five times as much to attract a new customer than to maintain an existing customer satisfied. 

One way might be through deliver this extra value of social responsibility. However, one must also take 

the environmental forces into consideration: the demographic, economical, physical, and technological, 

political/legal, and social/culture, which also affect the company’s choice of NGO partner.  

 

Porter (1996) makes some interesting distinctions between marketing concepts, where the outside-in 

perspective is the most desirable method. Here, the mission is to understand customer needs even 

better than himself/herself. Also the social marketing concept seeks to understand the customers’ 

needs, wants and interests, but here with the mission to improve both the customer’s and the society’s 

well being. This concept takes social and environmental factors into consideration, such as resource 

shortage and neglected social services, all with the long-term perspective. The company is obliged to 

uphold both ethical and environmental standards and to meet the expectations of the society. Hence, 

the company must balance the society, the consumers and the company, when deciding the marketing 

policies. This is the newest marketing management philosophy and an increasingly used concept that 

might explain the increased focus to CSR and NGO partnerships.  
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3. Method 
In this chapter we will present the most suitable method for our goal of research contribution in the 

field of CSR, specifically NGO and company partnership. First, we discuss the choice of research 

method and research strategy from a scientific point of view. Secondly, we present the empirical study 

objects and the data collection. Lastly we reflect over the chosen method and its eventual risks and 

constraints. 

3.1 Choice of research method 

Our backgrounds are within business and economics, which is the foundation of this study and the 

chosen research method. We have special competence within management accounting, marketing, 

brand and consumption, which provide a broad spectrum through which we examine the problem. The 

method depends on the relationship between the reality and the researcher, as well as the 

understanding of the reality by observing and interpreting natural and human phenomena (Toloie-

Eshlaghyet et al. 2011). The choice of method is based on the three pillars: 

• How the reality is shaped and what we should know about it. 

• How the relationship between the researcher and the reality look like. 

• How the researcher understand reality. 

Those can be further understood through epistemology: “the theory of knowledge, especially with 

regard to its methods, validity, and scope, and the distinction between justified belief and opinion” 

(Oxford Dictionary). Both the quantitative and the qualitative methods are within this field, but under 

different categories. We highly believe that the social context is vital to fully understand the human 

decision-making process, and that each individual acts from his/her own interpretation of the world. 

This is why we choose to adapt the qualitative method, as it is a subjective approach, taking cultural 

aspects into consideration.  

3.1.1 Research strategy 

The qualitative method is unstructured and non-statistical, focusing on words instead of quantifications 

(Bryman & Bell 2011). It generates a qualitative understanding of the problem, seeking to investigate 

underlying reasons and motives (Backman, 2008). By adopting this philosophy, we see the individual 

uniquely, perceiving and interpreting the world in its own way (Backman, 2008). Since CSR is a highly 

diffuse phenomenon, characterized by interpretations and personal believes, this method is particularly 

suitable. Furthermore, commonly used terms are meaning, context and process, which are all relevant 

when exploring the why, how and the effects of business-NGO partnerships. Moreover, since our thesis 
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connects to an undiscovered problem area, the exploratory research method is appropriate, providing a 

deeper insight in the specific issue. Finally, the qualitative method is appropriate when defining a 

problem more precisely, which we hope to do in the choice of NGO partners among companies. 

3.1.2 Scientific approach 

As a consequence of the chosen exploratory qualitative research method, we adopt the inductive 

approach, which is a suitable procedure when doing qualitative research with the mission to generate 

theories. Even though the qualitative research method is mainly used in order to generate theories, it 

can also be used in order to test theories, which we do throughout this study (Bryman & Bell, 2011). 

Further, the inductive strategy emphasizes the empirical study before defining hypothesis or theories, 

since they are seen as a result of the research (Backman, 2008). Furthermore, the inductive approach 

emphasizes interview adjustments over time, depending on the cumulative findings, in order to draw 

general conclusions (Malhotra, 2010). However, the inductive approach also involves some deductive 

elements, as we consider the empirical study material in the context of theories and hypothesis over 

time (Malhotra, 2010). Lastly, CSR theories support our arguments as well as the evaluations of the 

empirical data collections over time. 

3.2 Choice of empirical scope 

When investigating the relationship, one must see the issue from both the NGO’s and the company’s 

perspective, as they both has certain requirements and expectations. While the companies´ view are 

highly relevant in the initial phase being the decision makers of interest, the NGOs´ are relevant from 

the point it get involved in the partnership, influencing the partnership’s direction.  By studying both 

parts, one obtains a deeper understanding of the collaboration and sees the aspects from different 

lenses. Further, in search for a general picture of why, how and the effects of the collaboration, the 

mission is to seek broadly in the business and voluntary sector.  

 

A requirement for both the companies and the NGOs to be included in the study, was that they differed 

concerning orientation and experience in the case of business and NGO partnerships, but that are still 

active in a collaboration today. By looking at a fair number of business and NGO relationships, within 

different branches and working areas, we aimed to analyse thoughts and perceptions. Furthermore, the 

study involves different types of collaborations, including those in the initial phase and those in a deeper 

relationship throughout a longer period of collaboration. By looking at different levels of the companies 

and NGOs, interviewing people with different responsibility areas, we made both an intersectional and 

cross-sectional study. Through interviews with CSR managers, responsible persons for specific CSR 
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projects and employees engaged in projects, we can get a picture of why they enter into partnerships, 

how they choose NGO partner and what expected effects that can be seen.  

 

The empirical study was formed by a wish to contribute to both parties and at all stages of collaboration. 

There is a clear gap of research within the field, lacking guidelines for how a close collaboration can take 

form. As can be seen in figure 3.1, we chose four companies, interviewing at least two employees at 

different positions; the head of CSR issues to the extent possible, as well as other persons involved in 

the focus area of social responsibility. Concerning the NGOs, we chose three organizations with different 

approaches to business collaboration. However, since we mainly focus on the issue from the company’s 

perspective, this side dominates the empirical study.  

 

 

                

Figure 3.1 Empirical objects 

CR manager 

Diversity manager 

Head of the enterprise group 

Head of internal communication 
Supply Chain 
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3.2.1 NGOs 

When defining the empirical scope, we started by looking at the NGOs, evaluating their business 

partnership. From the NGOs´perspective, our ambition was to discover their perception of the company, 

their expectations as well as attitudes toward this kind of collaboration. However, since closer CSR 

collaboration is a new phenomenon there are different levels to investigate, from those trying to break 

into the industrial landscape in search for company partnership, to those who have great experience 

within the field with implemented business partnership strategies. The range of different experiences 

and attitudes were a key aspect when choosing NGO partners. In comparison to the companies, the 

NGOs operate within the same branch, but still differ strongly concerning their focus area and their 

experience of collaborations.  

 

Firstly, Individuell Människohjälp (IM) is an interesting NGO, because of its small size, history and strong 

and consistent tradition with strong Swedish roots, founded in Sweden in 1938. They are in the very 

initial phase of this type of collaboration where only a small profit comes from company sponsorship. 

Therefore, they can provide valuable information and add new perspectives as they currently try to 

create persistent relationships, telling their experiences of companies’ reactions and attitudes. Secondly, 

we have examined the Swedish Red Cross (SRK) having a long history, founded in Genève 1863 where 

the head office is situated. They are a larger organization, having voluntary operations in 187 countries. 

Further, they have great experiences of company collaborations, working successively with closer forms 

of partnerships. Hence, they have valuable experiences of both larger and smaller collaborations, and 

can provide with insights in how they work to strengthen the partnership and to find new ways of 

approaching the companies. Lastly, UNICEF is an interesting NGO, differing a lot from both IM and the 

Red Cross. UNICEF is part of the United Nation System with a relatively short history, founded in 1945, 

focusing on children. It is the most international spread NGO, operating in ca. 190 countries and 

territories. They have the latest year created a strong brand and profile but have actively chosen not to 

enter into smaller partnerships. Therefore, they have an interesting strategy towards collaborations, 

which is important to consider. 

3.2.2 Companies 

As mentioned before we seek diversity, why we have chosen to focus on cases from different branches. 

However, we wanted to investigate large international companies that have come relatively far in their 

NGO collaborations. Hence, all of the chosen companies have a long history of sponsorship, but now aim 

to take the collaborations further and reach new levels; to make the concept of social responsibility 

more connected to the core business.  
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Firstly, ICA is one of the leading retail companies in Sweden and has reached far in the field of CSR. They 

have a long history of sponsorship but now aim to deepen the NGO partnership by offering volunteering 

at work. Even though they are in the initial phase of this project, they can provide interesting insights 

concerning their missions and strategies. Secondly, we study Ernst & Young, who has reached a bit 

further in their volunteering at work project, but is in a different branch and can add other perspectives 

to the issue. Thirdly, E.ON is of interest as their approach to CSR strongly connects to its core business of 

energy production, but now wish to integrate more of social values in their CSR. Lastly, Carlsberg is 

included in the study, being one of Sweden’s leading breweries. Just as E.ON, Carlsberg´s CSR is 

connected to their product of alcohol, why they have a certain social responsibility to take. 

Furthermore, they have a long history of sponsorship, but with a stronger commercial and marketing 

focus. However, they also aim to involve employees through volunteering projects together with a NGO, 

but their different approach adds an interesting perspective to the study. 

As a conclusion the study involves a wide range of companies, operating in different branches, but still 

with the common factor of an increased focus to CSR issues and NGO collaborations. The companies 

can, as seen in figure 3.2, be positioned differently, depending on their branch and form of 

collaborations. This gives a first understanding of their different approaches to partnership as well as 

their operating context. 
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Figure 3.2 Positioning matrix 
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3.3 Collection of empirical material 

We will conduct an exploratory research method both in the form of primary and secondary data. The 

secondary data collection is necessary in order to get a general understanding of the company and its 

setting, while the primary data collection generate a deeper knowledge concerning their choice of NGO 

partner (Malhotra, 2010). 

3.3.1 Depth interviews 

Within the qualitative research method, people are seen as the most important instrument, which we 

will explore through in-depth interviews with employees at different positions, with different 

preferences and knowledge. This is a suitable method when aiming to gain a deeper understanding of 

the decision-making process and understanding the unique relationship that exists between the 

company and the organization. Through the collection of qualitative primary data, in an unstructured 

and flexible way in small samples, we do not only see the underlying motives when choosing NGO 

partner, but also receive a picture of the general attitudes within the company. While the management 

decision problem is action oriented, our analysis is information oriented, searching to find underlying 

causes (Malhotra, 2010). Through this method we aim to understand the factors influencing the decision 

maker, affecting their approach to NGO cooperation and their motives. The object is to discover 

underlying feelings and attitudes towards CSR and partnership, both from the company’s and the NGO’s 

perspective. Therefore, we have designed a semi structured interview guide to use throughout the 

study, suitable for this specific purpose (Bryman & Bell, 2011). Even though we have some rough 

guidelines, asking general questions and perceptions of CSR and then redirect the interview into more 

specific and targeted questions, we encourage free-flow discussions through open-ended questions in a 

natural and unstructured manner. Still, the orders in which the questions have been asked were 

influenced by the respondent’s answer and the person’s position (Malhotra, 2010). Furthermore, the 

interview guide is connected to established CSR theories and researches. 

This approach enables us to distinguish different views of business-NGO collaborations at different 

levels, as well as to interact and obtain a closer contact with the interviewee. Moreover, meeting the 

person at his/her working place, gave us a broader picture and understanding of the individual’s 

operating context and opportunity to observe each company’s unique environmental setting (Bryman & 

Bell, 2011).  
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3.3.2 Documents 

As mentioned before, the qualitative approach sees the environment subjectively and searches to 

understand the individual’s unique context. However, the secondary data collection is also an essential 

source, generating an extensive picture of the company and their NGO partnership. The collection of 

background information facilitates the identification of the conditions that affect the partnership. One 

must investigate circumstances and environmental factors, such as resources, constraints, the legal and 

economic environments as well as the marketing and technological skills of the firm (Malhotra, 2010). 

Through public materials, mainly Annual Reports, we got comprehensive information about the firms’ 

activities and financial performances throughout the year. Further, they show how companies report 

their CSR actions and what they actually achieve, as well as how much focus they give to the 

collaboration with NGOs. The companies’ homepages are important channels when exploring their 

communication of CSR, towards employees as well as customers. Here, we investigate how CSR is 

reflected in its value proposition and in the position on the market, i.e. how they want be perceived by 

others.  

3.4 Analysis 

To analyse all the studied cases of companies and NGOs in the best possible way, the analysis is divided 

into two parts. Since we have decided to use the three themes of why, how and the effects of 

throughout our choice of theory and as a base for our interviews, the first part consists of a discussion of 

the empirical findings divided into why, how and the effects of, with support from our theoretical 

framework. This part ends with a conclusion, pinpointing the gap we have found, contributing to the 

previous theories within this field. The second part is a cross case analysis between the different SWOT 

analysis that has been made for each case, summarized in the end of each case´s empirical part. A cross 

case analysis is done to get a deeper understanding of the partnership between companies and NGOs 

and to better see in what way the cases differ and where they are alike (Miles, M.B & Huberman, A. M, 

1994). The main point of the cross case analysis is to point out the factors that works best for our 

companies and, through that, give an empirical contribution to our studied companies and further 

research. To conclude the cross case analysis in the best possible way we have construct an ERIC-model 

(Kim & Mauborgne, 2005) stating what companies should erase, reduce, increase and create to enhance 

their work with NGOs. Finally, we present a three-part model for companies who want to engage in 

partnership with NGOs, providing guidelines for the initial phase including the partner decision process, 

the actual partnership and further development opportunities. 
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3.5 Method reflection 

While some researchers mean that reliability and validity, i.e. how well the results are stable and 

consistent, are most important in quantitative research, we believe that those aspects are crucial also 

within qualitative research. Especially Guba and Lincoln (1994) claim that trustworthiness decides the 

quality of the research. One action taken to prevent misleading findings is to record all the interviews, 

however, since several revisions have been done, there is always risk of distortion.  Furthermore, biases 

may occur since CSR has become a norm in the society involving social dimensions and perceptions of 

“right” and “wrong”, putting pressure on both private persons and companies to be proactive. When 

investigating the real motives of the business and NGO partnership, we must be aware of this aspect 

and therefore conduct an exploratory research method through in-depth interviews with open-ended 

questions. Furthermore, in order to enhance the validity, we will investigate and compare several NGOs 

and companies to see how likely the findings are to be applicable also in other contexts (Bryman & Bell, 

2011).  

 

However, a strength is often met by a weakness, which is also the case of the qualitative method. When 

some mean it provides a subjective point of view, taking social aspects into considerations, others mean 

the method lacks objectivity. Further, several authors argue that small samples are not sufficient to 

draw generalized conclusions. Concerning the depth interviews there are advantages, such as revealing 

underlying issues and direct answers. However they take longer time, resulting in a smaller sample, and 

as mentioned earlier there is a higher risk of the negative influences and impacts on interviewee 

(Malhotra, 2010). 
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4. Empirical study 

In this chapter we will present our empirical findings each company and NGO as separate cases. 

After a general presentation we continue by focusing on the company/NGO work and relation to 

CSR. In the end of every case there will be a SWOT analysis, which will conclude the main parts of 

the empirical findings. 

 

4.1 Swedish Red Cross, SRK 

The Red Cross was founded for over 150 years ago when a Swiss man named Henry Dunant asked banks 

for donations so that he could organize supplies and volunteers who could take care of people who had 

been injured in war. Now the organization is spread over the whole world. The Red Cross operates from 

seven basic principles: humanity, impartiality, neutrality, independence, voluntariness, unit and 

universality. These principles navigate and unite all the members of the Red Cross. The Swedish Red 

Cross is a member of the international Red Cross committee with the head office in Stockholm. Swedish 

Red Cross is divided in “kretsar” and every krets is its own legal entity with members who elects its own 

board. Swedish Red Cross works both on national level and on local level, where the specific community 

krets decides what to be done (Redcross.se). However, they all work from the seven principles and from 

the purpose which the Swedish Red Cross board has constitute, “The Swedish Red Cross shall prevent 

and alleviate human suffering, protect life and health, create respect for the value of human, foster 

mutual understanding and friendship and work for cooperation and sustained peace between all 

people”(Redcross.se). 

4.1.1 SRK and CSR 

Collaboration between SRK and companies has been going on for a long time. There are a number of 

different ways of collaboration which are designed by the SRK. Often SRK receive calls from companies 

in different sizes wanting to become a partner or donating money in return of the Red Cross logotype. 

Other companies offer to sell products where all or part of the profit goes to the Red Cross. However, 

these collaborations could be seen as sponsoring, where the SRK does not have any obligations towards 

the company. The coordinator at the SRK office in Malmö states that they can see a change among 

companies, from a pure marketing perspective towards a wish to take an active role in the society 

where they operate. Today it is a balance between promoting oneself and actually taking responsibility 

and different types of collaborations are handled at different levels, depending on if the company in 

question wants a national or local involvement. When entering into any kind of collaboration with a 
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company the SRK has guidelines of how it should work. There are four industries which the SRK and the 

international Red Cross are against and do not want to be involved with: tobacco, alcohol, weapons and 

pornography. This is because they violate several of the basic principles of the Red Cross organization. 

Furthermore, just as a company, the SRK has a reputation and a strong brand to protect. When they 

enter into partnership they have to keep this in mind and even though a company can help build the SRK 

brand, it can also wreck it if the company faces trouble (Swedish Red Cross Annual Report, 2010) 

A partnership between the SRK and a company means that they will be associated with each other and 

therefore it is of high importance that they agree about what associations they want to communicate 

and show to the society (Redcross.se). “It is when you agree on what terms you can collaborate that it 

will give mutual benefits” (Malmö coordinator). The SRK counselor for business voluntary also 

emphasizes the importance of discussion and communication in the initial phase of a partnership. Not 

only the mutual conditions are of importance, the demands the two parts have on each other needs to 

be discussed and answered. However, both the Malmö coordinator and the counselor for business 

voluntary have experienced meetings with companies who have no strategy for why and how they want 

to cooperate. In such cases the initial discussion becomes even more vital. 

Further, it is important to know what the SRK can offer the company and why the company decide to 

work with the SRK. What the company want, and what SRK offers, is an opportunity for the company 

volunteers to get an awareness of the world and to let the worlds meet, referring to the private sector 

and the voluntary sector. Further there is a believe that since the SRK operates at home (the Swedish 

society) they try to make people see that the world is here meaning that there is a need for help 

everywhere, and that everyone can contribute. 

4.1.2 SRK perception of companies intentions 

The reasons for a company to get involved in a partnership should be, according to the SRK guidelines of 

company partnership (2012), that they would like to show that their company contributes to one or 

more of SRK´s activities and to create commercial value for the company. Therefore the SRK suggests 

that the activities that the company should be active in should be consistent with the company´s core 

values, beliefs and marketing objectives as a strategy to strengthening the company´s brand and 

reputation. This can then be presented to customers and suppliers, showing the company´s social 

responsibility (SRK guidelines, 2012). 

As mentioned above the discussion in the initial phase is important, which the counselor for business 

voluntary at SRK, who works with companies and volunteering programs, supports. In this particular 

case, where companies engage their employees, the companies are very clear with what they want to 
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achieve with the collaboration. However, when it comes to the execution, they are open for the SRk´s 

suggestions and are engaged in the process and the two parties develop the outline of the program 

together. The relationship between SRK and their partners can be described as very relaxed and straight 

forward. “When they have decided to do something they do not do it half-hearted”(counselor for 

business voluntary). The counselor of business voluntary believes it to be a genuine engagement from 

the company’s side, since the volunteering program is in no way mandatory, but if there are 

opportunities to engage in the program, the employees should have the possibility to do so. The feeling 

is that these companies have taken CSR one-step further. They are already ahead regarding CSR and 

they want to give additional value to their employees, within the frames of CSR.  

It is hard to predict where this type of collaboration is headed. It might be a trend that is going around 

among companies. But no one knows if it will last or for how long. The board member of the Malmö City 

krets raises the question of the “normal” volunteers and business volunteers and potential clashes in 

the future concerning the meaning of the term volunteer when some people will be paid for their work 

and some will not. Anyway, in the future, companies will have to continue to improve their CSR, in one 

way or another, whether or not they would like to. It is obvious that the society cannot take care of 

everyone, that there are not enough resources or money and for the society to survive the three big 

sectors: public, private and voluntary need to work together and use each other´s competence and 

knowledge (coordinator at SRK Malmö). 

 

 

                                      Figure 4.1: SWOT analysis for Swedish Red Cross 

 

Strengths: 

Long history 

Located all over Sweden 

Is a large organization with a strong 
brand  

Extensive knowledge about 
voluntary work 

 

 

  

 

Weaknesses: 

Limited resources which can lead to a 
longer waiting period before starting 

a project 

Limited activity that the partner 
company can choose from 

Opportunities: 

Reach new target groups 

Extend their voluntary network 

 

  

Threats: 

Disagreements between SRK and 
the company  

Conflict between SRK volunteers 
and business volunteers 

  

SWOT 



 
 

27 

4.2 UNICEF 

UNICEF, or in full, United Nation Children´s Fund (earlier named as United Nation International Children 

Emergency Fund) is a permanent part of the UN System and was created 1946 by the UN General 

Assembly to provide food and healthcare to children in need after the second World War. UNICEF works 

in very different arenas, to in the best way, help as many children as possible. The different arenas are 

for example government halls, refugee camps, the slum areas and distant places. They work from six 

prioritizing areas: to help children to survive and grow, advocacy, for example, change the children 

convention into a law and include the children convention into the primary school curricula, children in 

war and catastrophes, stop the aids epidemic, children´s right to school, protect children from abuse, 

violence and trade (UNICEF.se).  

UNICEF is an independent organ of the UN and is active in over 190 countries all around the world and 

divides its resources depending on the needs of every individual country. Since it is a voluntary 

organization it is in need of contribution from volunteers. UNICEF works in the low and medium income 

countries through long-term projects to satisfy the children´s rights and make it a sustainable change. 

These types of projects are ongoing in 155 countries. In the high-income countries UNICEF has what 

they call national committees. There are a total of 36 national committees and among them is UNICEF 

Sweden, which is a NGO. Their mission is to collect money to the international development work. 

Besides collecting, the national committees are lobbying for a change in the regulations and the law 

regarding the children´s rights, trying to affect the decision makers. Furthermore they give information 

and education about the children´s right, the children convention and what UNICEF does for the children 

(UNICEF Annual Report, 2010).  

4.2.1 UNICEF Sweden 

As mentioned above UNICEF Sweden is a non-profit organization and has its head office in Stockholm. In 

Sweden there are local voluntary groups spread around the country at 30 different areas. These people 

help with the information spreading and collecting money to the different projects that UNICEF has. In 

2010 UNICEF Sweden reported 128 900 world´s parents. The same year UNICEF Sweden send a total of 

343.9 MSEK to the children projects around the world (UNICEF Annual Report 2010). 

4.2.2 UNICEF and CSR 

UNICEF Sweden has a four flagship companies with which they collaborate to a large extent. These are 

IKEA, H&M, Gina Tricot and Postkodlotteriet. Among these, IKEA and H&M are the biggest. Today most 

companies are aware of what problems child labor and bad working condition can give the company and 
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its reputation, why almost each company with production or some kind of activity in developing 

countries have a Code of Conduct regarding these questions. This is expected of them, not only from 

customers, but also from employees (UNICEF Annual Report 2010). The head of the enterprise group at 

UNICEF, who is in close contact with companies, defines CSR as when the company takes a step outside 

of the laws and ethics and contributes even more. It is when they invest in the society where they are 

active. IKEA and H&M are both actively working in the countries where they have their production to be 

sure that it is done properly and that it is done for a long-term purpose. By looking at the work that 

must be done, in the production countries, as an investment, the companies will profit from it. UNICEF 

states in their annual report that when a company actively works with its CSR they “go from risk 

minimizing to profit maximizing” (UNICEF Annual Report, 2010).  

It is a long process for a company to be socially responsible and an example of this is that IKEA started to 

work with UNICEF in 1994 and now they are finally done with their Due Diligence. IKEA is an excellent 

example of a company that works with CSR and where everything is a top down decision. It is the board 

that implements CSR in the strategy and it is the leaders who make the decisions. There is a belief that 

companies need to work with CSR based on their core business and from their best abilities. Supporting 

a number of children at an orphanage is not CSR and it is not enough for a multinational company, 

referring to a British company (Head of the enterprise group at UNICEF). Hence, UNICEF is extremely 

careful with whom they decide to work with and every partnership needs to be approved by the general 

council in Genève or New York. UNICEF Sweden has experienced being denied to start collaborations 

because the head office did not approve of it. Further, some guidelines for the companies UNICEF can 

cooperate with are; companies that show social responsibility and leadership within their area of 

business and the surrounding society, actively contributes to a positive development in society, has a 

tradition of social responsibility, follow UN´s convention about children rights etc. UNICEF also has 

guidelines for what companies they cannot collaborate with, some of these are; companies that has its 

core business in alcohol, gambling, tobacco, military activities, nuclear power, weapons or produce or 

sell reproductions of weapons that is marketed for children, that is exposed to or break the UN 

sanctions etc. (UNICEF Annual Report 2010). 

But even if they have extremely high demands on the potential partners and that the head office has to 

approve it, they also see the needs of the partner company. However, UNICEF Sweden has experienced 

companies that do not know what they want to do when they contact UNICEF. They do not know their 

needs and do not have any strategies for how they should work with CSR questions. There are a lot of 

companies that just do not think it through, why UNICEF finds it interesting to try to understand what 

makes them choose one NGO before another and to what extent they take this partnership. UNICEF 

Sweden usually do not accept proposals from companies, they want to be the one who initiate a 

partnership after evaluating what company that can benefit them in their work and contribute to their 
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branding. However, they receive requests every week that often needs to be redirected to organizations 

that match the company in question in size and structure since they will not receive any kind of visibility 

from UNICEF. This is not because UNICEF Sweden does not want the contribution the companies want 

to give but it is not possible to “sell out” the UNICEF brand to one company for 5 000 SEK one week and 

the demand 50 MSEK from H&M the next, the head of the enterprise group at UNICEF, explains.   

 

                                                 Figure 4.2: SWOT analysis for UNICEF 
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4.3.2 Individuell Människohjälp and CSR 

IM does not have extensive experience when it comes to working with companies in the past. It is not 

until recently that they have started to contact companies for something more than pure sponsoring. 

However, they are very clear of what a partnership between them and a company should look like. It is 

important to make sure that the core values of both IM and a potential match each other and that the 

relationship should foster both parts and that they should help each other throughout the collaboration 

(Coordinator of external funding). Further the strength of the brand is clearly an essential part when 

choosing NGO partner, as well as personal connections and an extensive network within the field of 

business for IM. Since IM has a very large scope as their focus area it makes it difficult for them to get in 

contact with companies with the same focus and also to get their message and information out to the 

business sector. “Our focus isn´t sharp enough” (Coordinator of external funding). They have been 

thinking of narrow their focus down, since they today focus at very general aspects.  

Another factor that contributes to IM being unsuccessful in finding partners is that most large 

companies in Sweden already have long and deep relationships with larger NGOs than IM, such as 

UNICEF and IKEA. Because of that IM has decided not to focus on the multinational companies but 

instead try to find smaller and more local companies. However, the attempts to collaborate with 

companies have not been given the expected effects and outcomes to put more effort in it. IM is a small 

NGO and to explore this area more they would need more resources.  Further they do not expect any 

large contributions but hope for continuous and faithful support from some companies. Other types of 

relationships with companies are so called pro bono, for example the law firm that is handling the wills 

where IM get a sum of money from. 

 

                            Figure 4.3: SWOT for IM 
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4.4 E.ON 

E.ON Sweden was founded in 1906 by Johan Gustaf Richert, but was at that time called “Sydsvenska 

Kraftaktiebolaget” producing hydroelectricity. Despite the hard times during the World Wars, the 

company survived and received good results. The Swedish expansion was a positive force together with 

the electrifications in rural areas, which gave them the opportunity to broaden the business. Several 

reconstructions have been made before getting its current form and its current corporate name, E.ON, 

in 2005. They were by than part of E.ON Group who decided to rename all the brands under one 

common. Several transformations were made in order to become a pure energy company, with a focus 

on gas, electricity and heat in the Nordic region. Also has E.ON increased the focus on developing 

renewable energy, particularly wind power, but also recycling and waste. (eon.se) 

Today, E.ON is one of the largest privately owned companies, existing in Europe, USA and Russia. In total 

they provide energy and energy-related services to thirty million customers and are about ninety 

thousands employees. E.ON Nordic produces and delivers energy to the Nordic market, to 

approximately one million customers and has 4 200 employees. In 2011 the profitability was 168 MSEK, 

with a turnover of 2 MSEK (eon.se). 

4.4.1 E.ON and CSR 

“As one of the world's largest investor-owned power and gas companies, E.ON carries a special 

Corporate Social Responsibility. To us, sustainability means working on energy concepts and helping to 

develop tomorrow's technologies today. Our goal is to be leading in CR - in the energy sector and 

beyond” (E.ON CR Magazine, 2008). One of E.ON’s main strategies is to provide cleaner and better 

energy, i.e. more sustainable energy, why they mean CSR already is involved in its core business. E.ON 

has chosen to focus on Corporate Responsibility (CR), since the environment is there main concern, 

closest connected to energy issues. However, the CR manager at E.ON Nordic claim that E.ON should 

put greater focus on social issues, trying to demonstrate how it would generate business profits. 

Furthermore, she perceived a gap between social issues and how to conduct business: “I discovered that 

I have a role to bridge those two worlds (social profit sector and business community), that they can 

sometimes be separated from each other”, that CSR has gone from being philanthropic to being more 

connected to the core business.  

E.ON has three core principles in order to achieve this: stakeholder orientation, integration and 

leadership. Through those three cornerstones they aim to balance economic interests with societal 

expectations, environmental constraints and stakeholder relationships. E.ON’s ambition is to act 

responsible to all stakeholders, such as colleagues, customers, suppliers, environment, communities, as 
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well as the future generation. Integration is connected to the expertise and the commitment of all 

employees, while the leadership is expected to be in line with responsible business conduct. In order to 

achieve this E.ON has a well-defined CR strategy, which is implemented both on a global and regional 

level, prioritizing CR on the agenda. The three bases within the strategy are: “organize”, i.e. to build a CR 

framework, “manage”, i.e. to handle risks, opportunities and expectations and “focus “, i.e. to define a 

clear CR profile. The strategy was refined in 2011 with new goals, focus areas, and measurements (E.ON 

Annual Report, 2011)  

E.ON declares each individuals own responsibility of CSR, where the CR manager has the mission to 

propagate to employees in the Nordic area how to work with CSR and how to involve it in their daily 

work. In the role it also implies being an umbrella of expertise within the field, such as health and safety, 

diversity management and leadership development. The CR manager states the importance of 

understanding what impact you have on the society and people and “to take balanced decisions, to 

always think in the long-term profitability and decision efficiency”. Still, she perceives difficulties to 

communicate CSR and to increase the engagement within the company since many see CSR as already 

part of the business. However, the project manager for sustainable city also believes that CSR should be 

connected to something more than the day-to-day business of producing sustainable energy: “If CSR is 

connected to sustainable energy, it is like food for a food producer or like water for Ramlösa. In that 

case CSR only become nice words for something we already do (produce energy). Instead, it should be 

something that goes beyond the business of making profit, such as learning people about energy”. Here, 

the partnerships with NGOs are essential, which contribute to making CSR an easier and more tangible 

concept that is possible to communicate. In partnership E.ON’s main requirement of the NGO is to offer 

deeper value, beyond logotype exposure. E.ON searches for collaborations that are connected to their 

business to be able to improve their way of conducting business. Besides strengthening the brand and 

their reputation, E.ON can become better at meeting customers and gain trust. Among NGOs that 

contact E.ON, the CR manager considers a large part of them not knowing how to sell the concept of 

delivering extra value, stating that NGOs must make a journey and reconsider their offerings.  

A newly finished collaboration with the Red Cross is “The living room”, where trainees volunteered in 

the field helping people in rural areas with their energy bills. The response was very positive from all 

parties, why they will continue with similar projects in the future. The project manager of sustainable 

city was a trainee at that time and appreciated the project, believing it added new perspectives of how 

such a small contribution could deliver so much value. However, because of the high costs and the 

already exceptional working conditions of eighty working hours for free to each employee, E.ON will not 

implement a volunteering program for everyone. Instead, they will encourage the use of those hours for 

voluntary engagements. The CR manager wishes that this kind of partnership was closer, but since E.ON 
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is suffering financial distress, there are no possibilities for further developments within this field. “There 

is a fear of entering into larger collaborations. In these situations you become narrow-minded, it takes a 

lot of energy such as anxiety of who will become your boss, do I have a job left? At that point it is very 

hard to make them engaged in other things” (CR Manager).  

 

 

Figure 4.4: SWOT for E.ON 
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4.5.1 ICA and CSR 

“ICA is a sustainable company with a solid financial footing, a commitment to the environment and 

strong social engagement” (ICA Annual and Corporate Responsibility Report, 2011). The vision of ICA is 

“to make every day a little bit easier” and the mission is “to become the leading retailer with the focus 

on food and meals“. Their values guide them towards their goals where “good profitability and 

responsibility go hand in hand”. On the web page you can read, “If we don’t take our responsibility for 

the environment and society today, we will be pulling the rug out from under our own business 

tomorrow”. (ica.se) 

 

 The Diversity Manager believes that ICA has a stable ground when it comes to CSR: “ICA is in the home 

of every man's fridge. We are so close to the customers so being able to engage in the society we exist 

in is very important to us”. Further, “ICA stores are local; it is a little bit like ICA in the middle of the 

village…the dealer knows its customers; maybe my neighbours, my friends, the friends of my children, 

there are a lot of personal relationships, which make it easy (for ICA) to cross the threshold of taking 

responsibility” (Diversity Manger). Also, the responsible for sponsorship at ICA believes that 

responsibility always has been on the agenda of ICA, but that it indeed has increased the last years: 

“taking responsibility is fundamental in order to exist as a possible player on the market, both from the 

customers and our employees' perspective”. Further, the diversity manager perceives that “there is a 

kind of desire and expectation in general among younger people today that an employer actually 

engages in various social issues”.  

In the board report for 2011 it is stated that the sustainability-related issues and socially responsible 

sourcing were discussed. ICA aims to integrate CSR in all their operations and to “work systematically 

and deliberately on an everyday basis” (ica.se). ICA highlights three cornerstones of their CR work: 

transparency, credibility and traceability. The first one, transparency, is manifested on the web page 

with a lot of information about CR goals, how they work with those and to what extent they have been 

fulfilled. Furthermore, they have clear and well-established sustainability reports. The second one, 

credibility, is connected to the importance of reflecting and discussing strengths and weaknesses. Lastly, 

traceability is connected to products, stressing the importance of knowing where they come from, so 

that the supplier’s environment and working conditions live up to the requirements of quality, 

environment and social responsibility. The head of sponsorship means that ICA has had the mission to 

secure the entire supply chain through fair working conditions and circumstances for many years. 

However, other aspects than the production are connected to CSR today, which are all treated within 

ICA’s “Good Business” (ica.se). 
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The ”Good Business” guides ICA in their work of CR, describing their view on ethical and social 

responsibility. The “Good Business” also constitutes guidelines when trying to perform according to the 

UN Global Compact, which they have been participants of for several years. Consequently, they also use 

the Global Reporting Initiatives, GRI, which describes CR issues out of interest to their stakeholders.  

Further, ICA has policies connected to the global compacts principles. 

 

Figure 4.5: ICA´s Good Business (ica.se) 

 

Regarding ICA’s products, they stress the importance of ensuring quality and safety, as well as health 

and good eating habits. Further, they aim to work towards a healthy environment and to “adopt sound 

environment practices to promote sustainable development”. They stress the importance of making 

profit with good ethics, always based on the customers and their needs: “the value chain begins and 

ends with the customer…the goal is to create value every day and consistently in every link of the 

chain.” (ica.se) 

However, one way to create value for customers is by looking internally, starting with the employees 

who are in close contact with the customers, creating customer satisfaction. The diversity manager 

works with those questions; her mission is to make ICA “a more open and inclusive workplace” 

(Diversity Manager). ICA wants to protect the diversity among the employees, as a reflection of the 

diversity in the society. An attempt for this is the newly started volunteering program in Stockholm and 

Gothenburg, where employees within ICA group can engage in volunteering activities together with 
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NGOs. Some of the fifty- to sixty thousands of the employees were already engaged in volunteering 

projects why there has been a request for this type of engagement for some years, but the time was not 

ready until now. ICA hopes that this program will defeat prejudice among the employees: “In the long 

run, it will be easier to welcome all types of people, both employees and customers” (Diversity 

Manager). Furthermore, they believe that the volunteering project is an opportunity for employees to 

engage voluntarily and to contribute with experience and competence to the society. Hopefully this kind 

of knowledge-exchange can create new values for the employees and generate a “strong employee 

engagement and pride” (Diversity Manager). Even though employees are positive towards the initiative, 

some have expressed scepticism of how to integrate it in their daily work and private life. However, 

ICA’s mission is to introduce the volunteering program also in smaller towns as well as in Norway and 

Baltic in 2013. Furthermore, ICA aim to direct the partnerships and activities more toward health, 

wellness and equal value, as well as engage more employees and customers in the community 

involvement.  

 

          Figure 4.6: SWOT analysis for ICA 

4.6 Ernst & Young 
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make quality assurance regarding financial information and to be the leading actor in assurance, tax, 

transaction, advisory and accounting services. Further they offer support and advisory service within 

risk, IT security and strategy and management. They offer their financial services characterized by 
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but they also work with clients from the public sector such as counties and municipalities. Ernst & Young 

aim to deliver services that are based on the specific risks and opportunities within each specific 

business and are therefore very competence oriented (Ernst & Young Sustainability Report, 2010/2011). 

 

4.6.1 Ernst & Young and CSR 

 

The COO at Ernst & Young Sweden says that Ernst & Young´s goal is to be market superior and that their 

vision is to be the audit firm that contributes most to associates and customers success by creating value 

and trust. Cooperation is a condition for success and the shared values of the firms all over world will 

work as a link between every associate, office and country in the same company (Ernst & Young 

Sustainability Report, 2010/2011). 

For Ernst & Young, CSR is about taking responsibility for the social questions that they can affect and 

which are meaningful for their stakeholders. This includes creating credibility for a solid business 

environment. CSR is a diffuse term and Ernst & Young have been working very hard to break it down to 

something more real, that they can relate to and work with (COO). He further states, “by conducting 

responsible business, with long term sustainability, and in varies perspectives, economical, social and 

environmentally, we will strengthen our competitive advantage” That the definition of CSR for Ernst & 

Young is based on their values is supported by the project coordinators for Ernst & Young´s community 

involvement, at the office in Malmö, who state that their values are broken down into something more 

tangible and real. Ernst & Young has a main pillar in their culture, which they call “people first” referring 

to their associates. It does not mean that they always put their associates in first place, but if they want 

to reach their goal of being market superior it always starts with the associates. Many organizations say 

that they put the customers in the first room, but for Ernst & Young, who is a knowledge organization 

and want to give their customers the best service possible, have to recruit the right kind of people and 

keep them in the firm in order to deliver the high quality services to the customers, which indirect 

becomes putting the customers first (COO).  

In Ernst & Young´s CSR definition they have what they call their three main roles: trust building, 

knowledge sharing and community engagement, which are important pillars of how they operate. 

Further they have constructed a balanced score card as guidelines in a way of making the diffuse CSR 

more actual and workable. In their balanced score card they have four areas, which are: associates, 

growth, quality and strategy/governance. With the balanced score card they can define what their goals 

in each area are and how to achieve it, and also evaluate their performance. As an audit firm Ernst & 

Young has some international guidelines they can use to show their CSR work and its relevance and 

trustworthiness. They use the GRI and follow the UN Global Compact. 
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 Within the three main roles mentioned above, the associates of Ernst & Young can combine their 

knowledge with personal engagement. To go further into their CSR, Ernst & Young developed working 

areas within their community engagement. They are offering their associates the possibility to work as a 

volunteer with an NGO on office hours which enables them to do some good for society without 

compromising their spare time. This encouragement of using their professional knowledge to create a 

change in society is both local and global and the collaboration with NGOs is one way of doing this. One 

important aspect of a partnership between a firm and an NGO is that there has to be mutual benefits of 

the collaboration and that the organizations match each other and want to achieve the same goals. A 

way for Ernst & Young to clearly see what kind of collaboration they want, they decided that the 

volunteering should be within the framework of their values, beliefs and within their areas of operation 

which ended up as the three E: entrepreneurship, education and environment. The project leader of the 

volunteering program in Ernst & Young´s community involvement says that, “especially within 

entrepreneurship and education the associates at Ernst & Young have a lot of knowledge and can 

contribute to the society”. In the initial phase of the collaboration, it is important to start slowly and find 

the shared values and ways to collaborate. Since this kind of collaboration, to let business volunteers 

engage in NGO activities, is new for both Ernst & Young and the NGO they have to work together and 

find solutions for the particular situation (Project leader, community involvement).   

Even if Ernst & Young is a global and very large company they try to keep local connections wherever 

they have offices or are working. Through that, Ernst & Young can, among other things, be at closer 

range of their clients, hence, increase the quality of their services by having better knowledge of the 

surroundings and foster strong local leadership (Ernst & Young sustainability report 2010/2011). In all of 

their CSR, the community engagement and the volunteering program is the one that associates can see 

and relate to the most and the best way for the company to show how much they do. Further, since 

Ernst & Young is a partnership organization, it tends to have a short term perspective and CSR helps out 

to make them change focus to a long term perspective (COO).  

The volunteer program is made on national level, meaning it came from the board of directors. The 

initiative emerged from an associate evaluation report showing that a large number of associates did 

not feel that Ernst & Young communicated CSR enough and that there was a wish to be more involved in 

CSR. The program is for all associates of Ernst & Young and there has been a pilot project at the head 

office with good results. Both the COO and the project leader for the voluntary project feel that the 

initiative should come from the associates but that it needs support and encouragement from the 

board. Both point out that this is an opportunity that is given to their associates and nothing that is 

expected of everyone to participate in. This opportunity can be seen as a way for Ernst & Young to 

compete for and to show that they are a good employer and not only take good care of their associates 
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and train them, but also take a social responsibility. And this combination is good for the society, but is 

especially a weapon in competition for the best associates (COO). Further, it is important to be careful 

when choosing collaboration partner since Ernst & Young has a very strong brand and a good reputation 

they need to protect. This is true for both the company and the NGO but it is one reason for why Ernst & 

Young does not enter into a partnership without having a long and trustworthy relationship. Also, in 

order to create mutual benefits, the communication between the two partners is of high importance as 

well as continuous evaluations. However, as mentioned above, Ernst & Young has a number of rules and 

regulations to obey and therefore they see the financial key indicators as a part of their CSR. The 

regulators are an important stakeholder for Ernst & Young since one of their most important factors is 

quality and to keep their quality standards high.  

 

                   Figure 4.7: SWOT analysis for Ernst & Young 
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Carlsberg Sverige AB was founded as late as in 2001, when Falcon and Pripps became one. Today, 
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Helsingborg. Carlsberg Sverige has around 1 000 employees and have a turnover of 3,2 billion SEK 

(carlsberg.se).  

Carlsberg Sweden is part of Carlsberg group, which J.C. Jacobsen founded already in 1847 in 

Copenhagen after his son Carl. Some years later, in 1868, they made their first exports to Scotland, the 

European countries and West Indies. Today Carlsberg is a global company with businesses in forty 

countries. They sell their own brands, but have also bought several brands within each region 

(carlsberg.se). 

4.7.1 Carlsberg and CSR 

Carlsberg´s mission is “to create enjoyment in everyday life by making the drink into an experience for 

everyone. We will lead our business to profitability and growth, through a culture of quality, innovation 

and on-going improvements.” Further, “Our work of corporate responsibility plays a key role in our 

quest to be an attractive and fair employer” (carlsberg.se). They have a strong wish to contribute to a 

sustainable society and environment. They stress the importance of CSR from the societal perspective, 

themselves as well as the customers. Since they produce alcoholic drinks they also have a certain 

responsibility of promoting responsible drinking: "Our business positively affects both the society and 

many consumers' lives in many different ways. At the same time there are aspects of our business that 

give rise to adverse effects. We are aware that we are responsible for both, and that we can influence 

these effects, that is our social responsibility" (carlsberg.se). 

 

Carlsberg Sverige AB’s CSR focus areas are the environment and responsible drinking, but they also work 

with local community involvement, business ethics, working conditions, human rights, health and safety 

and responsible supplier partnerships. They believe that CSR is a force of becoming attractive on the 

market; that it will help to reduce their “environmental impact, attract and retain employees, 

strengthen our brand and our business and manage risks and reduce costs”. Carlsberg Sverige aims to 

integrate CSR in the organization and make it a natural part of the daily work. Instead of having only one 

person dedicated to CSR, they believe that each employee and department has a certain responsibility. 

But, the overall responsibility of the company's reputation and CSR lies on the CEO and Communication 

Director. Carlsberg Sverige stress the importance of having dedicated employees who are working in line 

with the company’s CSR strategies; ”The employees engagement and willingness to participate in the 

work of our corporate responsibility is a condition in order for the work to succeed” (carlsberg.se). 

However, the company has implemented strategies of how to work with CSR, while a group consisting of 

people from each function has the mission to drive the CSR activities. Both the Head of internal 

communications and the Head of communication in Supply Chain believe it is very important to work 

with CSR and that this is clearly indicated from the management team: “When the managers take 
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charge of these issues it tends to indicate that it is important” (Head of internal communication). Even 

though the management team stress the importance of CSR, they rarely don’t have the time to run 

these issues, as employees from time to time not are able to prioritize CSR due to lack of time and 

resources. Still, they are involved in local, national and international activities. They stress the 

importance of only engage in sponsorship that is connected to their business and their values. Also, that 

it will benefit the company, the customers and the employees, but also improve their brand image. 

Furthermore, they prefer activities that are of national or international character but that they also 

support locals to ensure a good business in the locality. 

 

The Head of communication Supply Chain, based in Falkenberg, has the responsibility of local 

sponsorship and CSR activities. He claims that it is very important to connect the brand to sustainability 

in the area where the production is located and to be a good employer: “The aim is to connect an 

ambitious and good thought to where we want to head” (Head of internal communication Supply 

Chain). However, the approach is still mostly towards marketing. The best would be to have a plan with 

local managers in Ramlösa and Falkenbeg, he explains, in order to create the most value and the most 

goodwill for the money. Instead, Carlsberg considers the requests from associations or organizations 

and consider if they support youths as well as having an alcohol and drug policy. He can see that more 

employees ask for support to certain events or organizations, which is positive for Carlsberg to do, 

affecting their view of the company and make them more pride.  

One international example of sponsorship is together with the Swedish Red Cross where Ramlösa 

(Carlsberg) donate one litre of fresh water, or rather construct wells, for each litre of Ramlösa they sell, 

under the name: Ramlösa Vattenfond. This was also clearly exposed in the entrance when we entered 

the head office in Stockholm, showing they had so far donated 50 million litres, halfway to the goal of 

hundred million litres. It is an important action for the employees, the customer and the brand. Further, 

they stress the importance of communicating the sponsorship both internally and externally since this 

type of sponsorship is mostly connected to the brand. One way of internal communication is by letting 

the Red Cross team tell how the money are used in practice and how the money has been used and to 

write a reportage. The Head of internal communication claims this sponsorship is made possible due to 

the fact that the Ramlösa water is such a natural product, it would be more difficult to do something 

similar with a beer brand – or soft drink brand. For the beer products, Carlsberg Sverige have for 

example one initiative called: “Don’t drink and drive” (a co-operation between Carlsberg Sverige and a 

restaurant customer). It's a project that aims to emphasize the hazards of drinking alcoholic beverages 

and drive, and to point out that thanks to our broad offer of non-alcoholic assortment, you can have a 

good experience at the restaurant. 
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Another example is the support to “nattvandring.nu”, an initiative to promote more grown-ups walking 

the streets during weekend nights to support young people that are out. This is a newly started project, 

which Carlsberg Sverige hope will engage employees and strengthen the wish of doing a good cause, 

and of course try to minimize the downside effects of producing and selling alcohol beverages. However, 

this is not part of the working hours and is therefore unpaid. The Head of internal communication sees 

this as a problem, meaning that people need incentives, i.e. to get something in return. However, one 

way of engaging employees might be through management engagement. On the other hand, the Head 

of internal communication wishes people naturally took more responsibility even outside work. 

The Head of internal communication and the Head of internal communication Supply Chain agree that 

Carlsberg Sverige makes good actions in the CSR area, but that the company still can make 

improvements within the field of CSR. 

  

 

                                                     Figure 4.8: SWOT analysis for Carlsberg 
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5. Analysis 

This chapter will be divided into two parts. The first part consists of a discussion of our empirical 

findings through the dimensions why, how and the effects of, with support from our theoretical 

framework. The second part is a cross case analysis of the seven cases we have presented in the 

empirical chapter. We will compare and discuss the seven cases with the help of a SWOT 

analysis, focusing on the partnership, and choice of NGO. 

 

5.1 Why 

Today large companies aim to go beyond ethical aspects and become philanthropic, why the interest in 

business and NGO partnership has increased in the search for new levels of CSR. This development can 

be view from Carroll’s (1999) perspective, aggregated in a four level pyramid. The top level one is the 

most desirable one, why the studied companies’ mission is to go beyond ethical expectations and above 

legal requirements through closer NGO partnerships. They perceive this development as a key to stay 

strong on the market, to be a modern and attractive company. However, the empirical findings show 

that different levels have been met so far. Ernst and Young has come far, ICA is close behind, both 

within the philanthropic field, while E.ON and Carlsberg have not yet reached as far, regarding NGO 

partnership.  

Both Carlsberg and E.ON mainly focus on ethical aspects; Carlsberg has for a long time focused on 

strengthening the image through NGO sponsorship, while E.ON stress the importance of NGO 

collaborations as a way to gain customer trust. Thus, their social engagement can be sorted in the field 

of ethical responsibility, but still with a strong wish to cross the border of becoming philanthropic. 

Further, both Carlsberg and E.ON are connected to a causal responsibility, within the ethical field, which 

referred to Lantos (2001) is considered as responsibilities that emerge from a cause and effect 

relationship. This explains their strong mission to engage in NGO projects that connects to alcohol, 

respectively energy production and consumption. According to Porter and Kramer (2006) it is highly 

desirable to integrate CSR in the core business, but the question is whether or not the two companies 

achieve this through their business conduct, and if these connections between their CSR focus and core 

business is as positive as the theories claim? The CR manager at E.ON stresses the difficulties of 

communicating CSR to employees and to make them understand its cornerstones, how to work with 

them and how to make improvements within the field; the other side of the coin that is not fully treated 

in the literatures.  
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Also ICA is part of the retail branch, but differently positioned, and has reached further within the field 

of CSR and NGO partnership. For example they implemented “Good business” some years ago, relating 

to Lantos’ (2001) definition of ethical responsibility: “Good ethic is good business”. ICA has produced 

environmentally friendly products for a long time, why they now allocate resources within new areas of 

CSR through deeper NGO partnership. Ernst & Young, on the other hand, is a service company and have 

a strong employee perspective of CSR.  

“We have a pillar in our culture which we call “people first”. It does not always mean that we 

place the employee in focus, but we have a philosophy that, in order to achieve our goal of 

becoming the market leader, we must start out from the employees.” (Ernst & Young) 

Hence, each company engages in NGO collaborations in order to reach their specific missions. This is 

corroborated by Peloza and Falkenberg’s (2009) theories that argue that companies must choose 

collaboration structures that align with the company’s ambitions and operating context. Today, large 

companies have clear goals also in case of the NGO partnership, which guide them in the area and 

answer the question of why. One strong factor for why the engage is to reach an arena of exchange, 

which benefits the individual as well as the company. 

Both NGOs and companies stress the importance for NGOs to see the firm’s wish of exchange, i.e. to 

match the offer with the company’s vision. This is strongly connected to Kotler´s et al. (2005) definition 

of marketing where an offer is to “bring exchanges and relationships for the purpose of creating value 

and satisfying needs and wants”. On the other hand, if the importance of the collaboration is to find the 

best solution for the company one can argue for power asymmetry. However, beside the knowledge and 

expertise exchange, companies see volunteering projects as an opportunity to meet potential customers 

in other contexts beyond the frames of the company. They hope this can bring an understanding among 

employees and customers as well as resulting in a positive energy in the employee's’ daily work and 

customer meetings. Hence, companies still put customers in the front room, but start in the back 

scenes. 

“Many people say that they put the customer first, a principle that we also have, but we do it 

indirectly by focusing on the employees.” (Ernst & Young)  

Consequently, employees drive CSR issues to a larger extent today, where their engagement is an 

important cornerstone in the companies’ choice of partnership and why they engage in their specific 

way. Another frequent wish from both sides is to diminish the gap between the business and the 

voluntary sector. Especially NGOs hope to attract new segments of volunteers to the organization 

through partnerships with companies.  

“I think it's a great concept for us, a great way to recruit new people, to reach new groups that 
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we do not usually reach. We are mostly students and retirees. And that's a huge gap.”  (SRK) 

The study clearly indicates that companies choose NGO partners from their own values and in 

particularly from the interest of their stakeholders. This is supported by Seitandi and Crane (2008) who 

argue that companies engage in NGO collaborations from their strategic objectives, but are also 

influenced by social trends. Also Evan and Freeman (1993) state (cited in Donaldson & Preston, 1995) 

“The very purpose of the firm is to serve as a vehicle for coordinating stakeholder interests”. 

 When viewed empirically from the stakeholder perspective, several interesting factors could be seen, 

strongly influencing the company’s choice of NGO partner, but still not treated in the theories. For 

example, Mitchell et al. (1997) emphasize that the company must categorize and rank its stakeholders 

when entering into NGO collaboration, however, the order differs from the empirical findings. The 

companies mainly stress the increased expectations from employees; both ICA and Ernst & Young see 

the employee as the most important stakeholders, navigating them in their NGO partnership.  

“There is a kind of desire and expectation in general among younger people today that an 

employer actually engages in various social issues.” (ICA) 

 Thus, the companies see the importance of attracting employees, of today and for the future, which 

strongly indicate the usage of NGO partnership as a tool for employer branding. Still, several theories, 

such as Burchell and Cook (2008) focus on this kind of collaboration as a way of attracting customers, as 

a channel to strengthen the image and to position the brand in the mind of the customers. They connect 

collaborations to customer branding, i.e. to position the brand in the mind of the customers, instead of 

in the mind of the employees.  

“Marketing is not what the company seeks, but what they really wish is to offer the employees 

something. I am not under the impression that they want to go out and say this is what we do. I 

believe this (volunteering at work) to be internal marketing”. (Swedish Red Cross) 

However, seen strictly from a business perspective, customer branding is as important as employer 

branding and is a strong positive side effect for the companies. Even if it is not their main focus it should 

be evaluated in their decision making process as a potential tool for strengthening the company´s 

image.  

There is a general wish among companies to make the concept of CSR more tangible, why they engage 

in NGO partnerships. In the studied cases, employees at all levels have difficulties relating to CSR. This 

corroborates with several theories, highlighting potential problems that can arise from the diffuse 

definition of CSR, where Porter and Kramer (2006) even mean the definition is meaningless. Ernst & 
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Young see volunteering at work as one way to make CSR easier to relate to and more integrated among 

employees. Also the CR Manager at E.ON sees sponsorship as an important way of making CSR more 

concrete and communicable. Concerning the NGOs, they see potentials in the partnership to reach new 

arenas, also with a strong focus on exchange: 

“That’s how it is with long-term collaboration, the bottom line is about them having something 

we also want to have, or arenas where we want to be. Then there are of course also the cases 

where companies have a lot of competence that can get into our business and can help us 

develop. But also, our whole idea is talking about what we do, human rights etc. This is an 

arena for us to come out, opinion formation and reach a new group.” (Swedish Red Cross) 

5.2 How 

Today most international companies have clear goals for their business, knowing how to gain a strong 

position on the market and having clear definitions of their customers and stakeholders. This is also 

seen in the empirical study where all companies have clear strategies for their business as well as 

particular strategies for CSR. For example, E.ON has implemented CSR strategies both on national and 

global level, which makes it a prioritized subject on the agenda. This is also true for ICA, who aims to 

integrate CSR in all their operations and chose to work from the three cornerstones: transparency, 

credibility and traceability. These are indications for that the companies have achieved the first three 

levels in Carroll´s (1999) pyramid. These findings corroborate with Seitanidi and Crane (2009), Peloza 

and Falkenberg’s (2009) theories that the choice of partner should be based on the company’s strategic 

objectives and align with the company´s operating context. This is also true for the NGOs’ perceptions of 

the company's choice of partner, stating that it should be consistent with the company's core values, 

beliefs and marketing objectives. Further, in the case of Ernst & Young, they decided to enter into a 

closer collaboration with a NGO for its expert knowledge in the area, thus, taking advantage of the 

NGO´s specialized skills and focus on their own contribution to the project. The same goes for ICA, who 

is using the competence of the NGO in their partnership, which can be connected to the theories of the 

NGO as a provider of knowledge and competence to companies. As seen above, our empirical study 

show that companies and NGOs enter into a partnership by carefully evaluating the other part´s 

potential contribution as well as the structure and size to match the own organization. However, the 

matching could also be seen from a branding perspective, collaborating with the NGO or company that 

can increase the own brand and image by association. This could be the reason for IM´s trouble of 

getting companies to collaborate with them, since their brand is not as strong as larger NGOs´.  

There is an agreement that companies should try to consolidate their work with NGOs to better match 

the company´s strategy and overall goals keeping decisions on corporate level. Thus, the studied 
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companies have clear goals and ambitions when meeting with NGOs, where all agree on the importance 

of knowing their contribution and why they want to engage in a partnership before entering it. Also, the 

NGOs feel that the companies are very clear and committed to the projects.  

You feel that this is genuine engagement; companies never do anything half-hearted, certainly 

not this kind of thing that they absolutely do not have to do. Either they go for it or they don’t.” 

(Swedish Red Cross) 

Furthermore, both companies and NGOs stress the importance of communication, which is supported 

by Burchell and Cook (2008) who state that expectations must be declared and achievements of the 

partnership agreed upon. Both companies and NGOs emphasized the importance of thorough 

discussions in the initial phase, which can be seen in Seitanidj and Crane´s (2009) strategy of the four Ps 

of stakeholder partnership, especially concerning the power relationships between the partners and the 

process of partnerships evolution, highlighting discussion and mutual benefits. For example, Ernst & 

Young emphasize a careful start with a dialogue. Further, some of the cases have started their 

engagement with NGOs through a well-planned strategy from top level. They have decided to try to 

integrate their associates in their project, as an integrative relationship which is, according to Seitanidj 

and Crane (2009), the more successful strategy since it contributes to more than just money. However, 

Carlsberg differs since they on local level are sponsoring organizations without any strategies or 

guidelines for how it should be executed, which makes it into an emergent process instead of a planned 

which indicates a responsive CSR, defined by Porter and Kramer (2006) as simply acting as a good 

citizen. 

In the best of the worlds I would have a plan together with the local managers of how to best 

be exposed and in what way to do impact, to do the most good and get out the most good will 

for the money. But that is not how it is working. (Carlsberg) 

However, this can be seen in Carroll’s (1999) responsibility pyramid, where the first level must be 

achieved before entering a higher. This stress the importance of fulfilling the first stage, such as clear 

missions and guidelines of sponsorship, before entering the next level, in this context connected to 

deeper and closer NGO collaborations. This also corroborates by Nijhof and Bruijn’s (2008), Peloza and 

Frankenberg’s (2009) arguments that the companies must address more complex CSR issues gradually. 

Further, the empirical findings are align with their theories, stating that the two most common stages 

are the elementary and the engaged, but that we can see more of the innovative stage, such as the case 

of volunteering at work. 

Concerning the NGOs, they have clear demands on their potential partners, with guidelines of what kind 

of company they can and cannot collaborate with, considering their basic principle and conventions. 
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However, Baur and Palazzo´s (2011) theories state that the companies also should carefully evaluate 

their chosen partner, considering their brand. The company reputation is of high importance, which has 

been stated by several of our studied companies, and to be associated with an unethical NGO can color 

the company´s brand and trustworthiness. However, the Swedish Red Cross suffered an economical 

scandal a couple of years ago, resulting in members dropping and distrust towards the whole 

organization. Still, their present partners decided to engage in a partnership with them anyway, which is 

evidence of the trust and strength a deep and long relationship gives. This is corroborated by Burchell 

and Cook (2008) who state that continues communication with successful dialogues will generate trust, 

which is seen as the key aspect in fruitful partnership. 

Furthermore, in the case of choosing collaboration partner, the empirical findings show distinct 

differences between how companies and NGOs want to enter into a partnership. One NGO was very 

clear that they wanted to be the one that chose the partner. “We do not want to be chosen by anyone” 

(UNICEF). Also, a company stated that they want the NGO to offer the company something, referring to 

the size of the company and that they do not actively search for a partner.  

“If you (the NGO) are smart, which many non-profit organizations have become, you formulate 

your proposal so that it actually offers the firm something. It is a journey that the non-profit 

organizations need to do.” (E.ON) 

Large companies do not need a NGO´s help showing their brand to the society, often their reputation is 

already good enough and instead companies want offers of higher value from NGOs. Still, the positive 

effects that collaboration with a NGO gives should not be underestimated. To be associated with a 

international and strong NGO can help the company to gain legitimacy. Thus, NGOs with less strong 

brands have difficulties to attract companies, regardless of its size. However, even if there are different 

perceptions of the choosing process, they all agree that when they start the initial phase of 

collaboration there is no power asymmetry. Both parts are equally involved in the decision-making, 

which is acknowledging in Covey and Brown´s (2001) theories as one of four crucial conditions for 

collaboration.   

5.3 Effects of 

Collaborations between companies and NGOs have taken new directions, through continuous 

development, the latest years. The main result is the positive attitude among the employees towards 

the collaborations, but no measurements have yet been done. A problem of measurement may arise 

when trying to connect company benefit to employee engagement. Hence, we will mainly focus the 

discussion on the expectations and expected effects on the collaboration, supported in theories and our 

own reflections. 
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Collaboration between companies and NGOs are called a cross-sector partnership, which De Geer (2009) 

states should give legitimacy to the company, build the company´s image and give credibility as a 

corporate citizen. These factors are confirmed by the expectations that some of the studied companies 

have on their partnership and NGO partner. ICA´s diversity manager states that the volunteering project 

will bring strength to their soft values within the business, focusing on the employees which are an 

essential stakeholder group for them. This is further stated by Ernst & Young who also engage in 

volunteering at work projects. They believe that they can become more attractive for their current 

employees by making them a part of something with higher value. Further, by using the collaboration as 

a competitive tool in the hard competition for talented employees they can attract new employees by 

showing their good corporate citizenship. Hence, it can be seen as a PR activity with good intentions. 

Through this, they then and can bring benefits to all of the company´s salient stakeholders since they 

are a knowledge-based organization, relying on their high performing employees to deliver quality 

services. ICA also emphasizes the importance of the employees as representatives of ICA, making it a 

better workplace and more attractive for other important stakeholder groups of ICA, in particular the 

customers. 

Ernst & Young further emphasizes the importance of close collaboration and trust, where potential 

effects of their collaboration can lead to even larger projects, involving both employee participation and 

additional sponsoring. This type of partnership development, from interpersonal trust into a broader 

form of inter-organizational trust and understanding, is crucial to reach future success, which is 

emphasized in Burchell and Cook´s (2008) theory about the key factors for a successful partnership. 

Furthermore, since it is a new form of collaboration, Ernst & Young can see an effect of their partnership 

as a developed framework for future collaboration of this kind, both for other Ernst & Young offices in 

Sweden but also for the NGO´s future partners. 

 “Since we are a consultancy firm it might be that we work out a pamphlet for these processes 

and put it in a framework for how to work with companies” (Ernst & Young)  

This indicates a long term perspective and engagement from Ernst & Young´s side which is compatible 

with strategic CSR by Porter and Kramer (2006). The coordinator at the SRK states that: 

 ”since the society cannot take care of everyone, there are not enough resources or money for 

the society to survive, the three big sectors: public, private and voluntary need to work 

together”. (Swedish Red Cross) 

This is supported by the theories of Peloza and Falkenberg (2009) who state that companies together 

with NGOs can highlight social problems and make positive changes in the society. UNICEF emphasizes 

the importance of not forgetting that companies need to show economical results since they have 
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shareholders to report to. However, they also believes that when a company actively works with CSR 

they will “go from risk minimizing to profit maximizing” which demands a long-term perspective on CSR 

and to see it from a larger perspective, including the whole society and the community that the 

company is working in. When a company reaches that point, they have done it the right way, giving it 

time, and can truly engage in philanthropic responsibilities contributing with both their core business 

and the societies needs in focus as Carroll´s (1999) pyramid describes it.  

At present, Carlsberg and E.ON are very focused on their core business, brewery and energy, focusing 

their CSR more at the environmentally issues, which can be seen more as a causal responsibility stated 

in the theory of Lantos (2001) not yet reached their full potential. This theory supports the identity 

orientation presented by Nijhof and Bruijn (2008) who describe the way a company work with CSR as 

focusing on the core values, where the main point is to improve the company identity and then 

communicate it externally. This is very much what these two companies do, trying to strengthening the 

brand and their reputation through various sponsoring projects with NGOs and local organizations. An 

effect of a closer relationship, which is not stated by our named case companies, but that can help them 

in their CSR, is to change their orientation towards the stewardship orientation, making it a two way 

communication with stakeholders through an open system with the NGO partnerships. This is a maturity 

process and it depends on where the company in question is at the present moment and how well they 

are integrating CSR in their business. To render positive and long lasting effects the companies must give 

the process of CSR time, otherwise they will get lost and end up wrong, the head of the enterprise group 

of UNICEF says. 

5.4 Conclusion, why, how and the effects of 

There are a lot of questions regarding CSR; does it work? Can it be measured? Does it contribute to 

something and why do companies use it? CSR concerns the three pillars: social, economical and 

ecological responsibility, which companies should work from in every part of their business. There are 

several ways to do this, with a Code of Conduct, Due Diligence, UN Global Compact and measurements 

such as GRI. However, companies have discovered the power and the expertise that NGOs possess and 

more companies engage in partnership with these organizations as a way of improving their CSR. But 

why do companies engage in this type of partnership? How is it initiated and managed? And what 

effects of this partnership are achieved?  

A general perception of why companies engage in partnership with NGOs is to clear their conscience 

and promote themselves as responsible citizens. The pressure from stakeholder has increased greatly 

and has basically forced companies to rethink their way of conducting business. CSR is today more of a 

rule than an exception which also gives companies little to compete about in this area. However, lately 
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there has been a strive to develop the relationship with NGOs into something more than sponsorship. 

That the NGO is a provider of knowledge and specialized skills within the field of CSR is a major reason 

for collaboration and for the company to take advantage of their competence and make it a profitable 

situation. The collaboration with NGOs can be seen as working on an ethical level, going beyond the 

rules and regulations, contributing with something more. If a company has not reached this level there 

can be a lack of strategies of how to work with CSR and what they want to achieve as a company. NGOs 

stress the importance of knowing their own business before trying to work with NGOs.  

The reason for why companies engage in collaboration with NGOs might be a shifting focus from using 

them as a tool to be socially responsible, towards a more genuine interest in contributing to the society 

and being a good employer. This is true for some of the companies in our study that have come a long 

way within their overall CSR, with long relationship with NGOs. Taking this additional step into even 

closer partnership and integration within the whole business, show more true willingness to contribute. 

However, as theories state there need to be a win-win situation and the companies in our study give 

reasons for the partnership as an improvement of the soft values, the employees and the core values of 

the company. It appears like the companies now consider the soft values as important as the hard facts 

of other CSR engagements to reach a new competitive edge for their company.  

However, the different partnerships that a company and a NGO can enter into follow the same patterns 

in many ways. Both parts emphasize close collaboration with continuous dialogue and discussion of the 

shared values and the mutual benefits and goals. The companies stress the importance of common 

benefits, thus evaluation in the end of the project is not sufficient. This demonstrates the balance that 

the company and the NGO should have, where both parts possess the same amount of power and are 

equally involved in the decision making process. What we have seen in our empirical cases is that 

through the new way of collaborate, the involved project leaders and NGO coordinators together figure 

out solutions for problems that can arise. However, there are partnerships between companies and 

NGOs that better contribute to mutual benefits through a less close relationship and engagement. This 

has to do with the strategies the businesses have, to what extent they are conducting CSR and how well 

it is managed from the top level. 

“In many cases it is quick fix”, (UNICEF) 

If the companies are not ready for a closer collaboration such as the volunteering at work program then 

it will defeat the object, since the depth of collaboration is a maturity process and takes time.  

Different partnerships are subject for different expected effects and will render different outcomes for 

the companies and the NGOs. With a partnership that focuses on a volunteering at work project 

expected and potential effects will bring a positive atmosphere to the company along with employees´ 
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perceptions of a better workplace and a better employer. For the employers, the expected effects are a 

better workforce that can relate to customers and perform with wider perspectives. Further, an 

attractive workplace will attract potential employees which will raise the legitimacy of the company and 

give it a competitive edge in the industry. Looking at the potential and expected effects from the NGOs´ 

side there are a need in the voluntary sector to spread their message and reach desirable target groups, 

the working population. As mentioned by NGOs in our study, the whole society is in need of more 

resources to uphold the standards of today, where collaboration between the sectors of society, public, 

private and voluntary, can ensure stability in the future.   

However, a business is always a business and one must consider the unspoken positive and potential 

motives and effects of closer partnership a company can have. It is stated in the study that the close 

collaboration is done out of genuine interest and employee engagement. Still, it will render good 

publicity for the company which will make it stronger and more attractive. Further, the pressure from 

employees means that there is a risk of losing valuable assets if not listening to the requests. The main 

purpose of a business is to be profitable and grow. If the employees are not on the same side as the 

board, this can be difficult. To compete against competitors and to present a good image towards the 

customers is equally important and should not be forgotten when discussing why companies engage in 

partnership with NGOs. There will always be a strive to improve the general opinion of the company and 

when the business itself is on top, new ways of standing out will be found and used. Hence, NGOs such 

as SRK and UNICEF are extremely attractive partners due to their strong brands. However, IM, who is 

having trouble of attracting partners, indicates that the brands size and power is vital for a partnership. 

Further, let us not forget that in many cases the NGOs are dependent of donations from people and 

companies to survive and conduct their business. Whether or not the empirical findings in our study 

showed it, there are large risks of power asymmetry between companies and NGOs due to this.   
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5.5 Strengths 

Since the empirical study consists of large international companies, several strengths are connected to 

the companies’ size and vast resources. This is a general strength for all large companies, possessing 

enough resources to focus on CSR issues, which often is expected from the society and NGOs.  

“Large international companies with a lot of muscles and wise people should not choose the 

path where you make ad hoc projects. But they should think, how can I with my great company 

to be part of changing the world.” (UNICEF) 

Instead, the critical aspect rather becomes resource allocation and the degree of engagement among 

the managers and employees. Further, the companies have worked with CSR for a long time, mostly 

connected to sponsorship, which is a stable ground when taking the collaborations further. Each of the 

studied companies is adopting a competitive approach that seems to exist also in the field of CSR and is 

aiming high within this area. But is this mission connected to social contribution, or is it connected to its 

own success on the market? The heart of business is to make profit, indicating that the companies 

believe that CSR is one way to increase the income. Thus, one can discuss whether the strongest 

engagement to CSR is connected to the strongest believe that this strategy cannot be replaced by 

another with the same output versus input. Is it the company with the strongest monetary motives and 

drive for success that shows the strongest engagement in the field of CSR and NGO collaborations? 

Whether this is the case or not, the competitive approach seems to be a strength when deciding to what 

extent they reach deeper NGO collaborations. 

Consequently, as an increased desire of being associated to responsibility and a wish for closer NGO 

relationships has emerged. Further, the NGOs wish to be more involved in the company’s business is a 

mutual positive viewpoint resulting in a strength for both parts, facilitating the implementation process, 

communication and further commitment. However, in the same case as with the company, the NGO aim 

to obtain benefits, such as attracting businessmen to their organization, which can broaden their 

business. This stresses the importance of entering relationships where both parts have strong motives, 

driving them closer. This indicates that the NGO with monetarily motives and a competitive approach 

have a strength in their meeting with companies. This is corroborated with the companies’ point of view 

that the NGOs must have a strong offer, aside of social welfare, to get support by companies today. 

However, the empirical study shows that the genuine engagement and genuine care for social issues 

also is a strength for companies. The most engagement was seen in the case where the managers let 

younger, truly engaged employees drive the issue and the NGO collaborations. Thus, the combination of 

social care and a competitive attitude is the major strength.  
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Thus, the degree of engagement within the company is strongly connected to the structure of how to 

handle CSR. Both NGOs and companies highlight the importance of management engagement in the 

issue since they allocate resources, but also stress its importance. This is also supported by an NGO, 

stressing the importance of driving the issues top-down, where CSR must be an umbrella within the 

company. Especially one NGO made clear that CSR should be on the top level of the company, where 

the board and management team must handle the issue. Thus, despite the importance of integrating 

CSR at all levels, a strong request among employees was having one person with superior responsibility 

of CSR, which is stated below. 

“I think that one must have, in a company of our size, a person who has the title of CSR and has 

this (CSR) as its single task and actively pursue the issue, and is allowed to do so.” (Carlsberg) 

A major strength was found in the case where the management team was highly involved in the CSR 

issues, being in close contact with the NGO, but also engaged employees at all levels through project 

teams. Further, discussing the term and the concept of CSR among employees created new updated 

cornerstones of CSR, relevant in the actual context connected to the mission of becoming an attractive 

employer. Further, this created an understanding of CSR and its fuzziness, as well as how to work with 

the issue on a daily basis. Furthermore, advantages can be seen when companies develop strategies of 

how to choose NGO partner or enter into NGO projects. The positive effects increase if the strategies 

are developed together with the NGO partner as they work closely together and understand the 

dependence of one another. This hinder power asymmetry, which is crucial when developing the 

partnership further and reaching a closer form of partnership.  

Concerning the NGOs we see different approaches in their choice of partner, each with its specific 

strengths. UNICEF is very restrictive in their choice of NGO partner, making the selection based on the 

strong brand. Thus, they have the greatest business focus, resulting in large international flagship 

partners. This also stresses how NGOs are becoming more aware of business and profit-making. 

“Earlier persons were hired because of their passion about the issue, but today they need 

businessmen, speaking their language.” (UNICEF) 

The Red Cross, on the other hand, is more open towards involving companies in their business, which 

easier forms new kind of collaborations, enabling them to create a broader range of partnership. Lastly, 

IM is also open to company collaborations, where its strengths can be found in its strong local context to 

attract smaller companies in the future. 
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5.6 Weaknesses 

Since the NGOs’ size and business conduct strongly differs from the companies’, their weaknesses are 

also differs. The companies´ weaknesses are mainly connected to the way of running the collaboration, 

while the NGOs´ weaknesses are more related to their traditional form of business conduct.  

First of all, a challenge for both parts is to see the other side’s missions and needs, where both 

companies and NGOs have experienced this lack of understanding. Another common weakness is the 

lack of resources given to the partnership, in one way or another, which as earlier mentioned connects 

to resource allocations. This weakness becomes worse if the company is in a financial distress and 

reorganization, where restructures and lay-offs set-aside the CSR agenda for the future. This affects any 

potential collaboration on a deeper level than sponsoring, why one company choose not to enter into 

deeper collaborations. Further, mental distress connected to reorganizations hindered the 

collaborations, where individuals cannot engage in social responsibility, instead, personal concerns take 

over. In another scenario, the company has large visions and increase the tasks of CSR among 

employees, but does not allocate enough resources to the issue. Further, the company do not have any 

incentives for employees to engage voluntarily, other than for the benefit of the good.  

“If you’re going to engage the staff voluntarily I believe it must be rewarded in one way or 

another, that you can see some kind of personal benefit. It doesn’t have to be immediately 

financially, but that you get something from the employer.” (Carlsberg) 

This is a clear weakness for companies in general, highlighting the dilemma of genuine social care 

versus personal winning. Further social biases might appear, where employees are initial positive 

towards this type of engagement, but do not have the genuine care to engage personally. Thus, 

employee surveys might be misleading. Further, the empirical cases stress the problems connected 

to the integration of the NGO collaboration in the organizational structure. The more exchange and 

employee engagement a business and NGO collaboration requires, the more difficult it might be to 

make the CSR projects compatible with the employees personal life, which also highlight the balance 

of input versus output. 

Concerning the NGOs, another type of scarce resources, is the lack of capacity to meet different types of 

companies. For example, UNICEF only work with very large companies leaving the small ones aside, 

while the SRK is involved in a couple of partnerships driven by business volunteers, but do not always 

have the capacity to offer projects suitable for the businessmen’s short-term engagement. The activities 

need to be of the kind that it does not demand close and continues work, which is not always easy to 

find. However, this weakness can also be seen from the company’s point of view, not given the right 
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conditions to fully engage employees continuously during the year. Ernst & Young, for example, is a 

season-based organization with a hectic period at winter and spring and less hectic at summer and fall, 

but are engaged in project of tutoring students, dependent on the school season. Hence, the volunteer 

program might be limping at one season and be overwhelmed the next, making it hard for NGOs to 

estimate the time and workload needed. Furthermore, this can make it hard to keep people involved in 

projects. Another problem, connected to a business of broader character, such as ICA with offices, 

banks, stores and storage, can make it hard to handle the logistics and the administration of projects 

such as volunteering at work. Further, when looking into the strategies of CSR and collaborations, some 

companies do not have any clear plan for sponsorship or deeper NGO partnerships. This weakness, 

connected to strategies, might be the explanation of the still existing branding focus connected to the 

NGO partnership in question. 

Further, one weakness is connected to the NGOs´ decision-making process, not always aligning with the 

companies’ that are more efficient in business conduct. For UNICEF, the decision-making process is far 

from its context at the head office in Genève. A problem arises when attractive collaborations are 

declined because of lack of knowledge in the Swedish culture, with no possibility for national 

adjustments. The weaknesses of IM, on the other hand, are mostly related to their size and spreading. 

They do not have the strong brand that still seems to be crucial in partnership and they have a large 

focus area, which might be too wide and not as sharp as needed in order to be attractive.  

5.7 Opportunities 

As mentioned earlier a common strength for all large international companies is their large resources, 

providing the opportunity to develop CSR and specifically the NGO collaborations to be fully integrated, 

consistently and strategically, in the business. Furthermore, they have the capacity to add more 

resources to this field along with its potential development and increased importance. Through this 

NGO partnership development they can get the opportunity to be role models for other companies. 

However, there are other opportunities that strongly differ between the companies, depending on the 

level of the collaboration, its form and structure, as well as the firm’s future prospects.  

When looking at the partnership, we can divide the four companies into two groups, one consisting of 

Ernst & Young and ICA, and the other one consisting of E.ON and Carlsberg. Ernst & Young and ICA have 

had long relationships with NGOs and are now taking those further by involving their employees, trying 

to become a better employer by offering a chance to engage in volunteering at work. For these two 

there are opportunities to create a better atmosphere in their business, making their office or store an 

attractive place to work at. Both are large organizations with resources to make this kind of partnership 

national and powerful, combining their size and knowledge with their NGO partner’s expertise. Further 
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they can strengthen the constitution of the firm, resulting in a competitive edge. Ernst & Young 

mentioned how this voluntary program can give them a weapon when competing for the most talented 

associates and building a stronger work force. Furthermore, they hope this kind of partnership can 

evolve into a larger and extending project combining associated engagement and sponsoring, which can 

take the partnership to another level. Thus, the major opportunity for these two companies is to 

become market leader, or keep the position as market leader, a position that can require this extra edge 

of offering their employees a part in a volunteering program.  Thus, if this pressure from employees will 

increase in the future, they have a strong position on the market with already well-developed strategies 

for such collaborations and volunteering programs.  

E.ON, on the other hand, has a fair deal with its employees already giving them 80 hours to spend on 

free activities every year, which can become an opportunity for some kind of engagement with NGOs in 

the future. However, people might value those hours more than a volunteering program, where their 

opportunity is to offer superior values, still with the possibility to engage voluntarily. E.ON is today 

trying to consolidate their CSR activities and make them more cohesive and planned through the overall 

strategy. The potential opportunities that can emerge from this change is a more powerful collaboration 

on a national level, with a NGO helping E.ON to integrate their core business into a project that can 

show E.ON´s work for society and environment. For Carlsberg the opportunities, when it comes to 

partnership with NGOs, are to engage their employees to a larger extent. Further, the fact that this 

volunteering program, concerning “nattvandrarna” is outside work, it does not depend on resources. 

The opportunity is to take the employee focused activity to another level, making CSR a part of the core 

business at all levels, from top management to the local production areas.  

 This is an opportunity that a resourceful organization like UNICEF can offer companies with a clear 

strategy and high goals. UNICEF has the opportunity to work at the top level, with top companies and 

deep collaborations. On the other hand, a NGO such as the SRK can offer a national and local spreading 

since they are located all over Sweden. SRK can through the close relationship of a volunteering project 

recruit a whole new type of people to their organization and spread their message of what they do and 

who they are. Moreover, an opportunity for the SRK is to extent their network of companies into a new 

way of collaborating. Also IM has the opportunity to attract new target groups, which can give a 

stronger member force and attract business partners to a larger extent. By focusing on the local market 

and through young and alert ambassadors for their organization this category of collaboration can 

expand. Today companies are only focusing on larger NGO collaborations, however, many local 

companies might want to collaborate with NGOs on their own level, as the importance of CSR and NGO 

collaborations increase. Since large NGOs, such as UNICEF, do not have the time and resources to take 

on smaller projects, IM has the opportunity to take on local collaborations and expand their 



 58 

organization and collaboration form. Through this, IM can differentiate themselves from other NGOs by 

creating a new market where business meet NGOs on a smaller scale, offering a collaboration suitable 

for the company’s size.   

5.8 Threats 

There is a connection between resources and CSR engagement, where constraints within the business 

can lead to CSR stagnation and not enough resources to include CSR in the business. Consequently, 

without resources given to the CSR progress the threat is that its status weakens and the engagement 

decrease since employees cannot see the company’s effort in these questions. Consequently, CSR risks 

falling further down on businesses agenda.  

Furthermore, as mentioned before, the study indicates that people need incentives to engage 

voluntarily, why the process of engaging employees can be longer or maybe even impossible. This 

highlight the advantage of a smaller scale of employee engagement, which on one hand makes the 

project less vulnerable but on the other hand perhaps less successful. However, this might lead to 

injustice among employees, where some can take this opportunity and others cannot, which becomes a 

source of negative feelings. Further, a major threat is financial distress, making it impossible to risk 

running CSR in the same way. Other important threats are the companies who are under strict law 

regulations, which might hinder them in their own creation of ways of conducting CSR and NGO 

collaborations. Another relevant aspect connected to measurements is the problems that might arise 

when trying to measure to what extent the employee engagement has contributed to the business 

growth. Furthermore, the collaboration can in worst case damage a company’s image if engaging in 

projects that are not in line with their values and beliefs, which is not at least also the case for NGOs. 

Further, from the NGO perspective, an increased company partnership is too friendly oriented and 

dependent, which diminishes their ability to strictly control the business conduct of the company. 

Hence, by integrating the two worlds, some important factors might disappear and form collaborations 

that do not place the social welfare in the first room, but personal winnings. Lastly, a major threat is that 

CSR and is more of a trend than a long-term commitment, something that would be devastating for the 

companies’ long-term perspective.  

5.9 Conclusion of the cross case analysis 

As mentioned, one aspect can be angled in several ways, where strength also can be seen as a weakness 

and a threat also can be an opportunity, all depending from which point of view you look at the issue. 

The mission is to consider several aspects of the issue, becoming aware of circumstances and how to 
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navigate the partnership into future success. Thus, by avoiding bad scenarios and taking advantage of 

opportunities each company can improve its CSR and NGO-business partnerships.  

First of all a strength could be seen in the case where the employees discussed the values of CSR and its 

cornerstones, which made them more aware of its fuzziness and how to work with the issue. A common 

strength for all companies is the positive attitude towards closer forms of NGO partnerships, stressing 

soft values through knowledge exchange and personal meetings. Here, the company sees the NGO 

partnership is an important cornerstone; enabling employees to become personally engaged and 

contribute to social welfare and benefiting the company as a whole. However, even though the 

company stress soft values instead of monetary, one must be aware of their goal of making profit. Thus, 

the managers’ engagement emerged from a wish for social welfare can be questioned. The empirical 

finding stress that a partnership is certainly not only formed out of best meeting social needs. In most 

cases companies do only want to engage in partnerships with bigger NGOs that have a strong brand, a 

point of view that is also shared by the NGOs. This indicate that the brand is still important and even if 

the company claim that the new form of partnership will not be communicated externally, it is of high 

probability that this will become an important aspect in the future when trying to attract employees. 

However, this would maybe be a positive direction, increasing both companies’ and the NGOs’ 

advantages, strengthening the win-win situation. Furthermore, external marketing can change the 

perception of smaller companies and NGOs who are often still focusing on the traditional form of 

partnership. However, the partnership development is also connected to certain risks. Sweden is behind 

other countries in this aspect, where cultural differences result in different perceptions of CSR. This 

hinders the usage of an existed standard model within the field; hence, the deeper form of partnership 

becomes an experiment on the Swedish market. Especially the NGOs question whether this is a fling or 

not, arguing that CSR is just a new modern term for what they have done for decades.  

Still, their vast resources give them the opportunity to develop their NGO collaborations. However, 

some companies are in need for resource allocations to prevent increased workload for the employees, 

connected to a risk of making CSR into a burden. Further, this stresses the negative effects of suffering 

financial distress, hindering the collaboration to develop and the capacity for employees to take on 

social responsibility. Hence, CSR is to a great extent depended on resources, why the risk is high for 

sporadic partnerships where the type of collaboration depends on the company’s economical situation, 

which once again problematize the CSR implementation among small companies. Another critical point 

can be found when employees cannot engage because the organizational structure, hindering continues 

projects and balanced collaboration. 

Further, the managing of CSR issues differ, where the greatest strength can be seen where a team of 

young engaged employees pursued the issue, representing the younger audience from whom the 



 60 

increased pressure has emerged. They have less monetary focus to the issue, not focusing on the 

company’s winnings, but personal winnings, which they can communicate to other employees and 

engage. In another case employees were assigned the issue, but no real engagement could be seen due 

to lack of resources, such as incentives, which ones again stress the need of personal winnings. Further, 

in one case, a single person managed the issue, driving the issue further, but still emphasized the need 

of communication. Hence, we can see that the genuine engagement is the most powerful tool in the 

issue. At the same time the study stress the importance of management involvement, crucial for its 

success.  

Having the employees with them is quite amazing. That's where the power is, that's where you 

can flourish beyond what is code of conduct. But you should not start in that end. Not 

concerning CSR issues. (UNICEF) 

Another issue is connected to measurements, which has not yet been done, but might cause problems 

in the future due to lack of numbers and calculation possibilities. However, this provides the opportunity 

to see the big picture and to focus on the soft values of the employee satisfaction. Lastly, aside from the 

specific cases, the NGOs see a need for business to better understand their organization and project 

conducts. The wish for increased understanding is an important aspect, especially in the development 

phase of CSR and the increased pressure from employers to act responsible. Through this, the 

collaboration enables them to include emotional values in their business, while the NGO can get more 

functionality to their already highly emotional organization. Together they have the strength to take 

their business further, as they work towards the same goal that benefits them both. 

If this deeper form of collaboration does succeed, they will have the opportunity to become market 

leaders and to be seen as a role model when it comes to CSR and NGO collaborations concerning 

employee engagement. This gives an opportunity to provide strategies and valuable experiences to 

other companies and NGOs, who have not reached as far. However, even if there are clear advantages 

of the new form of partnership, there is no guarantee that the volunteering program will be successful. 

A risk is that wishes for social engagement rather is connected to social biases, thus are more of a trend 

than a long-term solution. Hence, in a worst case scenario companies can lose enormous resources. 

However, if this engagement is of genuine care for the employees and the society, the critiques can be 

refuted, that this is not a quick fix solution. 
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6. Conclusion 
Here we will present our findings and our contribution to this field of study, both in terms of 

theoretical and empirical contribution. We will also make some reflections through a future 

discussion and end with some thoughts for further research needed in this area. 

6.1 Contribution 

The study has shown that companies consider their employees to be an extremely important 

stakeholder, why there is an increased interest of engaging them in the company´s CSR. This focus has 

still not been discussed in the theories, why they need to be updated. However, even if they place the 

employee in the first room there is still indications that the brand plays a certain role, but in this case 

more connected to employer branding than customer branding. The companies’ aim is to use CSR 

engagement as a competitive edge to attract new employees, but also to keep their current employees 

within the business longer. Further, they see the NGO partnership as a tool to get the fuzz away from 

the concept of CSR; managers can make CSR tangible and easier to understand. Also, through employee 

engagement managers hope to enhance the employee performance and by that also customer 

satisfaction. This way of engaging in NGO partnership with the employees as the main focus and 

strongest stakeholder, is not emphasized enough in previous theories. Also, this new way of using the 

NGOs’ resources becomes a new branch within stakeholder and NGO partnership theories where little 

research has been done so far. Further, by looking at a wide span of companies engaged in partnership 

with NGOs, an empirical contribution has been found concerning the factors that matters the most for a 

successful implementation of a collaboration of this kind. These aspects are concluded in two models 

where the first one, figure 6.1, highlights those that need to be reconsidered through the four domains: 

erased, reduced, increased and created (ERIC-model, Kim & Mauborgne, 2005). The second model, 

figure 6.2, is a process model for how a company and NGO collaboration should be performed, from the 

initial phase to further development.  

However, the empirical findings stress that this form of exchange relationships requires much resources 

and engagement, being in the top of Carroll’s pyramid (see figure 2.2) Hence, this strategy is mainly 

suitable for companies that has already worked with CSR for a long time, with long lasting NGO 

relationships. The companies must have a stable ground when it comes to corporate social responsibility 

before entering deeper relationships. This study completed its mission of bringing an actual 

understanding of NGO and company relationships, reflecting large international companies´ approach 
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and performance in the field. However, there is a clear need for further research as the development is 

continuous and strategies develop and take new forms over time. 

“The companies’ strategies may well be very junior in the beginning, but on the other hand, 

which company is completed?” (UNICEF) 

 

 

 

                                              Figure 5.2: The ERIC model for business-NGO partnership 

Business-NGO 
partnership 

Erase:  

- The strategic terms when 
engaging employees 

Reduce: 

- Negative feelings 

- Workload conectedt 
to CSR 

Increase: 

- Management engagement & 
understanding 

- Knowledge about the NGO 

- Resources, through better allocation 

- The governance of CSR within the 
company 

- Employee involvement 

- NGO involvement 

Create: 

- Positive feelings towards CSR 

- Genuine employee engagament 

- Project teams of engaged employees 

- CSR forums with concept discussions 

- Updated CSR-cornerstones 

- Incentives for CSR engagement 



 
 

63 

 

 

Figure 5.3: Process model  
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“Voluntary programs and CSR is so new that people still are wondering if it is something to have. 

Either, it turns out to be a fly or it turns out to be something that you really want to do. (Swedish 

Red Cross) 

 Meanwhile, both parts develop collaboration tools and strategies that will be used and developed as 

new collaborations take form. Consequently, the gap between the private, the public and the 

volunteering sectors might diminish and become one, working more closely and integrated. Further, 

along with this cross-sectional partnership new meetings between people arise, where prejudice might 

decrease. Or, will the increased awareness of CSR among companies only be short living, a trend? The 

social development is of high interest, both from the NGO’s and the company’s perspective, which 

stress the necessity of continuous research in the field. Theories must always be put in its actual context 

and constantly develop as the society takes new shapes and business take new directions. This is 

especially important concerning the stakeholder theories where shifts are constantly seen, along with 

trends and new perceptions. Further we see a need for further research within the area of smaller NGO 

and company collaborations.   
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Att inkludera sina anställda i en del av företagets CSR 

arbete är den nya trenden, hävdar en ny studie gjort av 

master studenterna Greta Ragnerstam och Christina 

Hansson vid Lunds universitet. Enligt studien läggs det 

mycket större fokus på de anställda som en viktig 

stakeholder. TEXT OCH FOTO: PERSONAL OCH LEDARSKAP 

 

      yftet med studien var   

        att hitta de faktorer som 

spelade in när företag 

samarbetar med 

hjälporganisationer, samt vilka 

motiv som ligger bakom valet 

av partnerskap. Studien 

innefattade ett flertal intervjuer 

med både företag och 

hjälporganisationer som 

påvisade ett ändrat fokus från 

sponsorskap till att vilja 

engagera sig i 

partnerskapsprojekt utifrån 

medarbetarnas engagemang 

och intresse. 

- Som konsument kan det ju 

vara lätt att avfärda företagens 

fokus vid socialt 

ansvarstagande med att säga 

att de köper sig ett rent 

samvete och att det är något 

de är illa tvungna att göra, men 

deras vilja till djupare 

samarbete grundade sig ur ett 

mer genuint engagemang. 

AV FÖRETAGEN SOM 

medverkade i studien hade de 

som ingått ett djupare 

samarbete hittills blivit bemötta 

med mycket positiv respons av 

medarbetarna. Att anställda 

anses vara en så viktig 

nyckelfigur för företagen kan ha 

uppkommit utifrån en 

medvetenhet om anställdas 

ökade krav på arbetsgivaren, 

utifrån en önskan att 

personligen kunna vara med 

och påverka. Detta visar en 

tydlig indikation på de mjuka 

värdenas betydelse för 

företagen i dagens 

konkurrenskraftiga samhälle, 

där kunder är mer ombytliga än 

någonsin och där de anställdas 

prestation måste ligga på 

hundra procent. Men kan detta 

verkligen vara ett vinnande 

koncept? 

- De ser vinningen i de mjuka 

värdena, som medarbetar-

nöjdhet och en trivsam 

arbetsmiljö. Att ha anställda 

som är stolta över sitt företag 

bidrar till mer energi och bättre 

prestationer, men självklart är 

det fortfarande så att företag vill 

vinna någonting på det här 

samarbetet, det är både de 

själva och hjälporganisationerna 

väl medvetna om, säger 

Christina. 

Att som ledare ha resurser 

att erbjuda sin personal ett 

engagemang hoppas företagen 

kan förstärka den positiva 

attityden mot ledning och 

företag. Om man kommit så 

långt som att definiera 

begreppet CSR och jobbar 

aktivt med dessa frågor, kan det 

alltså vara en god idé att i 

ledningen se över potentiella 

partnerskap med 

hjälporganisationer.  Hittills har 

det dock inte utarbetats några 

tydliga riktlinjer för samarbetet 

än, då detta är nytt för både 

företag och hjälporganisationer. 

Detta gav en möjlighet för 

studenterna att ta fram en 

modell för vilka kriterier som bör 

uppfyllas innan man går in i ett 

partnerskap, vilka faktorer som 

spelar roll och vilka möjligheter 

framtiden kan ge. Det är en 

process som måste få ta tid, 

som bygger på gemensamma 

värderingar och tillit, vilket 

kräver att företaget är i en stabil 

situation.   

 

Att hitta balansen mellan de hårda och 

mjuka värdena ger nöjda medarbetare 
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Figure 5.3: Process model  

 

ATT ENGAGERA anställda är 

ett långsiktigt projekt som 

måste växa fram i sin egen 

takt då det bygger på frivillig 

medverkan och brinnande 

intressen. 

- Företagen i studien har 

kommit väldigt långt inom 

CSR vad gäller sociala, 

ekonomiska och ekologiska 

aspekter och tar det nu ett 

steg längre för att ta sig an 

nya utmaningar som gynnar 

både de själva och samhället. 

Ledare bör därmed se den 

här typen av partnerskap som 

en långsiktig investering i 

företaget då anställda alltmer 

utgör den viktigaste resursen. 

Att balansera de hårda 

lönsamhetstalen och 

omsättningsmålen med de 

mjuka värdena leder till en 

ökad medarbetarnöjdhet och 

minskad personalomsättning, 

vilket kan ge företaget de 

konkurrensfördelar som 

kommer krävas på framtidens 

arbetsmarknad. För att lyckas 

finns det dock vissa aspekter 

som måste tas i beaktning av 

företagsledningen där Greta 

påpekar en av de viktigaste 

faktorerna. 

- Engagemanget ska vara 

de anställdas, men det måste 

stöttas och uppmuntras från 

ledningen för att det ska 

genomsyra hela 

organisationen och verkligen 

ge effekt för företaget. 

I studien presenteras 

allmänna tips för hur 

företagsledningen kan arbeta 

med denna typ av 

partnerskap: 

 

 

 

  1. Tydliga mål och 

visioner inom företaget, 

som tas fram i samarbete 

med de anställda.  

2.  Välj hjälp-

organisationspartner som 

bäst möter dessa behov. 

Lägg partnerskapet på en 

rimlig nivå utifrån resurser 

och en önskad nivå av 

engagemang såsom. 

3. Förstå samarbetet 

utifrån partnerns 

perspektiv, såsom deras 

mål och förväntningar. 

4. Skapa 

gemensamma mål och 

tydliga riktlinjer för 

samarbetet. 

 

5. Utgå ifrån intresse 

och undvik 

maktfördelning.  

6. Involvera varandra i 

företaget/organisationen, 

för att bygga upp 

förtroende och förståelse. 

7. Kontinuerliga 

inspirationsmöten med 

anställda för att öka det 

personliga 

engagemanget.  

8. Utvärdera 

medarbetarnöjdhet 

succesivt. 
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