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Executive	  Summary 

Corporate social responsibility (CSR) has over the past years gained increasing awareness in 

the society as a whole interesting stakeholders and accordingly attained prominence on the 

corporate agenda. A challenge for companies is to build a business case for CSR, defending 

the new investments with positive payback to the company. Even though the perception is 

somewhat changing, many companies today still view CSR as an isolated costly activity, de-

coupled from core business. The fundamental basis of this master thesis is to investigate the 

challenging undertaking of strategically managing and communicating CSR. A challenge that 

was outlined to the authors by the case company SkiStar, Scandinavia’s leading operator of 

alpine ski destinations. The main objective is to develop a framework of how corporations in 

general, and the case company in particular, can build a strategic CSR agenda and integrate it 

in the corporate brand. This objective is sought attained by investigating the following 

research question: How can SkiStar work strategically with CSR and communicate it through 

the corporate brand in order to maintain and strengthen their competitive position on the 

market?  

 

Strategic CSR is attained in a process of contextual analysis, building the corporate CSR 

agenda on the identified and relevant points of intersection, or mutual interests between the 

company and the society. The aim is to avoid making decisions that gain the company at the 

expense of society and instead focus on creating shared value. A fundamental argument in 

this thesis is that building and acting a strategic CSR agenda is not enough if the goal is to 

turn CSR engagement into a competitive advantage. In order to grasp the full potential and 

attain a competitive advantage from the strategic CSR engagement, the CSR agenda needs to 

be communicated to external stakeholders and society through the corporate brand. The 

argument is that the tools for integrating the strategic CSR agenda in the corporate brand 

identity, i.e. in the strategic vision, corporate image and organisational culture, are to be found 

in the identity approach to brand management. It is furthermore complemented by the cultural 

approach serving to explain the need to proactively engage in the CSR debate by reflecting 

relevant CSR issues in the corporate brand. 

 

In response to the key findings, the authors introduce ‘The Strategic CSR Branding Model’; a 

managerial toolkit of how strategic CSR can be built and integrated in the corporate brand. 



	   iii	  

A step-by-step guide of how to become a ‘Strategic CSR Brand’ is presented: (1) Conduct a 

macro analysis, (2) Map out the points of intersection through a micro analysis, (3) Select 

relevant points of intersection and outline the strategic CSR agenda, (4) Integrate the strategic 

CSR agenda in the corporate brand Integration, (5) Install flexibility into ‘The Strategic CSR 

Brand. The model is furthermore applied to the case company SkiStar, providing suggestions 

to relevant points of intersection on which SkiStar’s CSR agenda should be built and how 

these new values should be integrated in the SkiStar brand in a way that can maintain and 

strengthen their competitive position on the market. 



	   iv	  

Table	  of	  Content	  

1.	  INTRODUCTION	  ..........................................................................................................................................	  1	  

1.1.	  PROBLEM	  IDENTIFICATION	  AND	  RESEARCH	  QUESTION	  ..............................................................................	  1	  
1.2.	  PURPOSE	  AND	  CONTENT	  OF	  RESEARCH	  QUESTION	  ...................................................................................	  3	  
1.3.	  DELIMITATIONS	  ...........................................................................................................................................	  4	  
1.4.	  PURPOSE	  AND	  TARGET	  GROUP	  ...................................................................................................................	  5	  
1.5.	  READING	  GUIDE	  ...........................................................................................................................................	  6	  

2.	  METHODOLOGY	  ..........................................................................................................................................	  8	  

2.1.	  SCIENTIFIC	  APPROACH	  ................................................................................................................................	  8	  
2.2.	  METHODOLOGICAL	  APPROACH	  ................................................................................................................	  10	  
2.3.	  CASE	  STUDY	  ...............................................................................................................................................	  11	  
2.4.	  DATA	  COLLECTION	  ....................................................................................................................................	  12	  
2.4.1.	  STEP	  1	  –	  SELECTING	  THE	  CASE	  AND	  DETERMINING	  THE	  ISSUE	  FOR	  INVESTIGATION	  ...................................	  12	  
2.4.2.	  STEP	  2	  –	  SELECTION	  &	  APPLICATION	  OF	  THEORY	  ..............................................................................................	  13	  
2.4.3.	  STEP	  3	  -‐	  CASE	  RELATED	  LITERATURE	  REVIEW	  ....................................................................................................	  14	  
2.4.4.	  STEP	  4	  -‐	  IN-‐DEPTH	  INTERVIEWS	  ............................................................................................................................	  14	  
2.4.5.	  STEP	  5	  -‐	  CUSTOMER	  SURVEY	  ..................................................................................................................................	  16	  
2.5.	  RELIABILITY,	  VALIDITY	  &	  GENERALISABILITY	  .......................................................................................	  17	  

3.	  EMPIRICAL	  FINDINGS	  ............................................................................................................................	  20	  

3.1.	  THE	  TOURISM	  &	  ALPINE	  INDUSTRY	  ........................................................................................................	  20	  
3.2.	  THE	  COMPANY	  SKISTAR	  ...........................................................................................................................	  22	  
3.2.1.	  COMPETITIVE	  SITUATION	  &	  COMPETITIVE	  ADVANTAGES	  ................................................................................	  22	  
3.2.2.	  THE	  SKISTAR	  BRAND	  &	  BRAND	  STRATEGY	  .........................................................................................................	  23	  
3.2.3.	  CSR	  IN	  SKISTAR	  ........................................................................................................................................................	  24	  
3.2.4.	  THE	  SKISTAR	  CONSUMERS	  &	  CSR	  .........................................................................................................................	  25	  
3.3.	  THE	  TASK	  ..................................................................................................................................................	  25	  

4.	  LITERATURE	  REVIEW	  ............................................................................................................................	  27	  

4.1.	  CORPORATE	  SOCIAL	  RESPONSIBILITY	  (CSR)	  .........................................................................................	  27	  
4.1.1.	  DEFINING	  AND	  CONCEPTUALISING	  CORPORATE	  SOCIAL	  RESPONSIBILITY	  (CSR)	  .......................................	  28	  
4.2.	  BRAND	  MANAGEMENT	  ..............................................................................................................................	  31	  
4.2.1.	  THE	  EVOLUTION	  OF	  BRAND	  MANAGEMENT	  ........................................................................................................	  32	  
4.2.1.1.	  Two	  Brand	  Management	  Paradigms	  ........................................................................................................	  32	  



	   v	  

4.2.1.2.	  Seven	  Brand	  Approaches	  ..............................................................................................................................	  33	  
4.3.	  INTEGRATING	  CSR	  AND	  BRAND	  MANAGEMENT	  .....................................................................................	  35	  

5.	  THEORY	  ......................................................................................................................................................	  37	  

5.1.	  STRATEGIC	  CSR	  ........................................................................................................................................	  37	  
5.2.	  CORPORATE	  MOTIVES	  FOR	  ENGAGING	  IN	  CSR	  ........................................................................................	  40	  
5.2.1	  THE	  BUSINESS	  CASE	  FOR	  CSR	  .................................................................................................................................	  41	  
5.3.	  GENUINE	  ACTIONS	  OR	  WINDOW-‐DRESSING?	  –	  THE	  CONCEPT	  OF	  ‘GREENWASHING’	  ...........................	  43	  
5.4.	  A	  CUSTOMISED	  BRAND	  STRATEGY	  ..........................................................................................................	  44	  
5.4.1.	  THE	  CULTURAL	  APPROACH	  TO	  BRAND	  MANAGEMENT	  .....................................................................................	  45	  
5.4.1.1.	  Cultural	  Consumption	  ....................................................................................................................................	  46	  
5.4.1.2.	  Brand	  Icons	  .........................................................................................................................................................	  46	  
5.4.1.3.	  A	  Future	  Brand	  Scenario:	  The	  Citizen-‐artist	  Brand	  ...........................................................................	  47	  
5.4.2.	  THE	  IDENTITY	  APPROACH	  TO	  BRAND	  MANAGEMENT	  .......................................................................................	  48	  
5.4.2.1.	  Corporate	  Branding	  .........................................................................................................................................	  50	  
5.4.2.2.	  A	  Framework	  for	  Corporate	  Branding	  ....................................................................................................	  51	  

6.	  ANALYTICAL	  FRAMEWORK	  .................................................................................................................	  56	  

6.1.	  CSR	  &	  THE	  CULTURAL	  APPROACH	  TO	  BRAND	  MANAGEMENT	  .............................................................	  56	  
6.2.	  CSR	  &	  THE	  IDENTITY	  APPROACH	  TO	  BRAND	  MANAGEMENT	  ...............................................................	  57	  
6.3.	  THE	  STRATEGIC	  CSR	  BRANDING	  MODEL	  ................................................................................................	  60	  
6.3.1.	  MANAGING	  THE	  STRATEGIC	  CSR	  BRANDING	  MODEL	  .......................................................................................	  63	  
6.3.1.1.	  Step	  1:	  Conduct	  a	  Macro	  Analysis	  ..............................................................................................................	  63	  
6.3.1.2	  Step	  2:	  Map	  Out	  the	  Points	  of	  Intersection	  Through	  a	  Micro	  Analysis	  .......................................	  64	  
6.3.1.3.	  Step	  3:	  Select	  Relevant	  Points	  of	  Intersection	  and	  Outline	  the	  Strategic	  CSR	  Agenda	  .......	  64	  
6.3.1.4.	  Step	  4:	  Integrate	  the	  Strategic	  CSR	  Agenda	  in	  the	  Corporate	  Brand	  ..........................................	  66	  
6.3.1.5.	  Step	  5:	  Install	  Flexibility	  into	  The	  Strategic	  CSR	  Brand	  ...................................................................	  66	  
6.3.2.	  OUTCOMES	  OF	  THE	  STRATEGIC	  CSR	  BRANDING	  MODEL	  ..................................................................................	  67	  
6.3.3.	  LIMITATIONS	  OF	  THE	  STRATEGIC	  CSR	  BRANDING	  MODEL	  ..............................................................................	  67	  

7.	  CASE	  ANALYSIS	  ........................................................................................................................................	  69	  

7.1.	  STEP	  1:	  CONDUCT	  A	  MACRO	  ANALYSIS	  ...................................................................................................	  69	  
7.2.	  STEP	  2:	  MAP	  OUT	  THE	  POINTS	  OF	  INTERSECTION	  THROUGH	  MICRO	  ANALYSIS	  ..................................	  70	  
7.3.	  STEP	  3:	  SELECT	  RELEVANT	  POINT	  OF	  INTERSECTION	  AND	  OUTLINE	  THE	  STRATEGIC	  CSR	  AGENDA	  .	  71	  
7.4.	  STEP	  4:	  INTEGRATE	  THE	  STRATEGIC	  CSR	  AGENDA	  IN	  THE	  CORPORATE	  BRAND	  .................................	  74	  
7.5.	  STEP	  5:	  INSTALL	  FLEXIBILITY	  INTO	  THE	  STRATEGIC	  CSR	  BRAND	  .......................................................	  77	  



	   vi	  

7.6	  POTENTIAL	  RISKS	  ......................................................................................................................................	  78	  

8.	  CONCLUSION	  .............................................................................................................................................	  80	  

9.	  FUTURE	  RESEARCH	  ................................................................................................................................	  85	  

REFERENCES	  ..................................................................................................................................................	  87	  

APPENDIX	  A:	  INTERVIEW	  WITH	  NICLAS	  SJÖGREN	  BERG	  ...............................................................	  90	  

INTERVIEW	  GUIDE	  .............................................................................................................................................	  90	  
MINUTES	  FROM	  INTERVIEW	  .............................................................................................................................	  91	  

APPENDIX	  B:	  INTERVIEW	  WITH	  MATHIAS	  LINDSTRÖM	  ................................................................	  94	  

INTERVIEW	  GUIDE	  .............................................................................................................................................	  94	  
MINUTES	  FROM	  THE	  INTERVIEW	  ......................................................................................................................	  95	  

APPENDIX	  C:	  SURVEY	  ..............................................................................................................................	  101	  



	   1	  

1.	  Introduction	  	  
Corporate social responsibility (CSR) has gained increased awareness during the last 10-15 

years. The growing degree of globalisation, liberalisation and privatisation has led to a shift in 

power from governments to the business sector widening the accountability issue for 

companies today. In the past, corporations needed to act responsibly in regards to themselves 

and their shareholders. The present climate presents a much more complex context for 

companies as they are being held accountable to a broader group of stakeholders including 

media, customers, suppliers, governments, interest groups and NGO’s to mention a few. 

Developments in information technology and communication has made information globally 

accessible and publicly displayed which emphasises transparency in all business operations. 

Company behaviour and misbehaviour are catching society’s interest and many corporations 

have experienced corporate scandals with decreasing trust and scepticism as consequences. 

Since trust and reputation are considered to be crucial factors when building competitive 

advantages to secure future success and since corporate responsibility influences these factors, 

CSR is a key factor when building sustainable strategies for companies today.  

 

The present debate and attention around corporate responsibilities have given birth to a 

number of international and national organisations and groups devoted to setting standards 

and formulating ethical recommendations. Thus, the understanding of CSR is shifting from 

activism and company charity towards CSR as an institutionalised norm and the key for 

sustainable competitiveness in business today. Conclusively, one can say that the fact that 

companies are beginning to engage in CSR is a result of changes in and increased pressure 

from society. Hence, the notion of CSR will undoubtedly persist in being and the many 

varieties, sorts and forms of social responsibility are gaining prominence on the global 

corporate agenda.  

1.1.	  Problem	  identification	  and	  research	  question	  

CSR in the business community in general has shifted from being implicit, formal and 

regulated by governmental and institutional standards towards taking a more explicit form 

where companies are driven by their own self-interest, values and strategies. Even though 

many companies today are managing impressive CSR-engagements, corporate responsibility 

remains isolated from core business and disconnected from the value statement. In most 
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cases, there is a lack of strategy behind CSR leading to companies spending time and 

resources on irrelevant CSR that does not generate value to either the society or the company. 

Furthermore, communicating CSR to external stakeholders is crucial in order to enable the 

market to reward the engagement and for the company to attain a differentiated position that 

can result in competitive advantages. Hence, it can be argued that many companies are not 

leveraging enough on the potential benefits that CSR can give to the company and thereby 

missing out on the opportunities that such an engagement can create.  

 

An example of a company experiencing the above situation is SkiStar, Scandinavia’s leading 

operator of alpine ski destinations and the case company in this thesis. SkiStar currently has a 

disorganised CSR agenda without coordination and strategy to guide the activities. Moreover, 

the company has so far kept their CSR engagements rather silent despite the fact that 

management are confident that corporate responsibility is becoming an increasingly important 

issue to company stakeholders. The company are experiencing pressure for CSR from 

customers, employees, the media and other community groups. Furthermore, SkiStar 

considers themselves as the leading actor in its industry in terms of size, revenue and market 

share; a role that comes with responsibilities. The company is committed to acting as a best-

practice example in everything they do in order to set high standards in the industry in 

general. The problem, hence the topic for this thesis, was identified in dialogue with 

representatives from the case company: SkiStar lacks a strategic focus in their CSR work and 

a way to communicate their engagement to their stakeholders in order to strengthen their 

value proposition and gain a competitive advantage. The company has a need to work more 

strategically with CSR and a desire to reflect the CSR engagements in the corporate brand. 

These ambitions share the common goal to benefit strategically from CSR by increasing the 

value of the brand and ultimately to strengthen and maintain the company’s position on the 

market. Consequently, the following research question was formulated: 

 

How can SkiStar work strategically with CSR and communicate it through the 

corporate brand in order to maintain and strengthen their competitive position on the 

market? 

 

This thesis aims to address the above-described problem of how companies can work 

strategically with CSR and use the brand as communicator of the strategic CSR message. 

‘Work strategically with CSR’ refers to a CSR agenda that has a clear connection to core 
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business strategy, is built on mutual value creation between company and society and 

consequently results in sustainable competitive advantages. ‘Working strategically’ is in this 

sense, closely linked to sustainable business practices as business and society are highly 

dependent on each other, and decisions that benefit one of the parties on the cost of the other 

will undermine the possibility of creating shared value in the long run. Hence, the argument 

throughout this thesis is that companies in general, and SkiStar in particular, should build a 

strategic CSR agenda based on the points of intersection between company and society which, 

in turn, should be integrated in the core value proposition and communicated through the 

corporate brand.  

1.2.	  Purpose	  and	  Content	  of	  Research	  Question	  

From the existing pool of literature on CSR, Porter and Kramer’s theory about Strategic CSR 

was deemed appropriate to assist in establishing the link between CSR and strategy in 

SkiStar. Porter and Kramer argue for an integrated approach to CSR, making corporate 

responsibility an essential part of core business and thereby all corporate functions, they do 

not emphasise the connection to brand management and thereby dismiss the value of 

communication as a support to strategic CSR. The current theoretical field propose a selection 

of theories addressing CSR and brand management together from different perspectives but 

no comprehensive guidelines as to how strategic CSR can be integrated in the corporate brand 

was found. A group of scientific articles that confirms the reinforcing relationship between 

CSR and branding exist but there is little theory that combines tools from strategic CSR with 

tools from brand management. Hence, a gap in theory of how to integrate strategic CSR in the 

corporate brand was identified.  

 

The above research question proposes a number of sub questions that will be addressed to 

systematically move closer to a conclusion. To begin with, the theoretical gap must be 

addressed in order to be able to move forward in answering the research question. Hence, sub 

question one below aims to build the necessary knowledge to be able to integrate the two 

theoretical fields of strategic CSR and brand management: 

 

Sub question 1: Which approaches to brand management can be instrumental when 

integrating strategic CSR as a part of the corporate brand? 
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The new theoretical insights gained from answering the first sub question must be made sense 

of and presented in a way so that companies in general, and SkiStar in particular, can get 

hands-on advice on how strategic CSR can be integrated with brand management. Hence, sub 

question two was formulated: 

 

Sub question 2: How can the selected perspectives to brand management be 

consolidated with the notion of strategic CSR, in an analytic framework for business? 

 

By summing up the insights gained at this point, a new analytical framework suggests a 

process of how companies can make use of the reinforcing relationship between the selected 

theoretical perspectives on CSR and brand management. Finally, the last sub question 

advocates applying the analytical framework on the case of SkiStar thereby contributes in 

finalising the answer to the research question:  

 

Sub question 3: How can ‘The Strategic CSR Branding Model’ be used in SkiStar? 

 

To sum up, the research question together with the three sub questions constitutes the point of 

departure and overall structure of the following discussions in this thesis.  

1.3.	  Delimitations	  

In order to make a more in-depth and accurate investigation in this thesis, delimitations have 

been included. In the following section these delimitations will be elaborated upon. 

	  

Firstly, this thesis aims to investigate CSR and branding in the case of SkiStar, hence, the 

empirical facts and data analysed stem from one single case. This implies some limitations in 

terms of contextual varieties such as industry conditions, company resources, customers, 

culture and relevant aspects of CSR. ‘The Strategic CSR Branding Model’ can therefore only 

be arguably used in companies experiencing similar problems and challenges as the case 

company SkiStar. 

 

Furthermore, the aim of this thesis is not to review and evaluate the present brand strategy of 

SkiStar. That strategy is the foundation for all marketing initiatives SkiStar engage in, and 

should thereby not be changed. As clarified in the introduction, the aim is to investigate the 

potential of including strategic CSR in the current corporate brand strategy. 
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Furthermore, the competitive environment of SkiStar has not been analysed and presented in 

detail, instead the company is investigated separately. The reason for this is that the case 

company, when the topic for this research was determined, expressed their determined view 

that corporate responsibility is becoming increasingly important in their industry, but is not 

yet an issue that is integrated and communicated in core the value propositions of the 

competitors. Hence, SkiStar is confident that a successful integration of CSR in the corporate 

brand will generate a competitive advantage for SkiStar. However, in order to fully explore 

the potential for SkiStar of gaining a competitive advantage by incorporating strategic CSR in 

the corporate brand, a thorough analysis of the tourism industry and the competitors’ 

engagement in CSR would have to be carried out. 

1.4.	  Purpose	  and	  Target	  Group	  

The purpose of this thesis is to present a theoretical discussion of how strategic CSR can be 

integrated in brand management to obtain strategic value in CSR engagements. Moreover, the 

thesis aims to help the company SkiStar to do the above by applying the results from the 

theoretical discussion, ‘the Strategic CSR Branding Model’, to this real-life case. Since a 

limited amount of literature on this subject of combining strategic CSR and brand 

management has been found, another purpose of this thesis is furthermore to contribute to the 

discussion around the strategic value of CSR and the connection between CSR and branding. 

By combining a relatively new and emerging theoretical field as CSR with more classical and 

renowned theories within the field of brand management this thesis can hopefully be 

instrumental in illustrating the benefits of combining existing theories to build new 

knowledge.  

 

The thesis is primarily directed to two main target groups: the faculty and students at 

Copenhagen Business School and the management group at SkiStar. The model ‘The 

Strategic CSR Branding Model’ can be of interest to business managers in general who 

experience a weak link between their CSR work, business strategy, the corporate brand and 

competitive advantage.  
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1.5.	  Reading	  Guide	  

Chapter 1: Introduction 

Chapter 1, Introduction, presents the field of investigation, the identified problem area and the 

research question. The case company is briefly described and connected to the topic of the 

thesis.  

 

Chapter 2: Methodology 

Chapter 2, Methodology, outlines the methodological discussions and choices on which the 

thesis is based. The researchers philosophy of science position is presented together with the 

overall research strategy and techniques employed for data collection. 

 

Chapter 3: Empirical Findings 

Chapter 3, Empirical Findings, provides a more thorough description of the case company 

SkiStar, their industry and the challenges they are currently facing. This chapter also outlines 

the task given to the researchers, which served as the starting point for the process of this 

thesis.  

 

Chapter 4: Literature Review 

Chapter 4, Literature Review, reviews a broad selection of what has been written about the 

topics of CSR and brand management, discussing different perspectives on a generic level. 

This chapter ends by pointing towards the knowledge gap the research question aims to 

address, hereby the theories and concepts used to come to a conclusion.  

 

Chapter 5: Theoretical Framework 

Chapter 5, Theoretical Framework, presents a more narrow review of the selected theoretical 

concepts: the content, why they have been deemed appropriate and their shortcomings. The 

aim is to create a comprehensive understanding of the single theories in their ordinary context 

before combining them in the analytical framework.  

 

Chapter 6: Analytical Framework 

Chapter 6, Analytical framework, is concerned with merging and integrating the selected 

theories to build a new analytical framework for companies in search of strategic CSR 

reflected in the brand: ‘The Strategic CSR Branding Model’. Before presenting the 

framework, the concept of strategic CSR and the selected perspectives on brand management 
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are examined in relation to each other in a theoretical discussion that leads to the integration 

and combination in the model.  

 

Chapter 7: Case Analysis 

Chapter 7, Case Analysis, is focused on applying the analytical framework ‘The Strategic 

CSR Branding Model’ to the case of SkiStar and give hands-on recommendations as to how 

the model can be of use in this particular case. The chapter follows the managerial guide of 

the model systematically transforming the current CSR work by adhering to the users guide of 

the model, step by step.  

 

Chapter 8: Conclusion 

Chapter 8, Conclusion, summarises the thesis and its findings, offering a more structured and 

concise answer to the research question.  

 

Chapter 9: Future research 

Chapter 9, Future research, explores possible topics and perspectives for future research that 

could be of interest within the field of CSR and brand management.  
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2.	  Methodology	  
The following chapter serves to present and validate the appropriateness and legitimacy of the 

methodological choices on which this thesis is based. The scientific approach will be 

presented including discussions about ontology and epistemology that will clarify which 

assumptions the researchers have about the nature of reality and about the best way to 

investigate the natural or social world. Furthermore, the methodological discussion will 

describe and account for the strategy that will be used in order to carry out the research. 

Finally, a discussion that deals with the specific techniques employed for data collection and 

analysis under certain philosophical assumptions are presented. 

2.1.	  Scientific	  Approach	  

In the following section the philosophical assumptions that underpin the approach to social 

science are sought clarified. The theory of science position is an important component of the 

project as it addresses how research is conducted, limiting and guiding available 

methodological approaches. It will also influence which evidence is required and how it 

should be gathered and analysed. (Easterby-Smith et al., 2008, Burrell & Morgan, 1975)  

 

All approaches to the study of society are located in a frame of reference of one kind or 

another. Different theories tend to reflect different perspectives, issues and problems worthy 

of study, and are generally based upon a whole set of assumptions which reflect a particular 

view of the nature of the subject under inquiry (Burrell & Morgan, 1979; 10). Over time, two 

contrasting research paradigms within social science, positivism and social constructivism, 

have emerged. An important note is that these two paradigms are two extremes and in practise 

researchers have a pragmatic view by using methods from both schools. (Easterby-Smith et 

al., 2008) 

 

During five years of business studies together the researchers have been presented to a wide 

spectrum of theories, within business in general and within CSR and branding in particular. 

The shared opinion is that there is no objective truth; the understanding of theoretical 

concepts is a social construct that is affected by the researchers background, culture and 

education and the context in which the concepts are applied. Hence, it can be argued that the 

concepts of CSR and branding are human creations that primarily exist in the social world and 

therefore should be understood as concepts under constant change and development. Through 

discussions, the authors have developed a common frame of references and a shared basic 
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understanding of CSR and branding in the Swedish alpine industry. These reflections 

determined that the underlying philosophical assumptions and theoretical perspectives of this 

thesis were leaning towards social constructivism. To best solve the research question it 

seems most appropriate to focus on methods within this paradigm. This does not mean that 

the appreciation and respect for a positivistic view is not present. It shines through, as the 

research question is somewhat looking for a truth, which is a positivistic trait. 

 

Social constructivism has for the half century become increasingly widespread and has 

partially moved into the mainstream of social science (Easterby-Smith et al., 2008). The 

social constructivist theory of science is arguably grounded in the interpretive paradigm. In 

the interpretive paradigm, assumptions about the nature of social science fall within the 

subjectivist approach, implying a nominalist position on the ontological debate, an anti-

positivistic position in the epistemological debate, a voluntarist view on human nature and an 

ideographic approach in the methodological debate. (Easterby-Smith et al., 2008) 

 
Figure 1: A scheme for analysing assumptions about the nature of social science. (Burell & Morgan, 1979:3) 

 

The essence of social constructivism is that reality constitutes a social and linguistic construct 

and thereby is determined by people rather than by objective and external factors (Easterby-

Smith et al., 2008). The nominalist position of the ontological assumptions implies that the 

social world external to individual cognition is made up solely of names, concepts and labels, 

which are used to structure reality, making sense of and negotiating the external world. 

Hence, the nominalist assumes that the reality is of a subjective nature, a product of individual 

cognition and human interaction. (Burrell & Morgan, 1979)  
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When placing social constructivism in the interpretive paradigm the epistemological 

assumptions are of anti-positivist nature, believing that social world can only be understood 

from the point of view of the individuals who are directly involved in the activities which are 

to be studied. Social science is therefore viewed as being subjective and science cannot 

generate objective knowledge. (Burrell & Morgan, 1979) Less radical social constructivists 

view epistemology and constructivism as more nuances or trivial, which implies that 

scientific concepts are assumed to both be affected by reality itself and by social/subjective 

aspects (Easterby-Smith et al., 2002). 

             

In this thesis, less radical ontological and epistemological assumptions are applied. 

Knowledge is therefore first and foremost seen as a subjective social construct but is also 

assumed ably affected by regularities and relationships between constituent elements and that 

knowledge creation is a process in which new insights are added to the already exciting stock 

of knowledge. These assumptions are made because it can be argued that the concepts of CSR 

and brand management are human creations that primarily exist in the social world and 

therefore should be understood as concepts under constant change and development. 

However, regularities and relationships within the two fields as well as between them are 

assumed to effect and contribute to the creation of knowledge. The implication of this is that 

knowledge creation in this thesis should be understood as an on-going process in which the 

authors of the thesis improve the concepts used to understand the mechanisms being studied.  

2.2.	  Methodological	  Approach	  

Easterby-Smith et al. (2002) advocates that the discussion around the approach to empiricism, 

theoretical research, positivism and social constructivism should inspire to selecting the most 

appropriate methodological approach when conducting research. Hence, the philosophical 

approach together with the phenomenon under investigation has determined which 

methodological approach to use in this thesis. 

 

In this thesis an iterative research strategy has been employed, meaning that inductive and 

deductive reasoning methods were used in a continually evolving process where the empirical 

data from the induction was linked to the theoretical insights from the deduction. (Easterby-

Smith et al., 2002) This implies that the authors, through the applied research strategy, not 

only learn that B follows A, but also the process by which A produces B.  
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The thesis had its point of departure in inductive reasoning, where the problem under 

investigation was identified in the case company SkiStar. The researchers then moved on to 

deductive reasoning where relevant concepts, in relation to the recognised case problem, 

where identified, prioritised and selected. In this phase the researchers determined that 

existing theoretical concept within CSR and branding did not offer a complete solution to the 

identified problem. Hence, existing theories were combined and developed into a new 

theoretical framework named “The Strategic CSR Branding Model”, which then where 

applied on the case company in order to answer the research question. 

 

The evolutionary nature of the iterative research strategy corresponds well with the 

philosophical assumptions underlying this thesis as the social constructivists believe that all 

theory is fallible and can be developed and improved in relation to specific contexts under 

investigation.  

2.3.	  Case	  Study	  

A case study research is an exploratory form of method defined by Yin (2003:18) as: ‘A case 

study is an empirical inquiry that: investigates a contemporary phenomenon in depth and 

within its real-life context, especially when the boundaries between phenomenon and context 

are not clearly evident.’  The definition highlights the importance of the contextual conditions 

in understanding the case at hand. In addition, Stake (1995) emphasise that a case is a unit of 

human activity (or artefacts) that exist in the factual world in the present time. Therefore, the 

boundaries between the case and its surroundings are complicated to define as it is 

incorporated in its context. Consequently, the case company SkiStar will be investigated 

within its natural setting, as an active unit that evolves over time. 

 

The second part of Yin’s definition illustrates how case study is a method that encompasses 

both logic of design, techniques of data collection and also strategies to data analysis. ‘The 

case study inquiry: Copes with the technically distinctive situation in which there will be 

many more variables of interest than data points, and as one result relies on multiple sources 

of evidence with data needing to converge in a triangulating fashion, and as another result 

benefits from the prior development of theoretical propositions to guide data collection and 

analysis.’ (Yin, 2003:18) 
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This way of combining several methods to consider the case from a wide array of 

perspectives is an important process in strengthening the validity of the case study research. 

(Johansson, 2007) Furthermore, the triangulation of methods and use of multiple sources of 

data contributes in coping with the philosophical assumption within social constructivism, 

that there is a difficulty of gaining direct access to reality. Yin presents four different types of 

triangulation that can be used to make the findings and conclusions from a case study more 

convincing and correct: data, method, investigator and theory triangulation. In this thesis data 

triangulation is used, meaning that data is collected from different spaces (annual reports, web 

pages, media) and from different employees with various positions in the company. By 

collecting data from a variety of sources, the researchers have gained clearer and more 

complete descriptions and have been able to differentiate information that is agreed upon 

from information that differs between sources. Apart from using multiple sources of data the 

researchers have been triangulating methods, meaning that various methods such as 

interviews, questionnaires and literature and document reviews and have been used to gather 

the data. The triangulation of methods has helped the researchers to confirm the validity of the 

findings and overcome the limitations of a single method. 

 

According to Stake (1995), a case study can be intrinsic or instrumental. In an intrinsic case 

study, the researcher has an intrinsic, or fundamental interest in learning about a phenomenon 

or issue identified in a particular case. In an instrumental, or purposefully selected case study, 

the use of the case is instrumental in creating insights about an issue in general. This study is 

first and foremost intrinsic as the fundamental interest is to learn about the issue identified in 

the case company SkiStar. However, if referring to the deductive/inductive research strategy, 

it can also be argued that the case is somewhat instrumental in that it serves to approve 

reasoning developed in the deductive research. 

2.4.	  Data	  collection	  

In the following section, the procedure for data collection is presented step-by-step, including 

detailed descriptions of the methods used and discussions of the relevance of the chosen 

methods in relation to the philosophical background presented previously in this chapter. 

2.4.1.	  Step	  1	  –	  Selecting	  the	  case	  and	  determining	  the	  issue	  for	  investigation	  

Before the study started the researchers agreed on that it would be interesting and valuable to 

apply the knowledge gained through the master studies on a real life case. Hence, the authors 
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contacted SkiStar, a company that is an industry that the researchers are interested in, that 

have experienced fast growth in recent years, and that is considered to be a pioneer within 

several areas in the industry. After initial email correspondence, where the researchers 

describe their educational background and gave suggestion on research topics, it was agreed 

upon that the case company of the study would be SkiStar with a focus on CSR, strategy and 

brand management. On the first meeting with SkiStar’s Business Developer, Susanne Novella 

Kamil, discussions around the research topic with the focus on discovering a research area 

that could be academically innovative, beneficial for SkiStar’s business, and challenging and 

interesting for the researchers, led to the formulation of the challenge and the research 

question.  

2.4.2.	  Step	  2	  –	  Selection	  &	  application	  of	  theory	  

After discussions with the case company and the establishment of the research question it was 

clear that CSR and branding were two key elements in the research. Hence, a thorough 

literature review was made, to uncover existing theory in these areas and determine which of 

these that could suit the case best. This was done through electronic search on the library sites 

of Copenhagen Business School, which lead to academic books and journals covering 

established theory on the mentioned subjects. Hence, the theoretical secondary data has been 

gathered from the Internet, books, articles, reports and journals within the fields of CSR and 

brand management. 

 

The theories used in the analytical framework have been selected with awareness to support 

the answering of the research question and the purpose of the case: to integrate strategic CSR 

as an element in a corporate brand strategy. Hence, theories that argument for CSR and brand 

management as integrated parts of a company’s strategic agenda have been more relevant in 

this case than theories that treat CSR and brand management as isolated ‘add-ons’ to business.  

In this study, theory is understood as conceptualisation, which means that theory, beyond 

being about the causation of data patterns, is a result of interpretation. Theory is not neutral, 

but consists of conceptualisations of the world. Hence, the authors’ interpretation of CSR and 

brand management separately has affected the conceptualisation of the interrelation between 

the two subjects. 

 

The theories considered to be relevant have been presented in chapter five (Theoretical 

framework) and are divided in two main fields: Corporate Social Responsibility and Brand 
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Management. Within the field of CSR, emphasis has been put on the concept of strategic CSR 

developed by Porter and Kramer (2006). As for brand management, theories have been 

selected with basis in the typology by Heding and Knudzen (2009) from the identity approach 

and the cultural approach. The main theory about corporate brand identity ‘The corporate 

Brand toolkit’ by Hatch and Schultz (2003) and the fundamental theory within the cultural 

approach to branding about brands as citizen-artists by Holt (2002) are used throughout the 

thesis. 

2.4.3.	  Step	  3	  -‐	  Case	  related	  literature	  review	  

In order to get an overview of the industry, the market and the company the researchers 

conducted a literature review, where secondary data where gathered from reports, industry 

journals, public accessible databases and the SkiStar website. Secondary sources, together 

with the theoretical choices made, established the knowledge base for the expert interviews 

done in the following stages. The secondary data was also used directly in the case analysis to 

draw a more complete picture of the case. 

2.4.4.	  Step	  4	  -‐	  In-‐depth	  interviews	  

The use of in-depth interviews is based on the following discussion of when in-depth 

interviews are useful and how they should be conducted. In-depth interviews are appropriate 

when conducting studies with the goal of understanding, describing and discovering. It helps 

the researcher to better understand social processes, the motivations of human beings, and the 

context in which they are situated. (Daymon & Holloway, 2002)  Such concerns resonate well 

with the researchers interest of understanding and exploring the opportunities of incorporating 

strategic CSR as a brand element in SkiStar, with respect to the context in which the company 

operates. Furthermore, CSR and brand management are, as mentioned before, concepts that 

primarily exist in the social world and therefore should be understood through conversation 

(Burrell & Morgan, 1979). Easterby-Smith et al. (2002:87) contribute to the discussion by 

stating that in-depth-interviews are appropriate when “the aim of the interview is to develop 

an understanding of the respondent’s ‘world’ so that the researcher might influence it, either 

independently, or collaboratively...” This suits the researchers aim to, in collaboration with 

SkiStar, uncover the possibilities to influence the strategic use of CSR in the respondents 

‘world’. 

 

In this thesis, expert in-depth interviews have been conducted. According to Daymon & 

Holloway (2002) these kind of interviews are conducted with respondents considered 
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influential and well informed in an organisation or community and are therefore selected 

based on their relevant expertise connected to the research. For this type of interviews, a 

snowball sampling technique was considered to be appropriate as it allowed the researchers to 

use recommendations from existing study subjects to find people with the specific range of 

skills determined as useful. (Daymon & Holloway, 2002) Hence, through recommendations 

from Business Developer Susanne Novella Kamil, the respondents were picked either because 

they had expert knowledge within CSR and/or branding in SkiStar, or because they were 

expected to possess valuable information thanks to their position in the organisation. Expert 

interviews have been conducted for 45 minutes each with Marketing & Sales Manager 

Mathias Lindström and the Destination Manager of Åre Niclas Sjögren Berg. In addition, 

several informal meetings have been conducted with Business Developer Susanne Novella 

Kamil, on SkiStar’s head office, where issues concerning the case, the respondents and the 

process in general have been discussed. Susanne Novella Kamil has also provided the 

researchers with documents and reports of relevance for the case study. 

 

Easterby-Smith et al., (2002) presents six in-depth interview issues. Firstly, it is important to 

build trust. In order to deal with this issue the researchers gathered information about the 

company and the respondent before the interview, so that it would start in a respectful and 

understanding way. Secondly, the way the respondent thinks of the interviewer can influence 

the level of honesty and their urge to share their knowledge. Hence, attention was especially 

paid to the introduction stage in order to make sure that a good first impression was made. 

Thirdly, it is important that the interviewer is taken seriously and that all involved parties are 

on the same level. To deal with this the language used was formal and friendly, and adapted 

to the way the respondent was communicating. 

 

To get access is a fourth issue. The researchers were, before the study started, promised full 

access to all company information needed, included interviewees. Hence, gaining access to 

information and relevant respondents was not a problem as all interviews were performed 

with employees from the case company. When the respondents were chosen both 

interviewees were given a document key questions that would form the starting point for the 

discussion. According to Easterby-Smith et al. (2002), such document increases the likeliness 

of successful data gathering as it acts as a topic guide without tying up the discussion. As each 

interview was adapted to the specific respondent, an individual interview guide was 

developed. The interviews was semi-structured and the questions open-ended which allowed 
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the answers given by interviewees to inform the evolving conversation. (Easterby-Smith et 

al., 2002) As CSR is a subject that could be commercially sensitive and an issue about which 

the respondent may be reluctant to be truthful, this document also emphasised that the 

discussion would be informal and confidential if desired. Fifth, there is the issue of interview 

location, where it is preferred that the interviews are conducted face-to-face and on the 

interviewees’ premises. The interview with the Marketing and Sales Manager was conducted 

at SkiStar’s head office, face-to-face, while the interview with the Destination Manager of 

Åre was made over the phone du to geographical constraints. The two interviews were 

recorded and transcribed, which corresponds to the last issue presented by Easterby-Smith et 

al. (2002). 

 

The interviews were interpreted in accordance with the philosophical and methodological 

background previously discussed. Hence, the purpose of the interviews was not to obtain a 

single truth or objective knowledge, but to understand the respondent’s reality and uncover 

new dimensions of the subject under investigation in order to be able to give 

recommendations and thereby influence the respondents’ reality. 

 

The empirical material collected through interviews was used to gain an understanding of the 

experiences and opinions of CSR and branding in SkiStar. It served as a good tool for the 

researchers to get to know the case company and create and understanding of the culture and 

values of the employees. Moreover, the data has been used in examples and quotations to 

reinforce the case-based analysis. 

2.4.5.	  Step	  5	  -‐	  Customer	  Survey	  

In this study, a survey has been conducted among 125 randomly selected customers at 

SkiStar. According to Yin (2009) a survey is a relevant research method in a case study when 

it can generate information on an embedded unit of analysis within the broader case study. 

Hence, a survey has been conducted with the purpose of generating information regarding 

how social and ethical factors impact consumers’ buying behaviour and perception of the 

brand SkiStar. The authors are aware of that social constructivists do not support the use of 

survey as a research method, as it is assumed that scientific knowledge is contextual and 

temporal and therefore difficult to quantify and generalise through a survey. (Easterby-Smith 

et al., 2002) Hence, the results from the survey were used with great caution and criticism, 
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and only to support discussions and arguments where other empirical data already constituted 

the foundation for the discussion. 

 

The questionnaire was designed through the process suggested by Schmidt & Hollensen 

(2006:148) where consideration is given to the survey method, and how the questions are 

worded, structured and tested before implementation. The development process started with a 

specification of the objectives of the research and the information needed. The main objective 

with the survey was to develop an understanding around the behaviour of SkiStar’s 

consumers in general and about their attitude to CSR in relation to the company and its 

services in particular. The survey was designed to collect information about how consumers 

perceive CSR in their purchase decisions and in what way CSR affects their overall 

impression of their winter holiday. An online survey method was chosen, as it was the most 

time efficient option to the researchers, the case company and the recipients of the survey. 

With the foundation in place, effort was put on determining question types, content of 

questions, establishing question formats, choosing question wording and arranging the 

sequence and layout of the questions. After the questionnaire draft was controlled and 

approved by the relevant parties, (i.e. SkiStar and supervisors), a final copy was sent out in 

two rounds to a randomly selected group of SkiStar customers.  

2.5.	  Reliability,	  Validity	  &	  Generalisability	  	   	  

The general terminology used when scrutinising research work consists of the notions of 

validity, reliability and generalisability which all refers to how believable a specific research 

is. Clearly, the meanings of these terms differ between philosophical perspectives on science, 

why the chosen viewpoint will influence how the validity, reliability and generalisability are 

determined. The ideas of validity, reliability and generalisability can be seen as conflicting to 

the social constructivist field of research as they imply that there is one objective (true) reality 

that can be agreed upon. Nonetheless, in order to assure the significance of the study to the 

general public, these terms are useful to convince examiners of the usefulness of the study. 

(Easterby-Smith et al., 2002) 

 

In the constructivist approach, the validity of a study is determined on how a given 

interpretation may be judged. The researcher is the research instrument, and thus the goal is 

not to remove the researcher's perspective, but to sharpen it so that the researcher is equipped 

to make a sophisticated analysis and argument about the phenomena observed. (Easterby-
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Smith et al., 2002) To deal with this issue, the researchers have made comprehensive 

investigations within the theoretical fields of CSR and brand management, looking broadly at 

all available theories. No choices or interpretations have been made without considering other 

alternatives or viewpoint on the subject under investigation. Furthermore, it can be argued 

that the triangulation of methods and use of multiple sources of data have contributes to the 

validity of the study by enabling for the researchers to view the case form different 

perspectives. 

 

As mentioned above, a social constructivist approach to social assumes a difficulty in 

establishing reliability. The argument is that no two interview encounters will ever be the 

same due to impact of contextual factors. (Easterby-Smith et al., 2002) This is not to say that 

there is no baseline for examining whether or not a statement is a reliable representation of a 

person's views or a trustworthy account of their experiences. Hence, the authors have strived 

to make sense of the information with respect to the context in which it was constructed and 

the audience it was directed to. 

 

Lastly, the generalisability of constructivist research rely on if the concepts and constructs 

attained from the study has any relevance to other situations and settings. (Easterby-Smith et 

al., 2002) As mentioned before, the point of departure for this thesis came from discussions 

with representatives from the case company SkiStar. They described a situation and a set of 

problems, which they were in search for a solution to: The lack of strategy behind their CSR 

engagements and their wish to turn CSR into a strategic benefit for the company. This issue is 

general in its nature and the researchers would like to argue that many other companies in 

different industries experience the similar complex set of problems. The fact that the external 

pressure and demand for CSR has developed to a mandatory issue for business to deal with is 

determined in the literature review. Furthermore, a common understanding is that the 

underlying motive for all corporations to exist is to earn profits, and a strategically favourable 

position on the market enhances the chances of doing so. Consequently, ‘The Strategic CSR 

Branding Model’ can be relevant to all companies that lack a strategy behind their CSR 

activities and wishes to turn CSR into a strategic benefit for the company. 

 

In the case analysis where the analytical model is tested and applied on SkiStar in its context, 

the conclusions naturally become more case specific. Even though this part of the analysis 

uses SkiStar as the only point of reference, the illustration of how the steps in the model can 
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be managed and how the process might go about from beginning to end can be useful for 

other companies that consider using ‘The Strategic CSR Branding Model’. 

 

Conclusively it should be noted that the findings and conclusions presented in this thesis are 

not claimed to reflect an objective and utter truth. On the contrary, this thesis is a construction 

that reflects the authors’ own understanding and interpretation of the circumstances that are 

being studied, as they are acknowledged in the context of the case and the applied theoretical 

framework. Consequently, the results and conclusions of this thesis are influenced by the 

authors’ background, culture, education, situational context and stage in life. 
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3.	  Empirical	  Findings	  
In the following chapter the empirical findings from the interviews, the survey and the 

document reviews, found to be relevant in creating an understanding of the case company and 

the issue under investigation, will be presented.  

3.1.	  The	  Tourism	  &	  Alpine	  Industry	  

Tourism is travel for recreational, leisure or business purposes. The UN World Tourism 

Organization (UNWTO) defines the consumers in the industry (tourists) as people who 

"travel to and stay in places outside their usual environment for more than twenty-four hours 

and not more than one consecutive year for leisure, business and other purposes not related 

to the exercise of an activity remunerated from within the place visited”. (UNWTO, 1995:14) 

 

In recent years tourism has become a popular global leisure activity and the global tourism 

industry is today one of the worlds biggest sectors. In contrast with traditional definitions of 

business sectors, industries and segments, it is the person who consumes and not what is 

produced which determines tourism. According to the UNWTO, the global tourism industry 

has expanded with 64 % since 1995 and today stands for over 6 % of the total export of goods 

and services worldwide. During 2009, the tourism industry experienced turnover of USD 852 

billion (tourism receipts), which is equivalent to a decrease of 6 % compared to 2008. 2009 is 

summarised by UNWTO as one of the toughest years ever for the tourism industry.  However, 

the first half of 2010 displays an increase of 7% in the global volume of tourist visits, 

compared with the same period in 2009.  UNWTO's long-term forecast is expected to show 

an annual growth in the volume of tourism of 4.1% up until the year 2020. (UNWTO, 2010) 

 

In Sweden, the tourist industry is an important sector, with approximately 3.1% of Sweden's 

combined GNP, and according to The Swedish Agency for Economic and Regional Growth, 

employment corresponding to 160,000 person-years. Despite the financial crisis and recession 

effects during 2009, the total tourist consumption in Sweden increased by 6.1% to SEK 251 

billion. Domestic leisure travellers accounted for over 45 % of this figure, while domestic 

business travellers accounted for 17.3 % and foreign visitors just over 37 %. The export value 

(measured as foreign visitors’ consumption in Sweden) increased by almost 13 % to SEK 

93.6 billion in 2009. This was more than the export value of iron & steel and Swedish cars put 

together. (Tillväxtverket, 2009) 
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Although the export value of tourism makes a significant contribution to the Swedish 

economy, the industry’s ability to boost employment has assumed significant importance in 

recent years. While employment in many traditional primary industries in Sweden is 

declining, tourism has supplied almost 36,000 new full-time jobs over the last ten years. 

Tourism accounted for almost 160,000 full-time equivalents in 2009, which was more than 

the figure for the agriculture, forestry & fishing industry. (Tillväxtverket, 2009) 

 

Today, it is possible to find alpine resorts on all five continents. Europe constitutes the largest 

alpine market with 210 million ski days per year. North America is the second largest market 

with 80 million ski days per year while Scandinavia (Sweden, Norway and Finland) account 

for 17 million ski days yearly. During the winter season 2009/10 the number of ski days in 

Sweden increased with 2,5 % from SEK 8,3 to 8,5 million, mainly do to the good snow 

conditions. (SkiStar annual report 09/10) 

 

Generally on all markets, the ownership of the skiing resorts is fragmented: the companies 

mainly operates locally, are often family-owned and small. However, in recent years the 

market has experienced a structural change towards larger and fewer operators. The reasons 

are explained to be the need to achieve a critical mass and to gain economies of scale in the 

coordination of purchase, operations and maintenance, as well as in marketing and sales. The 

critical mass is built up primarily through acquisitions of competitors where the purpose, 

except from building volume, is to generate cash flows sufficient to balance the often 

substantial investments in the lifts, slopes and snow-making facilities. Another driving force 

in the industry's restructuring is companies’ desire to operate on different geographical 

locations in order to reduce weather dependence. Attempts are also made to broaden the 

product range, to also include ski hire and ski schools, with the purpose of reaching a larger 

percentage of the guests’ total consumption. (SkiStar annual report 09/10) 

 

Apart from being defined as an actor in the alpine industry, SkiStar considers their business as 

a part of the experience industry (Appendix A). The industry of staging experiences is a bit 

more complex and broad that selling products or providing services with a richer variety of 

indirect competitors rather than similar companies offering the exact same product or service. 

The keyword in this industry is making the experience memorable, an important value that is 

included in SkiStar’s vision.  



	   22	  

3.2.	  The	  Company	  SkiStar	  

The company SkiStar owns and operates alpine destinations in Sälen, Åre, Vemdalen and 

Hammarbybacken in Sweden, and Hemsedal and Trysil in Norway. The company’s market 

share of ski-pass sales in Scandinavia amounts to 39 % and in Sweden to 48 %. The core 

business is alpine skiing, with a focus on the guest’s overall skiing experience. Operations are 

divided into two business areas:  Destinations, which consists of skiing, accommodation 

services, ski school and ski rentals, and Property Development, which includes construction 

and development. SkiStar’s vision is to create memorable winter experiences as the leading 

operator of European alpine destinations. Furthermore, the company is listed on Nasdaq OMX 

Mid Cap Stockholm. (SkiStar annual report 09/10) 

The corporate value chain in SkiStar is quite easy to grasp as the company delivers 

experiences through services using their own resources and have no complex supplier 

networks globally.  The value adding activities starts at skistar.com when the guest makes the 

booking, using the online booking system. Since the company is not involved in 

transportation to and from the destinations, the next value adding activity takes place at the 

destination where SkiStar offers the ski area, accommodation, ski rental, purchase of SkiPass 

and sales in sport shops. The resource demanding activities are primarily associated with 

grooming and operating the ski area and water, electricity and waste handling in housing. It is 

also within these areas of business that the greatest environmental impact occurs. (SkiStar 

annual report 09/10) 

3.2.1.	  Competitive	  Situation	  &	  Competitive	  Advantages	  

SkiStar competes for people’s disposable income.  This means that, in the broader 

perspective, SkiStar is competing with such industries as infrequently purchased goods and 

home interiors. Within the travel industry, SkiStar competes primarily with sun and sea 

holidays and weekend trips to major cities. The range of holidays of this type has increased 

over the last decade due to the, in contrast to the alpine skiing industry, low start-up costs, 

which implies over-establishment that accordingly puts pressure on prices and margins. 

Within the alpine skiing industry, the competitors consist of other alpine ski resorts in 

Scandinavia and the Alps.  However, throughout the years, statistics indicate that the 

proportion of customers choosing to travel abroad to ski has remained principally 

unchanged. In Sweden, SkiStar is competing with a number of small operators such as the 

Strömma group having resorts in Hemavan-Tärnaby and Riksgränsen. SkiStar’s dominant 



	   23	  

position on the Swedish alpine market is giving the company a number of competitive 

advantages such as economies of scale and first mover advantages. Thanks to its strong 

financial position and significant cash flow level, SkiStar retains the possibility of continually 

investing in everything from marketing and sales systems and service training for employees 

to new, modern lifts and snow-making facilities. SkiStar's ski resorts provide good access to 

densely populated areas due to their close proximity and reasonably priced transport solutions 

in the form of rail, air and bus connections. In addition, SkiStar has a strong and well-known 

brand and a strong distribution channel in the form of skistar.com, which is visited by over 12 

million people annually. (SkiStar annual report 09/10) 

3.2.2.	  The	  SkiStar	  Brand	  &	  Brand	  Strategy	  

SkiStar's brand portfolio consists of six product brands (Sälen, Åre, Vemdalen, Hemsedal, 

Trysil and Hammarbybacken), which are gathered under the corporate brand SkiStar at the 

web platform skistar.com. During the last years, SkiStar has experienced a process of 

centralisation and today all sales and marketing is handled through the corporate brand 

SkiStar and skistar.com. According to the Marketing and Sales manager Mathias Lindström, 

the essence of the SkiStar brand is security, loyalty and quality. These core values steep 

through the product brands and are supported by a corporate brand culture characterised by 

learning, high performance standards, guest focus, pride a willingness to change. Together the 

corporate brand essence and culture ensures that the vision of offering the consumer a 

memorable winter experience is followed throughout the organisation. (Appendix B) 

The destinations are responsible for the management of SkiStar's alpine destinations, which 

comprise the strategic product areas Alpine Skiing/Lifts/SkiPass, Accommodation, Ski Rental 

and Ski Schools. It is to the destinations that the consumer travel to get a memorable winter 

experience. The customers who purchase a ski trip to SkiStar's destinations are considered to 

be a customer of SkiStar and a guest of the relevant destination. (Appendix B) 

SkiStar’s destinations have different profiles that aim to attract different target groups. As a 

consequence of the differentiation subcultures has emerged. According to the Mathias 

Lindström, Marketing and Sales Manager, having subcultures is a strength in that it reinforces 

the profiles of the different destination brands and thereby make the offer to aimed target 

groups more clear and attractive. However, Lindström admits that the different subcultures is 

a challenge when it comes to the implementation of change: “But in most cases, the corporate 

brand culture, with its inherent willingness to change, makes the employees adapt an holistic 
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perspective of the organisation, which enables quick implementation of changes throughout 

the whole organisation.” (Appendix B) 

3.2.3.	  CSR	  in	  SkiStar	  

Guidelines for social responsibility in SkiStar are outlined in the company Code of Conduct 

and in the company policy for social responsibility.  The foundation for these guidelines 

is based on an analysis that catalogues interested parties, their expectations and their demands 

on SkiStar, in combination with SkiStar’s own ambitions for the area. The guidelines adopted 

by SkiStar imply that SkiStar supports the basic values expressed in the UN Global Compact 

and its ten principles on corporate social responsibility. These principles encompass 

regulations regarding respect for basic human rights, labour laws – including regulations 

against child labour and forced labour – corruption measures and environmental 

regulations.  As far as it is possible, SkiStar contributes to the improvement of financial, 

environmental and social conditions through an open dialogue with the relevant stakeholders. 

Consequently, the company supports the UN Millennium Development Goals. (SkiStar 

annual report 09/10) 

As SkiStar primarily operates in sparsely populated areas, the company is, in many cases, the 

dominant local employer, a role that comes with some social responsibilities. Consequently, 

commitment to the local community and public health is important for SkiStar.  As a result, 

SkiStar runs or sponsors many local initiatives and activities. (SkiStar annual report 09/10) 

The company takes great responsibility in promoting an active lifestyle, especially with focus 

on children and teenagers. At the largest destination Åre, the management has decided to give 

all local habitants under the age of 15 season SkiPasses without charge. (Appendix A) 

Apart from taking social responsibilities, SkiStar aims to take the environment into 

consideration in all of its operations  and in its efforts to create memorable winter 

experiences.  Through systematic improvements the company aim to ensure that the guests 

view SkiStar as the environmentally sound choice.  SkiStar’s destinations shall: 

• Maintain the natural beauty of the mountain environment. 

• Design and select products and services in such a manner as to limit their 

environmental impact during purchase, production, utilisation and disposal. 

• Make every effort to continually minimise each significant negative environmental 

impact by reducing, in relative terms, the use of natural resources (materials, fuels and 
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energy) and reducing the amount of waste products (materials, emissions to land, air 

and water). 

• Continually improve employees’ environmental knowledge and awareness. 

(SkiStar annual report 09/10) 

These guidelines have led to various environmentally friendly initiatives at the destinations 

such as new low-emission snow scooters, an energy saving GPS-system to the grooming 

machines and green electricity to operate the ski lifts. (Appendix A) 

3.2.4.	  The	  SkiStar	  Consumers	  &	  CSR	  

The diversity of SkiStar’s destinations is reflected in the variety among customers. Every 

destination have different target customers but the most dominant group of customers are the 

same at all destinations; families with children. In preparation for this thesis, a survey among 

a random sample of SkiStar’s customers was made to get an idea of their attitudes towards the 

SkiStar brand in general and of CSR in particular. Out of 125 respondents, 70% prefers to buy 

product or services from brands with a ‘green profile’ than from brands without. Furthermore, 

around half of the respondents say that they are not aware of weather SkiStar engages in CSR 

or not and 65% percent state that their image of the SkiStar brand would improve to the better 

if the company profiled themselves as more ‘green’. As for the brand in general, the most 

dominant associations were ‘Active holiday’ and ‘Family friendly’ while very few agreed that 

‘Environmentally friendly’ was an accurate description of the SkiStar brand. (Appendix C) 

3.3.	  The	  Task	  

When this project was initiated, SkiStar expressed a need to work more strategically with 

CSR. The Marketing and Sales Manager expresses that in order to maintain the core values 

and the image of the brand, as friendly and caring SkiStar has to incorporate CSR in their core 

value proposition. Hence, the management team is confident that corporate responsibility is 

becoming increasingly important basis for decision when purchasing a holiday. Similar to ‘the 

BicMac index’ and other criteria for evaluating options in the tourism industry, social and 

environmental impact of the trip are becoming parameters that influences consumer choices, 

which makes CSR a high priority issue for the company. (Appendix A) Furthermore, the 

destination manager of Åre expresses that the current CSR engagement lacks coordination 

and follow up on a central level: If the goal is to become the leading operator of alpine ski 

destinations in Europe SkiStar has to add CSR on the top of the corporate agenda and make 

sure that it is performed and communicated”. (Appendix A) 
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Consequently, as described in the introduction, SkiStar is not utilising the full potential value 

that their existing CSR engagement can bring to the company as CSR is currently 

disconnected from both strategy and the brand. Their goal is to become ‘an up-to-date 

company of its current time’ and a role model to other players in the industry. They are in 

search for alignment, coordination and development of their current CSR work, not 

eliminating, rather enhancing the engagement that is already there. They want to promote 

CSR internally as a central value in the corporate culture while simultaneously 

communicating the CSR message externally to stakeholders like customers, shareholders, 

investors and the media. By positioning the SkiStar brand as a CSR brand, the company 

aspire on maintaining and strengthening the friendliness and sociability associations of 

corporate brand and image even more. In other words, SkiStar would like CSR to become a 

part of their core business, hence, a competitive advantage.  
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4.	  Literature	  Review	  
This chapter presents an overview of what has been written on the topics of CSR and brand 

management over time. After reviewing the theoretic fields separately, the last section aims to 

point towards the knowledge gap, which this thesis addresses: Why and how CSR and brand 

management can be combined and if such integration can create positive synergies?  

4.1.	  Corporate	  Social	  Responsibility	  (CSR)	  

One of the most renowned “buzz-words” of the contemporary society is globalisation. The 

core of this phenomenon can be described by looking at the change of how social interactions 

between people are taking place. Before the age of globalisation, a prerequisite for social 

interaction was a shared geographical space. The rapid development within information, 

communication and transportation technologies has made interactions over long geographical 

distances possible. Furthermore, the political efforts to liberalise borders and mobility 

between countries and territories have eroded the obstacles to worldwide connection between 

people. Consequently, social, economic and political activities, processes and relations in the 

age of globalisation do not need a specific geographical territory to occur and territorial 

borders or physical distances are no longer a limitation. (Crane & Matten, 2010)  

 

The business community has apart from leveraging upon the benefits of globalisation such as 

low cost for labour and production, started to realise the increased risks that globalisation 

brings to its operations. Some examples of globalisation-generated issues that companies 

today are facing include human rights issues, child labour, environmental impacts and poor 

working conditions. Hence, the global arena is demanding for corporations as it proposes 

complicated accountability issues and demands for companies to define and justify the 

“wrights and wrongs” of their behaviour, addressing the ethics in business. (Crane & Matten, 

2010)  

 

Attention to corporate responsibilities has evolved over time, responding to the contextual 

changes of globalisation and to the critique that companies overlook the impacts of their 

strategies and operations on stakeholders, society and the environment as they act with 

entirely economic interests. The ethical expectations on companies from its various 

stakeholders are becoming more complex and demanding and along with the global presence 

of many companies, the potential harm that unethical behaviour could have on the 

surroundings of the company is increasing. This discussion implies a shift in perception 
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among companies, realising their role in a bigger whole and acknowledging other 

responsibilities apart from generating profit to shareholders. In fact, more than half of 

companies’ assets today rely heavily on the quality of stakeholder relations as they are of the 

intangible kind, such as reputation and goodwill. The emerging infrastructure around CSR 

consisting of market/business institutions, civil/society institutions and state/government 

institutions are collectively framing a new kind of logic for corporations. ‘Licence to operate’ 

refers to the necessity of paying attention to stakeholders, society and the environment in 

order to be granted to stay in business today. (Waddock, 2008) 

 

As a result of the increased recognition by the business sector, academic researchers and the 

global economy as a whole, the definitions of CSR are numerous and the diversity of the CSR 

landscape is substantial. (Caroll & Shabana, 2010) When searching on corporate social 

responsibility on Google it generates close to 10 million hits and a similar search on 

definitions of corporate social responsibility returns almost 1,7 million results. The term CSR, 

as it is understood today, refers to a bundle of concepts, and similar notions such as 

sustainability, business ethics and corporate citizenship are integrated parts in the CSR 

discourse. This aggravates the process of defining the concept and even though CSR is a well-

recognised expression today, there is still no established understanding around what CSR 

means in practice.  

4.1.1.	  Defining	  and	  Conceptualising	  Corporate	  Social	  Responsibility	  (CSR)	  

The aim of the following section is to present a selection of different definitions and 

conceptualisations of CSR, the various views articulates contrasting arguments as to the role 

of business in society and to what or whom corporations are responsible. 

 

 In 1970 Milton Friedman, father of shareholder theory, presents an economic view of 

corporate responsibility. In his article ‘The Social Responsibility of Business is to increase its 

Profits’ he argues that: ‘If there are ‘social responsibilities’, they are the social 

responsibilities of individuals, not of business’ (Friedman, 1970). As the title of the article 

implies, Friedman argues that corporations solely have one responsibility, which is to 

maximise its profits and thereby address the interests of the shareholders. Friedman 

personifies the classical economic argument, conceptualising CSR from an economic point of 

view. The author is referring to the principal-agent argument that the corporate executive is 

the agent acting in the interest of the principals and social responsibility does not fit in his role 
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as a business man, if he engages in social activities: ‘…the corporate executive would be 

spending someone else’s money for a general social interest. Insofar as his actions in accord 

with his social responsibility reduce the return to stockholders, he is spending their money. 

Insofar as his actions raise the price to customers, he is spending the customers’ money. 

Insofar as his actions lower the wages of some employees, he is spending their money.’ 

(Friedman, 1970). The above argument illustrates Friedman’s perception of business and 

society as two separate entities; not believing in the possibility of generating shared value 

between the two. In other words, he argues that it is impossible to create benefits to the 

corporation and the society simultaneously. Instead of corporations taking a social 

responsibility, it is argued that individuals should ‘spend their own money on a particular 

action if they wished to do so’ (Friedman, 1970). Despite this objection to corporations 

engaging in philanthropic activities, Friedman admits that along with the main corporate 

responsibility, that of maximising profit, business activities should be carried out within 

existing legal structure and through ethical means; ‘…to make as much money as possible 

while conforming to the basic rules of the society, both those embodied in law and those 

embodied in ethical custom’ (Friedman, 1970).  

 

Many of the theories opposing CSR are inspired by Friedman’s fundamental economic 

argument. Other typical objections to CSR are that business and its representatives, managers, 

are not equipped to operate social activities as their orientation towards financial operations 

prevents them the necessary expertise to take socially important decisions. Additionally, it has 

been argued that CSR drives attention away from the primary purpose of business and that 

corporations already has enough power within their primary field, meaning that engaging in 

CSR would only be an attempt to gain a powerful role in a competing field. (Caroll & 

Shabana, 2010) 

 

The majority of the above objections were presented long time ago when the concept of CSR 

was not as widespread and accepted as today. Modern theories on CSR often take a 

stakeholder perspective, promoting CSR as a way of upholding joint value creation and 

sustainable relationships between the corporation and its stakeholders. A common 

denominator for the more recent approaches to corporate responsibility is that the economic 

responsibility is only one out of numerous functions incorporated in the notion of CSR. It is 

agreed that fulfilment of economic responsibilities and profit are a necessity for all other 

corporate functions, hence, a necessary precondition for CSR. The following approaches to 
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CSR are in contrast to the economic view, promoting CSR engagements as something 

positive for business. R. Edward Freeman, the originator of the stakeholder theory, suggests 

that business and ethics cannot be separated, as the main objective of CSR is to carry out 

responsibilities and generate value to stakeholder groups. Hence, the stakeholder approach to 

CSR views the corporation as a network of stakeholders implying that CSR is all about 

stakeholder management. Freeman’s initial definition of a stakeholder is “any group or 

individual who can affect or is affected by the organisation’s objectives” (Clifton & Amran, 

2011). Compared to most theories of strategic management, that often encompass underlying 

moral messages, stakeholder theory articulates explicit ethical arguments as a principal 

element of managing organisations. Hence, stakeholder theory critically studies not only the 

goals of corporate activity but also the ways of getting there by addressing morals and values. 

(Philips et al., 2003) 

 

Management in tune with stakeholder theory is primarily to assure the future existence of the 

company by being aware of the interests and welfare of all groups that can affect the 

organisation on the road to fulfil its goals. Thus, stakeholder theory acknowledges that there 

are more stakeholders (beneficiaries), apart from company shareholders, that benefit by the 

existence of the company and are thereby legitimate to consider. (Philips et al., 2003) The 

main strategic goals are therefore joint value creation by maximising the overall value of 

company activities and allocate it even-handedly to all relevant stakeholders. This perspective 

of the company as an integrated part of its environment is rather different compared to 

Friedman’s separated view of business and society as disconnected entities. Consequently, 

stakeholder theory argues that studying how the corporation deals with the stakeholder’s 

interests is a good assessment of a company’s corporate social performance. In other words, 

managing according to the stakeholder principle, creating value for stakeholders and fulfilling 

responsibilities to these groups, is what achieving social responsibilities is all about. (Clifton 

& Amran, 2011) 

 

One of the most utilised definitions of CSR over time is Carroll’s (1991) four-part definition 

of CSR, often referred to as the pyramid of CSR, in which the author defines CSR as the total 

expectations that society has of organisations at a given point in time. The total social 

responsibility of firms include economic, legal, ethical and philanthropic duties and the 

pyramid shape illustrates how these functions must be fulfilled one by one in order to ‘move 

up’ to the next level. Carroll (1991) states that the economic and legal responsibilities are 
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basic tasks that are required of business by society. The ethical responsibilities can be 

described as an obligation to do what is expected of societal and ethical norms, while 

philanthropic responsibilities refer to the extra activities companies perform apart from 

fulfilling the ethical expectations. Furthermore, Carroll’s approach to CSR is in tune with the 

stakeholder view as each of the four areas of responsibility in the pyramid addresses the needs 

of different stakeholders and when simultaneously dealt with, generates value to both 

business and society.  (Caroll, 1991) 

 

The fact that CSR can create shared value to business and society simultaneously is further 

emphasised by the well-known economist Michael Porter and his colleague Mark Kramer 

(2006). These authors highlight the reinforcing relationship between strategy and society by 

linking CSR with a firm’s competitive advantage. Porter and Kramer argues for two types of 

CSR engagement; responsive and strategic CSR, where the first is concerned with being a 

good corporate citizen by migrating harm from the corporate value chain and the latter refers 

to using CSR to gain a unique position on the market and thereby attain strategic benefits 

from CSR. (Porter & Kramer, 2006) 

4.2.	  Brand	  Management	  

Branding has emerged as a top management priority in the last decade due to the growing 

realisation that brands are one of the most valuable intangible assets that firms have. Driven in 

part by this intense industry interest, many different concepts and theoretical frameworks 

have been developed in the attempt to find the holy grail of brand management (Keller et al., 

2006). Hence, the word ‘brand’ is and has been defined in many different ways depending on 

the perspective from which the brand is perceived.  

 

In the book ‘Brand Management: research, theory and practice’ Heding et al. (2009) 

provides a complete overview of brand management by presenting seven approaches to brand 

management. The framework has emerged as a reaction towards the way in which most brand 

management textbooks often integrate several perspectives to brand management in all-

encompassing frameworks and thereby fail to discriminate between how and why different 

approaches result in different outcomes. The identification of the seven approaches is based 

on an extensive analysis of the most influential brand research articles published between 

1985 and 2006. Each ‘schools of thought’ represents fundamentally different views of the 

nature of the brand, the brand-consumer exchange, and how brand equity is created and 



	   32	  

managed. Heding et al. (2009) argues that understanding the seven approaches separately 

provides a deep insight into the strengths and weakness of each approach and hence, the 

potential of brand management as a whole.  

 

The researchers would like to argue that the seven approaches to brand management offers a 

comprehensive understanding of the subject and hence will enable the development of a 

customised brand strategy matching the unique challenges and possibilities of including 

strategic CSR as a brand element. Here, it is important to emphasise that the evolution of 

brand management and the birth of new approaches does not imply the end of traditional 

viewpoint, but rather that approaches from different time periods are complementing each 

other and together form a toolbox for building a customised and long-lasting brand strategy. 

(Heding et al., 2009) 

4.2.1.	  The	  Evolution	  of	  Brand	  Management	  	  

In the following section an overview of the evolvement of brand management will be 

presented. Understanding the dynamic movement from one period to another provides insight 

into the development of the research literature constituting the academic discipline of brand 

management (Heding et al., 2009). Initially, two overriding brand management paradigms 

will be presented, followed by a description of the seven approaches to brand management 

introduced by Heding et al. (2009).  

4.2.1.1.	  Two	  Brand	  Management	  Paradigms	  

Over the last three decades the concept of brand management has radically evolved from one 

describing brand as a lifeless manipulable artefact to one describing brand as a living entity 

(Hanby, 1999). From a philosophy of science point of view, two overriding brand 

management paradigms have been presented between 1985 and 2006: one with a positivistic 

standpoint and one of a constructivist or interpretive nature (Heding et al., 2009). In 1985, the 

classical conception of brand management began to take form. A positivistic viewpoint was 

adapted from which the brand was perceived as being ‘owned’ by the brand manager, who 

controlled the communication to a consumer that was passive and receptive. Brand equity was 

considered to be created by the marketer who could position, segment and use the brand to 

create a desired brand image. (Hanby, 1999) 

 

Over the course of the 1990s a paradigm shift took place: positivism was under attack and 

interpretivism with a constructivist perspective emerged as a new intellectual 'paradigm'. A 
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new more holistic and organic language began to appear in the brand literature using terms 

such as 'living entities', 'personality' and 'symbiosis' to describe brands. Brands were no longer 

seen just as product supplements but complex cognitive entities created by consumers in 

reaction to their experiences with a product. (Hanby, 1999) The argument is that brand equity 

is created in an on-going interaction between the marketer and the active consumer. (Heding 

et al., 2009) 

4.2.1.2.	  Seven	  Brand	  Approaches	  

Under the umbrella of the positivistic and interpretive paradigm, different approaches to 

brand management coexist. Heding et al. (2009) divide the above-mentioned period between 

1985 and 2006 in three different periods, which provide the setting for the seven approaches.  

 

In the first period (1985-92), brand management takes an inside-out perspective on brand 

value creation, focusing on the company as a sender of brand communication and the actions 

the company would take to influence the consumer. This focus forms the background of the 

two first approaches to brand management: the economic approach and the identity approach. 

The economic approach is focused on the possibility of the company to manage the brand 

through the marketing mix: product, placement, prise and promotion. The argument is that by 

offering the right product at the right prise, in the right location and with the best 

advertisement a promotion the company can affect consumer brand choice and facilitate the 

next transaction. The consumer is assumed to be able to make rationally based consumption 

choices and focus on utility maximisation. The methods used are mainly quantitative and 

focuses on how changes in the marketing mix can affect consumers’ brand choice behaviour. 

In the identity approach, research focuses on how the corporate identity shapes a coherent 

brand message that is communicated to shareholders in a linear manner. Hence, a strong and 

coherent brand identity, and integration of the brand on all organisational levels, is pivotal for 

brand value creation. Recent developments of the identity approach have broaden the 

perception of the consumer, acknowledging that identity is not enduring but context-

dependent, which implies that identity is not communicated linearly but is the result of 

negotiation between internal and external shareholders. (Heding et al., 2009) 

 

In the second period (1993-1999), the attention shifts from the sender towards the receiver of 

the brand communication and brand management adopts a human perspective on the nature of 

the brand. During this period of time the consumer-based approach, the personality approach 
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and the relational approach emerge. The consumer-based approach was first presented by 

Kevin Lane Keller (1993) and is today one of the dominating approaches in brand 

management. The consumer-based approach introduces an outside-in perspective on brand 

management, and do thereby embrace an external strategy formation opposed to the internal 

formation of the economic- and the identity approach. According to Keller (1993) the brand 

resides in the minds of the consumers as a cognitive construal and is thereby ‘owned’ by the 

consumer. Nevertheless, this consumer perspective implies linear communication, as the 

marketer is perceived to be able to ‘program’ the consumer by choosing exactly the right 

brand elements and communicate them to a consumer who will respond accordingly. A new 

school of though in brand management was established in 1997, along with the publication of 

research in brand personality. In the personality approach the consumers ascribe personalities 

to brands and use these personalities in a dialogue-based exchange of symbolic value for their 

individual identity construction and expression. In 1998 the relational approach was 

developed, building on the same human metaphor as the personality approach. The brand 

relationship theory is based on a ‘dyadic’ brand-consumer relationship, implying an equal and 

on-going exchange between brand and consumer. The relational approach implies a paradigm 

shift in brand management as it is rooted in the philosophical tradition of existentialism and 

constructivism, including methods that are based on the scientific tradition of 

phenomenology. (Heding et al., 2009) 

 

In recent years, environmental factors such as technological and cultural changes have 

profoundly changed the way in which humans consume brands. Phenomena like autonomous 

consumers, brand icons, anti-brand movements and internet-base communities calls for new 

theoretical tools for explaining the context of brand consumption. The need for new theories 

to explain new phenomena is the main driver behind the two newest approaches: the 

community approach and the cultural approach. The community approach is based on 

anthropological studies of brand communities, in which the brand is the focal point of social 

interaction among dedicated consumers. Brand value is thus created in a social context when 

consumers share their brand experience and brand stories. The community constitutes an 

autonomous group of consumers that has the power to influence marketing actions and 

potentially take over the brand. Hence, the role of the marketer is simply to observe or 

facilitate consumer interaction. The last approach mentioned in the framework is the cultural 

approach, which shifts the attention from the consumer-marketer transaction to a macro-

perspective. The approach explores how brands are an inherent part of our culture and 
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explains how embedding the brand in cultural forces can be used strategically to build an 

iconic brand. As the most successful brands increasingly attracts counter-cultural forces, the 

literature on the cultural approach focuses on the building of iconic brands as well as on the 

concern of the anti-brand movement. (Heding et al., 2009) 

 

    
Figure 2: Overview of brand management 1985-2006. (Heding el al., 1999) 

 

Conclusively, the framework presented by Heding et al. (2009) is one way of dividing the 

various schools of thoughts and theories that has emerged over time within the field of brand 

management and in this thesis, it serves as a sufficient overview of the theoretical field. The 

seven approaches are in no way mutually exclusive, on the contrary, they are complements to 

each other and together they serve as a toolbox from which one can mix and match theories to 

design a relevant brand strategy. 

4.3.	  Integrating	  CSR	  and	  Brand	  Management	  

From what has been found in the assessment of literature in preparation for this thesis, CSR 

and brand management are generally and for the most part reviewed as two separate areas of 

study. A few authors have raised the same concern as the theme of this thesis: the lack of 

connection between CSR and brand management. Furthermore, Werther & Chandler (2005) 

argues for strategic CSR as insurance for global brands, saying that a CSR mind set 

incorporated in the brand strengthens the brand-user bond and reduces the brand’s 
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vulnerability to internal management failures. Bhattacharya with colleagues (2007) examines 

the influence of the extent to which a company’s social activities are integrated into the 

brand’s competitive positioning on consumer attitudes to CSR. They argue that brand’s that 

base its positioning on CSR, integrating CSR strategy in core business strategy is more likely 

to reach CSR-specific benefits from consumers than brands that solely engage in CSR without 

positioning the brand accordingly. Moreover, the study made by Melo & Galan (2011) 

confirms CSR as a valid source of intangible competitive advantage by analysing the impact 

of CSR on brand value. Their study also emphasises the importance of connecting CSR with 

corporate strategy by saying that without alignment between the two, CSR is not used to its 

full potential and the positive impact from CSR on brand value will be lesser.  

 

This existing literature that brings together CSR and brand management is for the most part 

concerned with establishing and highlighting the positive and reinforcing relationship 

between CSR and brand management. It can be agreed that CSR and branding has a lot to 

gain from being combined but how should such an integration go about; how can companies 

turn these new insights into action? 

 

After studying the development and conceptualisation of CSR and brand management, with 

regard to the case and the issue under investigation, the authors determined that the concept of 

strategic CSR in combination with the cultural and identity approach to brand management 

would form a relevant theoretical framework for the analysis of the case and the answering of 

the research question. Consequently, this thesis takes a new perspective on theory focusing on 

developing an analytical framework that guides companies in how to integrate the notion of 

strategic CSR in the corporate brand in order to build a competitive advantage. Hence, the 

study serves to complement and develop the existing theory on strategic CSR by taking a 

brand management perspective: adding integration of strategic CSR in the corporate brand to 

the process of developing a strategic CSR engagement. 
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5.	  Theory	  
This chapter will outline the theoretical foundation of the thesis. Selected theories about 

corporate social responsibility and brand management will be examined separately. The 

purpose is to gain a deeper understanding of the concepts in order to move forward in the 

analysis and answering of the research question of integrating strategic CSR in the corporate 

brand strategy.  

5.1.	  Strategic	  CSR	  

Porter and Kramer (2006) emphasises the link between competitive advantage and CSR in 

their article ‘Strategy & Society’ arguing that a clear connection between CSR and business 

strategy is essential in order to create value for either parties. This line of reasoning is not the 

most recent, but for the purpose of this thesis, the most relevant and substantial theory dealing 

with the strategic perspective of CSR and the means as to how to build competitive advantage 

out of CSR engagement which is sought after by the case company.  

 

One of the essential arguments underlying the concept of strategic CSR correlates well with 

the notion of joint value creation in stakeholder theory and concerns the fact that the 

relationship between corporate success and social well-being is not a zero-sum game but two 

sides of the same coin. By treating CSR as a strategic instrument companies can create mutual 

benefits and joint value to business, society and the community of stakeholders and also 

strengthen its competitive advantage. (Porter & Kramer, 2006) 

 

Porter and Kramer undermine the motives corporations have had, so far, to engage in CSR by 

pointing out the lack of strategy to guide the decisions. Furthermore, they argue that the 

majority of the CSR efforts that are made are not as valuable and effective as they potentially 

could be due to two reasons: First, there is a lack of focus on the interdependence and 

correspondence between business and society and too much concentration on the strained 

relations between the two. And second, companies consider CSR in generic ways instead of 

connecting CSR with business strategy. The result of the above is an uncoordinated muddle of 

activities that are more or less disconnected from corporate strategy with poor effects on both 

society and business.  

 

Porter and Kramer argues for an integrated approach to CSR based on the fundamental 

understanding that business and society are dependent on each other; any company that bases 
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its success on the expense of the society will not build long-term advantages and 

simultaneously, a healthy society relies on successful companies to provide jobs and welfare 

over time. By focusing less on the opposition between business and society and more on the 

points of mutual interest, companies can create shared value with its CSR engagements by 

integrating CSR as a part of the core strategies of the company. The authors outline a 

framework for companies useful to ‘identify all of the effects, both positive and negative, they 

have on society; determine which ones to address; and suggest effective ways to do so.’ 

(Porter & Kramer, 2006:80)  

 

This process of reaching strategic CSR starts with identifying the points of intersection 

between business and society, mapping out the interdependence and the effects they have on 

each other. Broadly speaking, the linkages between business and society take two different 

forms. Inside-out linkages are related to the effects of the corporate value chain on society, 

taking both positive and negative consequences into account. In order for companies to be 

fully aware of what effects their everyday operations has on the surrounding society, changes 

over time and depending on location must be taken into account. Global companies have a 

wide spectrum of effects on society to deal with depending on where in the world the 

company operates. Furthermore, a company’s inside-out linkages vary with time as science 

and social norms change. Environmental impacts or health risks that are accepted today may 

not be thought of as safe tomorrow and companies thereby have to monitor evolving social 

standards in order to ensure their survival. (Porter & Kramer, 2006) 

 

In contrast, outside-in linkages define the context in which the company operates and the 

external conditions, favourable or opposing, that may effect business operations. The 

competitive context in which every company operates has noteworthy impact on a 

corporations’ long-term capacity to execute its strategy and achieve its goals and outside-in 

linkages are therefore crucial to consider. It is mutually beneficial for the company and the 

community to make sure that all parts of the competitive context are in good condition. Issues 

like availability and quality of human resources, rules that control competition, magnitude and 

style of local demand and the local availability of supporting industries, service and 

transportation may depend on a number of social factors that companies can influence. (Porter 

& Kramer, 2006) 
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Moreover, a company’s selection of CSR engagements should depend on the principle of 

shared value; if a potential intersection with the issue offers opportunities for mutual value 

creation to business and society. The company should select social issues to address from the 

identified pool of point of intersections, in other words, the issues that intersect with business; 

all other issues should be left to other businesses or groups in society. (Porter & Kramer, 

2006) 

 

The above analysis should result in building a corporate social agenda which, ‘looks beyond 

community expectations to opportunities to achieve social and economic benefits 

simultaneously. It moves from mitigating harm to finding ways to reinforce corporate strategy 

by advancing social conditions.’ (Porter & Kramer, 2006:85) Naturally, not all of a 

company’s CSR engagements can result in long-term competitive advantage and strategic 

benefits; it comprises both responsive and strategic CSR. The crucial point is that the 

corporate CSR agenda cannot purely be built out of responsive CSR (being a responsible 

corporate citizen and dealing with the negative effects of business operations), parts of it must 

move beyond responsiveness and include strategic CSR (rising above best practices by 

choosing a unique position, differentiating the company from competitors) in order to enable 

the opportunity of shared value. (Porter & Kramer, 2006) Moreover, Porter and Kramer 

(2006) reinforce their argument of CSR as an integrated part of everyday business by 

suggesting that inside-out and outside-in linkages should preferably be addressed together to 

enhance the positive impact. A CSR engagement that deals with an issue from an inside-out 

and outside-in perspective simultaneously is truly strategic. (Porter & Kramer, 2006) 

 

Lastly, adding a CSR dimension to the most fundamental value statement, the core strategic 

advantage that distinguishes the particular company from its competitors, concludes the 

suggested process of how strategic CSR is achieved. Some companies might manage to build 

their entire value proposition on CSR dimension but merely adding it to the existing value 

statement will give the company an entirely new factor to base the competitive positioning on. 

(Porter & Kramer, 2006) 

 

The tools presented in Porter and Kramer’s theory about strategic CSR (2006) are 

instrumental in providing companies in general and SkiStar in particular with clear 

recommendations of how to make CSR a strategic process. It articulates the goal of strategic 

CSR leading to competitive advantage and argues for competitive positioning based on CSR. 
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Furthermore, by following the process outlined in the theory, companies ensure that the CSR 

activities carried out are genuine and substantial. In this sense, the theory about strategic CSR 

is useful up to a certain point in the process of answering the research question in this thesis. 

In relation to the case, SkiStar’s challenge is not entirely solved with the notion of strategic 

CSR. It can be argued that the tools as to how to work strategically with CSR within the 

company are given in Porter and Kramer’s theory while knowledge about how the CSR 

message should be communicated to external stakeholders is not provided. The argument is 

that it is the market, the stakeholders and the society that determine the success of a 

company’s differentiation strategy. In order to enable the market to reward a company that 

includes a social dimension in their value statement, the value proposition must be 

communicated to the public and for this purpose; the corporate brand is instrumental.  

 

As a response to the above argumentation, Porter and Kramer would probably argue that their 

integrated approach to CSR would automatically diffuse the CSR dimension in all corporate 

functions, including the brand. However, the term ‘brand’ is only mentioned once throughout 

the article in an argument about CSR as no more than promotion and image building to 

strengthen the brand. The argument is that Porter and Kramer fail to acknowledge the 

reinforcing relationship between CSR and branding hence, not providing enough guidance as 

to how companies can integrate the strategic CSR engagement in the corporate brand. In order 

to advance in the discussion, complementing theories about brand management will be 

introduced.  

5.2.	  Corporate	  Motives	  for	  Engaging	  in	  CSR	  
Before shifting focus to theoretical approaches to brand management, a perspective on 

corporate motives for engaging in CSR is outlined. This is considered relevant in relation to 

the research question and to the case since clear motives as to why a company should engage 

in CSR contributes in convincing the whole organisation about the importance of such an 

engagement. As described above, strategic CSR implies integrating CSR in core business 

strategies meaning that all employees at all levels must be convinced and engaged in this 

issue. By building a business case for CSR, the relevant arguments become apparent and with 

convincing strategic motives, the process of aligning the company around CSR is made 

easier.  
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As described above, strategic CSR implies integrating CSR in the core business and thereby 

achieve strategic goals while simultaneously contributing to society. Hence, the fundamental 

motive as to why corporations should engage in CSR from a strategic CSR perspective is the 

notion that such an engagement will have a positive effect on corporate results in the long-

term. This potential win-win situation is a strategic motive that implies that CSR engagement 

can pay off to corporations. Other corporate rationales can be increased reputation, 

differentiation and strengthened image. The purpose of the following section is to review the 

corporate motives for engaging in CSR further by examining the business case for CSR. 

5.2.1	  The	  Business	  Case	  for	  CSR	  
A business case in general, usually refers to a pitch for an investment or projects that 

guarantee return that justifies the costs. In that sense, the business case for CSR refers to the 

business justification and rationale as to why corporations should adopt the CSR cause and 

engage in CSR. In detail, it points out the specific benefits to businesses in an economic and 

financial sense that would flow from CSR activities and initiatives. By building a business 

case for CSR, companies can get answers to questions such as: What does the organisation get 

out of CSR? How can this company benefit tangibly from engaging in CSR policies and 

activities? (Caroll  & Shabana, 2010) 

 

It should be highlighted that there is no single, generic rationalisation of a business case for 

CSR i.e., how CSR affects company financial performance (CFP). Instead, situational 

contingencies affect the relationship between CSR and CFP, which makes the business case 

for CSR to vary from one firm to another. Hence, CSR can have both positive, negative or no 

effect on a company’s performance and the benefits and effects of CSR on CFP can only be 

seen through the understanding of mediating variables and situational circumstances. (Barnett, 

2007; Caroll & Shabana, 2010)  

 

Kurucz et al. (2008) suggests four groups of business cases for CSR depending on the focus 

of the approach, the topics addressed and the underlying assumptions about how value is 

created and defined. Justifying CSR with cost and risk reduction arguments means that by 

engaging in CSR, the company can reduce costs and risks to the firm. By being proactive in 

terms of CSR, future costs of compliance to environmental regulations can be avoided. 

Moreover, it can be argued that responsible business builds good community relations and 

thereby reduces costs of taxes, regulations and lawsuits. The cost and risk reduction 
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arguments have proven to be popular among top management as it is closely connected to the 

financial bottom-line performance of the company. (Caroll & Shabana, 2010) 

 

CSR engagement can also be justified as a strategy for differentiation with the argument that 

it gains competitive advantage. By leveraging on the opportunities that stem from stakeholder 

demands and exploit them strategically, businesses can improve their competitiveness. Apart 

from strengthening the competitive advantage by having a unique and differentiated CSR-

strategy, customer relations can be enhanced. CSR initiatives have also been found to have 

positive impacts on attracting investments and strengthening brand loyalty. In general, CSR 

contribute in gaining competitive advantage by influencing the decision-making’s of 

customers and stakeholders in a positive way. In other words, make the stakeholders prefer 

the company that engages in CSR to another. (Carol & Shabana, 2010) 

 

The third motive for corporate engagement in CSR refers to that corporations may strengthen 

their legitimacy and enhance their reputation through CSR. At a generic level, reputation and 

legitimacy authorises a firm to operate in society. These factors are closely related to the 

company’s ability to attract customers, investors and employees. Examples of CSR activities 

focused on developing corporate reputation and legitimacy are corporate philanthropy, 

marketing ‘cause activities’ and social reporting. (Caroll & Shabana, 2010) 

 

The last business case argument presented by Kurucz is closely linked to the notion of 

strategic CSR as described above and it refers to seeking win-win outcomes through 

synergistic value creation. The aim of CSR is to satisfy the demands of the stakeholders while 

simultaneously pursuing business operations and interests. CSR activities and competitive 

advantage should become mutually reinforcing and creates joint value for the company and 

the stakeholder society. (Caroll & Shabana, 2010) Taking a strategic CSR perspective, this 

argument is the fundamental business case argument for CSR and all other arguments can be 

seen as based on this underlying goal of mutual value creation between company and society. 

This argument is being reinforced as the company should identify the points of intersection 

between business and society and base the CSR strategy on these mutual points of interest in 

the strategic CSR process. This way of building CSR engagement is built on creating win-win 

outcomes.  
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One could say that the emergence of the discussion around a possible business case for CSR 

is central in terms of providing the CSR-field with legitimacy for business and even though 

the acceptance of the arguments is growing, some criticisms and limitations have been raised. 

The debate acknowledges the possibility of doing well in a corporation while doing good in 

society at the same time. However, others could argue that it pays to be good, but not too 

good. An argument that limits the business case for CSR is that companies may be rewarded 

by the market for CSR engagements but only to a certain extent. Beyond a given level, the 

market will stop to decompensate CSR. Another argument in this debate concerns the 

consumers’ limited power in the market. If consumers were not able to support and award 

companies engaging in CSR activities, the business case for CSR would not hold. (Caroll & 

Shabana, 2010)	  

5.3.	  Genuine	  Actions	  or	  Window-‐dressing?	  –	  The	  Concept	  of	  ‘Greenwashing’ 

In recent years, social activists and, in particular, environmental activists, have raised the 

concern that social and environmental engagement often amount to little more than public 

relations - issued to manage public perceptions, to respond to public pressure, or to react to 

perceived public opinion. Leading proponents of legitimacy theory, for example, reason that 

social and environmental disclosures are generally made for strategic reasons having little or 

nothing to do with perceived responsibilities or obligations. The emergence of the terms 

‘greenwashing’ and ‘window-dressing’ reflect an increasing apprehension that at least some 

corporations creatively manage their reputations with the public, financial community, and 

regulators, in order to hide deviance and obscure the nature of the problem to gain a 

leadership position. (Laufer, 2003) 

 

Companies’ motives for engaging in CSR practices, and for pursuing ‘greenwashing’, is often 

to extend, maintain or defend its legitimacy. An organisation is said to be legitimate to the 

extent that its means and ends appear to conform to social norms, values, and expectations. A 

legitimate organisation, then, is one that is perceived to be pursuing socially acceptable goals 

in a socially acceptable manner. Furthermore, legitimacy justifies the organisation's role in the 

social system and helps attract resources and the continued support of constituents. (Ashforth 

& Gibbs, 1990) 

 

Gaining legitimacy is a problematic process and organisations often pursue legitimacy 

through both substantive and symbolic practices. Substantive management implies an 
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approach, which involves ‘real, material changes in organizational gaols, structures, and 

processes or socially institutionalized practices’ (Ashforth & Gibbs, 1990:178). Symbolic 

management implies an approach, which emphasise that ‘rather than actually change its 

ways, the organization might simply portray – or symbolically manage – them so as to appear 

consistent with social values and expectations’ (Ashforth & Gibbs, 1990:180) 

 

All else equal, managers prefer to offer symbolic assurances rather than substantive action 

since the former usually preserves flexibility and resources. Constituents, of course, usually 

prefer the reverse. Hence, to encourage a belief among constituent that the organisation’s 

actions and ends match the expectations, values and norms of the constituents within society 

substantive legitimacy practises needs to be performed. (Ashforth & Gibbs, 1990) A such, the 

debate over substantive or symbolic legitimacy practices implies that CSR ought to be 

integrated and not decoupled from actual business or, symbolic practices should at least be 

supported by substantive action. If CSR is not integrated through the corporation, CSR 

engagement risks being seen as window dressing and not genuine action, which is likely to 

result in negative response from the often sceptic stakeholders. On the other hand, if CSR, as 

argued throughout this theoretical section, is an integrated part of the way corporations are 

doing business it is more likely that stakeholders and society at large will judge the 

corporation as being truly committed to the CSR agenda. 

5.4.	  A	  Customised	  Brand	  Strategy	  

This latter part of the theoretical chapter will deal with the concept of brand management 

presenting theories and approaches as to how corporations should manage their brands 

strategically. Consistent with the notion of strategic CSR, much theory about brand 

management emphasises that a brand strategy should be an integrated part of the corporate 

strategy and not an isolated effort. As every brand is unique there are no ‘one size fits all’ 

solutions when it comes to building a long-lasting brand strategy. Every brand requires its 

own recipe for success – in the shape of a unique and relevant brand identity and brand vision. 

The aim of having customised and long-term brand strategy is to enhance the external and 

internal opportunities of the brand so that it obtains a differentiated position on the market and 

in the minds of the consumers. (Heding et al., 2009) The two approaches to brand managed 

that are proposed as being useful for the purpose of integrating strategic CSR in the corporate 

brand are the cultural and the identity approach.  
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5.4.1.	  The	  Cultural	  Approach	  to	  Brand	  Management	  

The cultural approach emerged around the millennium, adding the exchange between macro-

level culture and brands to the field of brand management. The literature of the approach 

focuses on the way in which marketers can use cultural forces to build strong brands 

(ultimately brand icons) and the impact of branding practises on the globalised culture and 

marketplaces. Hence, the cultural approach includes a dual perspective focusing, on the one 

hand, on the building of brand icons, and on the other, on the concerns of the anti-brand 

movement. This tension emerges as hugely successful brands, pointed out as examples of best 

practice, also attract the critical voices from socially and culturally concerned citizen 

movements. (Heding et al., 2009) 

 

Even though the arguments are twofold, the common ground in the approach is the cultural 

brand perspective, in which the brand is regarded as an important part of and contributor to 

mainstream culture. In contrast to the identity approach, where culture is referred to as culture 

at a micro level (specifically organisational culture) the cultural approach focuses on culture 

in a macro perspective, applying findings from the culture surrounding us all to branding 

practices. In the macro-level focus of culture brands also have significant political and 

financial power and are at the centre of the debate when it comes to discussions surrounding 

globalisation issues, such as CSR. (Heding et al., 2009) 

 

In the cultural approach, the brand is a storyteller equipped with cultural meaning. Embedded 

in and influenced by the surrounding culture, the brand is used in collective identity projects 

of consumers. Hence, the cultural brand perspective assumes that a brand is successful only if 

it resonates with consumers’ collective identity projects of the time. (Heding et al., 2009) 

 

The perspective of the cultural approach implies that the brand is subject to social and cultural 

change and thereby influenced by changes completely outside the brand manager’s control. 

This means that the marketer is not the only author behind brand meaning. However, a brand 

manager who understands the most relevant cultural currents can write the proper manuscript 

for the brand, providing the consumer with the appropriate web of associations. 

Consequently, competitive power and brand value is created though playing an active role in 

mainstream culture. (Heding et al., 2009) 
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The theory on cultural branding presented by Douglas B. Holt (2004) is a cornerstone in the 

cultural approach. Compared to the majority of publications with a cultural approach, this 

theory focuses on the management of brands. Closely related to this model is the theory on 

cultural consumption formulated by Grant McCracken (1986). Understanding the basic way 

of thinking about consumption in a cultural context will facilitate the understanding of how 

brands become icons, which is why this theory will be presented in the following section. 

(Heding et al., 2009) 

5.4.1.1.	  Cultural	  Consumption	  

In 1980 the anthropologist Grant McCracken first presented his conceptualisation of the 

cultural perspective on consumption. This theory has since then been central to the 

understanding of the production and circulation of meaning through consumption goods. 

Central in the theory of cultural consumption is the idea that culture and consumption 

operates as a system. Goods do not only have a utilitarian character and commercial value, 

but are also able to carry and communicate cultural meaning. Cultural meaning flows 

continually between its several locations in the social world: from the culturally constituted 

world into consumer goods and through consumptions of goods into the lives of consumers. 

(McCracken, 1986)  

 

Cultural meaning from the culturally constituted world is transferred to goods through 

advertising and fashion system. The idea is that products are endowed with fragments of 

meaning, found in the culturally constituted world, through advertising and the media. 

Consumers in the cultural approach choose goods endowed with meaning adequate for his or 

her life situation. In the consumption of goods, consumers thereby also choose to consume the 

cultural meaning, which seems most appropriate to suit their life. (McCracken, 1986)  

5.4.1.2.	  Brand	  Icons	  

In the early 2000, Holt conducted a comprehensive study on branding in a cultural 

perspective, resulting in a conceptualisation of how brands become icons.  The theory is built 

from case studies of a selection of different companies within different industries, that despite 

their differences displayed commonalities that have led to their success as iconic brands. The 

point of departure is the same as McCracken in the sense that brands and/or goods are seen as 

endowed with cultural meaning. However, Holt’s theory is more demanding, also pinpointing 

the need to address certain powerful cultural issues and contradictions before one is able to 
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create myths that are so powerful and resonant that the brand becomes an icon. (Heding et al., 

2009) 

 

According to Holt (2004), the brand icon is an identity brand approaching the identity value 

of a cultural icon. An identity brand (not to be confused with identity as used in the identity 

approach) is a ‘storied’ brand, whose value to consumers (and, thus, its brand equity) derives 

primarily from identity value. Identity value is the aspect of a brand’s value that derives from 

the brand’s contributions to the self-expression of the consumer. A cultural icon is a person or 

a thing regarded as a symbol, especially of a cultural movement, considered worthy of 

admiration and respect. (Defined by Holt 2004 in Heding et al., 2009:217) Cultural and brand 

icons are exemplary symbols, resonant to a majority of people and offering the most relevant 

solution to the cultural situation of their time. The rise to iconic status happens mainly 

through advertising and can be aided by cultural industries and populist worlds. Once the icon 

brand status has been reached, one has to deal with the challenge of remaining relevant over 

time. The powerful myths have to be reinvented over and over again in congruence with 

socio-political-economic-cultural changes. (Holt, 2004) 

 

In order to understand the full scope of the cultural approach, it is necessary to also 

understand the other side of the conceptual spectrum: the anti-brand ‘No Logo’ movement. A 

key reading among the literature dealing with the dual cultural perspective on brand 

management is the article ‘Why do brands cause trouble? A dialectical theory of consumer 

culture and brand’ by Holt (2002). Apart from relating to both sides of the cultural brand 

perspective, the author proposes a new cultural brand construct based on these tensions: the 

citizen-artist brand. 

5.4.1.3.	  A	  Future	  Brand	  Scenario:	  The	  Citizen-‐artist	  Brand	  

The anti-brand movement has in recent years emerged as a critical comment on the cultural 

impact of the global iconic brands. It attacks the idea of branding in itself and seriously 

questions weather the iconic brands are selling something of real value or only empty images 

and promises. Companies are criticised for disguising profit motives behind disinterested, 

ironic brand communication. The anti-brand movement also monitor corporations closely and 

thereby pressure for CSR, which has created increasing attention in management circles for 

the display and reporting of CSR. (Heding et al., 2009) 
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In his article, Holt (2002) provides a new logic to the tension between iconic brands and the 

anti-brand movement. According to Holt, the pressure and criticism that iconic brands are 

exposed to by the anti-brand movement should be seen as the beginning of a paradigm shift. 

The argument is that changes in consumer culture and criticism against dominant market 

techniques leads to changes in the marketing function, and in branding techniques. In 

comparison to the iconic brand paradigm, the new paradigm emphasises that openness about 

profit motives should be accompanied by an engaged citizenship. Consequently, the citizen-

artist brands should be frank about profit motives, act as responsible citizens and be able to 

deliver original and relevant cultural material. (Holt, 2002) 

 

Seeing CSR and branding in the light of the cultural approach enables for the researchers to 

understand CSR as a cultural movement that has emerged in the macro environment in which 

companies resides. The cultural approach also emphasise the fact that CSR is demanded by 

the growing anti-brand movement, who criticises companies for disguising profit motives 

behind empty images and promises. Hence, it can be argued that when adopting a cultural 

perspective on brand management it becomes evident that integrating CSR in the corporate 

brand is necessary in order to build a strong corporate brand while simultaneously adhere to 

the anti-brand movement; adding a social dimension to the corporate brand will be 

fundamental in order for a brand to survive in the new brand management era. However, it 

can be argued that the cultural approach to brand management do not offer tools as to how 

CSR can be integrated in the corporate brand, in a way that ensures its reflection and 

communication of an active CSR engagement. This limitation with the cultural approach is 

arguably addressed by the identity approach to brand management, which is presented below.  

5.4.2.	  The	  Identity	  Approach	  to	  Brand	  Management	  

The conceptualisation and evolution of the identity approach is, unlike several other brand 

management approaches, not the result of a single comprehensive breakthrough study, but 

rather based on practical experience from use of the identity concept as a management tool.  

 

In 1907, the industrial designer Peter Behrens founded the rational behind the identity concept 

by creating products, logos and advertising material for the company AEG (Allgemeine 

Elektrizitäts-Gesellschaft) with a consistent and unified design that expressed one unified 

identity. (Heding et al., 2009) In the late 1980s, the notion of corporate identity was included 

in the context of brand management and the identity approach began to take form. Russell 
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Abratt (1989) contributed to the theoretical development by publishing an in depth study of 

the interplay between the internal corporate identity and the external corporate image (Abratt, 

1989). During the 1990s, a new stream of research led to a conceptualisation of brand 

identity, where the interplay between corporate identity, image and reputation constitutes the 

element of brand identity. In the late 1990s, Hatch and Schultz contributed to this 

conceptualisation by exploring the identity domain from multiple academic fields. The 

authors studied the implication of the collapsing boundaries between the internal 

organisational identity and the external corporate identity by examining the interplay between 

strategic vision, organisational culture and corporate image. The developed framework named 

‘The corporate brand toolkit’ implies a shift from product to corporate branding in an 

organisationally integrated and cross-functional way. Hence, the main argument is that the 

whole corporation should be brought into corporate branding. (Hatch & Schultz, 1997)  

 

In resent years, the model presented by Hatch & Schultz has been criticised for its focus on 

the creation of a stable corporate brand identity based on core values and organisational 

culture. Jones (2010) argues that the desirability to create consistency and alignment may fit 

poorly with organisational needs for change and adaptation, which is required in order to 

maintain the competitiveness and relevance of the brand in a constantly changing 

environment. Arguing from a market oriented approach, Jones (2010) emphasise the 

importance of installing flexibility into the corporate brand, seeing it as a living and 

developing entity that can provide a common direction for internal and external stakeholders 

while simultaneously being responsive to change. Moreover, Jones (2010) argues that the 

corporate vision, if carefully formulated and managed, can serve as an important tool for 

building flexibility into the corporate brand. 

 

The identity approach to brand management has in recent years grown in popularity, as it is a 

powerful and complex concept with the potential of strengthening competitive power 

significantly. In today’s competitive climate most companies need to build and manage the 

brand identity in order to ensure that it expresses an exact and coherent set of values, 

capabilities and sales propositions. (Heding et al., 2009) 

 

In order to create a deeper understanding of the line of though underpinning the identity 

approach to brand management, an explanation of the concept of corporate branding will be 

presented below. 
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5.4.2.1.	  Corporate	  Branding	  

Among the changes that companies make as they move toward globalisation is a shift in 

marketing emphasis from product to corporate branding. In an era when companies can no 

longer base their strategy on a predictable market or a stable superior product range, 

differentiation requires positioning, not only of products, but also of the whole corporation. 

Accordingly, the values and emotions symbolised by the organisation become key elements 

of differentiation strategies, and the corporation itself, becomes the focal point of focus. 

(Hatch & Schultz, 2001) 

 

The idea of corporate branding pushes brand thinking considerably beyond a tactical, 

operational level where the product and its relationship to the consumer is in focus, to a 

strategic, corporate level where the whole organisation is involved. Creating one unified 

message across functions hence requires one unified corporate identity. (Heding et al., 2009; 

Hatch & Schultz, 2001) Furthermore, as corporate branding requires a strategic perspective it 

becomes the responsibility and priority of the CEO. (Hatch & Schultz, 2001) 

 

Corporate branding is based on a long-term brand idea, contributing to the images formed and 

held by organisational members, investors, partners, suppliers and other interested parties (i.e. 

all company stakeholders). Instead of connecting to consumers through a variety of individual 

products and services, the corporate brand relates to the organisation’s various stakeholders 

and its products and services to each other through their relationship with the business. Hence, 

the corporate brand is realised in an integrated relationship between internal and external 

stakeholders, in other words formed by the interplay between strategic vision, organisational 

culture and the corporate images held by its stakeholders. (Hatch & Schultz, 2001) 

 

‘Alignments between the origin and everyday practices of the organisation {organisational 

culture}; where the organisation aspires to go {strategic vision}; how the organisation is 

perceived by external stakeholders {image}; all nested in perceptions of who the organisation 

is {identity}.’(Schultz et al. 2005:24, cited in Heding et al., 2009:52) 
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Figure 3: The difference between product and corporate branding. (Schultz et al., 2001:1044) 

 

Corporate branding is an attempt to accommodate with the weaknesses of product branding: 

its narrow market-driven focus on tactical, functional processes and external perspective 

detached from the organisation behind the products. However, corporate branding also has its 

difficulties. In order to create a credible and authentic identity one has to deal with the 

challenge of aligning and involving multiple subcultures internally and multiple stakeholders 

externally. (Heding et al., 2009) Hence, the strategic importance of corporate branding lies 

not only in its positioning of the company in its marketplace, but in creating internal 

arrangements such as organisational structure and culture that support the meaning of the 

corporate brand and align internal and external stakeholders. (Hatch & Schultz, 2001)  

 

In the following section a framework for corporate branding developed by Hatch and Schultz 

(2001) called ‘The corporate brand toolkit’ will be presented, along with complementing 

approaches on the subject of corporate brand identity. 

5.4.2.2.	  A	  Framework	  for	  Corporate	  Branding	  

‘The corporate brand toolkit’ was developed based on research in more than 100 companies 

around the world over ten years. The model is developed to help managers build strong 

corporate brands by creating alignment between strategic vision, organisational culture and 

corporate image. A prerequisite for achieving alignment between the tree elements is that 

companies address the organisational implications of corporate branding in an 

organisationally integrated, cross-functional way. The core elements of the model, vision 

culture and image, are defined as followed: 
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(1) Strategic vision – the central idea behind the company that expresses management’s 

aspiration for what the company will achieve in the future. 

(2) Organisational culture – the internal values and beliefs that embody the tradition of the 

company, manifested in the ways employees all through the ranks feel about the company 

they are working for. 

(3) Corporate image – how external stakeholders perceive the organisation; the outside 

world’s overall impression of the company including the views of customers, 

shareholders, the media, the general public, and so on. 

 

 
Figure 4: The interplay between strategic vision, organizational culture and corporate image. (Schultz et al., 

2001:1047) 

 

Aligning the elements of the corporate brand is a dynamic process where strategic vision, 

organisational culture, and corporate image are interrelated in a complex manner. In order to 

create a strong and coherent corporate brand identity Hatch and Schultz (2001) suggests that 

an analysis is conducted, where the relationship between vision and culture, image and 

culture, and image and vision is examined. 

 

Strategic vision and organisational culture 

The vision is the statement that provides a direction and purpose for the whole organisation. 

(Jones, 2010) Misalignment between strategic vision and organisational culture develops 

when the claimed vision of the corporate brand do not resonate with the tacit meanings and 

values that organisational members hold and use (i.e. their actual and personal identity) 

(Hatch & Schultz, 2001). In order to create a strong vision that is shared throughout the 
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organisation the vision should be developed through a dialog process within the firm. As 

culture is deeply embedded in organisational behaviour, a brand vision based on cultural 

expression will serve to create genuine coherence between the stated direction of the brand 

and the actual performance of the company. (Hatch & Schultz, 2001 & Jones, 2010) In order 

to allow internal and external stakeholders to feel a sense of belonging and engagement the 

vision should allow different meaning to be absorbed into it. As a beacon the vision should 

express an end state at a future point of time, but say nothing about how to reach that state. In 

this way it allows different groups (be they sub-cultures within the organisation, employee 

teams or external stakeholders) to share the vision, while allowing flexibility in how to fulfil 

it. (Jones, 2010) 

 

Organisational culture and corporate image 

Misalignment between company image and organisational culture usually develops when the 

organisation doesn't practice what it preaches; when everyday life within the organisation and 

the values expressed by this behaviour do not match the images held by other stakeholders. 

This may lead to confusion about what the company stands for and, at worst, that the image 

gets tarnished among key stakeholders. (Hatch & Schultz, 2001) 

 

Hatch and Schultz (2001) argues that in order to create a brand promise that resonates with 

the actual brand experience offered by organisational members the projected images must tap 

into the organisational culture of the company. The ability of top managers to pay attention to 

the organisational culture puts them in a position to communicate the non-imitable intangibles 

of the company, which can provide the foundation for a distinct and credible corporate image. 

In addition, managers need to listen to the views stakeholders offer on the corporation and 

confront the culture with them. Hence, alignment between perceived corporate image and 

actual organisational culture increases awareness among stakeholders about who the 

corporation is and what it stands for, and enhances organisational attractiveness and 

reputation. (Hatch & Schultz, 2001) 

 

Strategic vision and corporate image 

The third obstacle for creating an effective corporate brand is misalignment between external 

stakeholder images and management's strategic vision. Hatch and Schultz (2001) argues that 

alignment between vision and image is achieved when the image is built on a vision that is 

anchored in company culture: who the company is and what it wants to become. Jones (2010) 



	   54	  

complements this argument by stressing that building an authentic image is not just about 

reflecting internal values and believes in the strategic vision, it is also linked to the 

organisation’s ability to interact and respond to the environment. Through the vision 

statement companies’ selectively pull from established value pools in society that appeal 

consciously to their different stakeholders’ business values, environmental values and 

humanitarian values. By linking these values to the internal self-identity of the firm the vision 

becomes a strategy and not just communication. However, in order for the vision to become 

meaningful and adopted by the firm’s various stakeholders, it has to be communicated to each 

stakeholder in a way that reflects the value that the vision creates for them. Thus, employees 

will seek to be able to relate the vision to their everyday working lives, suppliers and other 

close stakeholders should perceive vision in terms of issues of product reliability, quality of 

service etc., whilst customers may be less focused on the actual vision of the company and 

more on how this is expressed through their experiences with the firm. 

 

Once the vision has been adopted and given meaning by the stakeholders the direction and 

action of the firm will generate feedback and reactions, which gives inputs to optimising the 

performance of the corporate brand. Consequently, the argument is that by incorporating 

internal and external values in the company vision and continuously assessing and adapting it 

in relation to changes in the environment, alignment between the strategic vision and 

stakeholder images can be created and maintained. (Jones, 2010) 

 

Adopting an identity approach to brand management enables for the researchers to create an 

understanding of how CSR can be incorporated into the corporate brand. It can be argued that 

the fundamental line of though behind the identity approach, that branding should exist on a 

strategic, corporate level, and involve the whole organisation in an integrated and cross-

functional way, resonates well with one of the underlying argument within strategic CSR, that 

CSR should be integrated into core business practices and steep through the whole 

organisation. Hence, the identity approach in general and ‘the corporate brand toolkit’ in 

particular can assist companies in integrating the CSR engagement in the strategic vision, 

organisational culture and corporate vision, consequently in the corporate brand.  

 

Conclusively, the argument is that the cultural approach assists companies in recognising and 

understanding why the company need to integrate CSR in the corporate brand strategy while 

the identity approach offer tools as to how the company can integrate CSR in the corporate 
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brand strategy, and hence, make it an inherent part of the corporate brand identity. Together, 

the two approaches address the need to be a proactive citizen by adhering to the current 

cultural CSR movements as well as the need to make CSR an integrated part of the corporate 

brand identity.  

 

In addition, the authors would like to argue that the perspective presented by Jones (2010), 

advocating the strength of the corporate brand identity but also emphasising the need of 

seeing the brand as a living and developing entity that has to be developed in relation to the 

external environment, somewhat includes elements from both approaches. Hence, his 

viewpoint can assist in combing and integrating the two approaches. 
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6.	  Analytical	  Framework	  
The previous chapters have indicated that strategic CSR and brand management are two 

emerging concepts with expanding theoretical fields, which separately and combined, are 

becoming increasingly important for corporate executives to take into account. With basis in 

the literature review and the theoretical concepts on the two topics presented in the previous 

chapter, this chapter will serve to analyse how strategic CSR can permeate brand strategy in 

order to create strategic benefits and build competitive advantages to companies. On the basis 

of this analysis existing theories are combined and developed into the analytical framework; 

‘The Strategic CSR Branding Model’.  

 

This chapter investigates the opportunities of working strategically with CSR by integrating it 

as a part of the brand from a cultural and an identity perspective on brand management. 

Finally, the last part of this chapter presents the model that has been developed for the 

purpose of this thesis and explains its vital parts and how it should be used.  

6.1.	  CSR	  &	  The	  Cultural	  Approach	  to	  Brand	  Management	  

The selected approaches to brand management are rather different in terms of how they 

perceive CSR. In general, it can be argued that the pressure for CSR is cultural as it originates 

from the external macro environment while the tools for how to build CSR internally can be 

found in the identity approach. The following section will analyse how the cultural approach 

can be instrumental when integrating CSR as an element in the corporate brand strategy.  

 

In the cultural approach to brand management, the macro environment and its cultural, social 

and political forces are highlighted as main influencers on branding practices. The brand is 

embedded and influenced by the surrounding culture, which implies that the brand should 

reflect the actual events and opinions in the macro environment of the time. In this sense, the 

debate around CSR can be seen as a contributor to mainstream culture, a cultural and political 

meaning. The debate is particularly brought to surface by various anti-brand and no-logo 

movements that question the moral intentions of corporations and demands increased 

corporate responsibility. Since consumption in the cultural approach is directed by the fit 

between the consumers’ identity construction in the cultural context and the cultural meaning 

inherent in the good, CSR can also be seen as a parameter affecting the consumers purchase 

decisions, which implies that the brand should carry a clear CSR message and act as an 

instrument of meaning transfer.  
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The culture or the macro environment should be perceived as the context in which the brand 

resides and the origin from which CSR influences business, in this case, referred to as the 

cultural CSR context. Similar to strategic CSR, the cultural approach to branding emphasises 

that the brand cannot be separated from its cultural context and the interdependence between 

the two is a fact. There is somewhat a paradox between the idea of managing a brand and the 

perception of brands as subject to change outside the brand managers control. Brand 

management in the cultural approach is therefore about writing a relevant manuscript that 

reflects the current social and cultural climate, in this sense: CSR. The manuscript must be 

dynamic and adjustable to changes in the CSR field. In other words, the brand should be 

flexible and aim for correspondence with its surroundings rather that aiming for consistency 

and stability.  

 

Taking a strategic CSR perspective, an essential part of writing the brand manuscript is to 

identify the points of intersection between business and society and determine how the brand 

corresponds to these. The essential feature of the selected points of intersection is joint value 

creation and mutual gain for the corporation and the cultural CSR context. It can be argued 

that it is not enough for a brand to only exist and fit into the cultural CSR context by being 

socially and environmentally responsible. In order to successfully integrate CSR into the 

brand using the cultural approach, the brand must become a proactive citizen and show power 

to act in the CSR discussion. 

6.2.	  CSR	  &	  The	  Identity	  Approach	  to	  Brand	  Management	  

When looking at brand management from an identity approach perspective it is clear that a 

strong and coherent corporate brand, integrated in all levels of the organisation, is pivotal for 

brand value creation. The corporate identity has to express a coherent set of values, 

capabilities and sales propositions in order to maintain and strengthen its competitive power. 

When looking at the opportunities of including strategic CSR as a brand element, this implies 

that CSR should be integrated in the corporate brand and the corporate identity, hence involve 

the whole organisation in a cross functional way. This is supported by the concept of strategic 

CSR, stating that CSR engagements should be integrated as a part of the core business 

strategy: integrated in every day operations, in fundamental value statements and in core 

strategic advantages. The entire corporate brand identity is argued to function as a guiding 
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beacon and sense-making tool for aligning CSR action and communication within and outside 

the organisation. 

 

The idea of incorporating strategic CSR in the corporate brand strategy pushes CSR 

engagement beyond a tactical, operational level where the product and its relationship to the 

consumer is in focus, to a strategic, corporate level where the whole organisation, all 

surrounding stakeholders and society are involved. Moreover, the argument underlying the 

concept of corporate branding, that brand value is created in an integrated relationship 

between internal and external constituents, correlates well with the notion of shared value 

creation. Hence, by integrating CSR as a strategic instrument in the corporate brand strategy 

companies can create mutual benefits and shared value to business, society and the 

community of stakeholders. 

 

As illustrated by the ‘Corporate brand toolkit’ (Hatch and Schultz, 2001) a strong and 

coherent corporate brand requires alignment between strategic vision, organisational culture 

and corporate image. This implies that integration of CSR in the core business strategy and 

the corporate brand strategy also requires integration and alignment of the CSR engagement 

in the company vision, culture and image. Here, it is important to note that when integrating 

CSR in the corporate brand it is crucial to also install flexibility and a responsiveness to 

change, ensuring the competitiveness and relevance of the CSR brand in relation to the 

context in which it resides. 

 

Strategic vision and organisational culture 

The strategic vision is a powerful sense-making tool that can secure alignment between 

corporate resources as well as across multiple stakeholders. Hence, CSR values and goals 

should be an inherent part of the strategic vision, guiding and coordinating CSR processes and 

activities within and outside the organisation. In order to create a strong vision that is shared 

throughout the organisation and embedded in company culture the vision should be developed 

through a dialog process within the firm. Furthermore, it should be formulated so that it make 

sense and becomes of value to all organisational members. Lastly, the CSR vision should 

express an end state at a future point of time, but should not say anything about how to reach 

that stage. In this way it allows different groups within the organisation to share the vision, 

while the way to fulfil it is flexible and will vary. 
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Organisational culture and corporate image 

The corporate image reflects how external stakeholders perceive the organisation; the outside 

world’s overall impression of the company. As the debate around CSR and the pressure for 

CSR engagement mainly exists outside the company the ability to incorporate and 

communicate CSR through the corporate brand, in order to build a CSR image, is crucial. It 

can be argued that one of the main objectives of incorporating CSR in the corporate brand 

strategy is to increase company legitimacy and ultimately enhance organisational 

attractiveness and reputation. 

 

In order to create CSR promises that resonate with actual CSR experience offered by the 

organisation the projected images must tap into the organisational culture of the company. If 

CSR thinking not steep through everyday life within the organisation and if the values 

expressed by this behaviour do not match the images held by stakeholders, it may lead to 

mistrust among key stakeholders and that the aim to adapt a CSR engagement tarnish rather 

then strengthen the company image. Companies’ willingness to respond quickly to public 

pressure and build a CSR image can sometimes elicit symbolic CSR engagement that risks 

being perceived as ‘greenwashing’. The ability of top managers to advocate and implement 

substantial CSR practises puts them in a position to communicate authentic CSR engagement, 

which can provide the foundation for a credible CSR image. Furthermore, managers need to 

listen to the views stakeholders offer on the company’s CSR performance and confront the 

CSR culture with them. Consequently, if creating alignment between CSR image and culture 

it is more likely that stakeholders, and society at large, will judge the corporation as being 

truly committed to the CSR agenda. 

 

Strategic vision and corporate image 

In order to effectively incorporate CSR in the corporate brand the outside worlds imprecision 

of the company’s CSR vision has to resonate with management’s strategic CSR vision. As 

emphasised in the concept of strategic CSR, companies cannot afford to ignore stakeholders 

and society; the most carefully formulated CSR visions will fail if they are not grounded in 

society values and expectations. The CSR vision should reflect the company’s ability to 

interact and respond to the environment by articulating the organisational enactment of 

selected societal values, in the theory of concept of strategic CSR referred to as points of 

intersection. Consequently, it is not enough to have a CSR vision that reflects internal CSR 

values and believes, it must also mirror the values shared between the company and the 
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society. By then linking the values the vision represents to the internal self-identity of the firm 

the CSR vision becomes a part of the strategic planning process and not just communication. 

Hence, it can be argued that the strategic vision constitutes an important link and sense-

making tool between the organisational culture and corporate image. 

 

In order for the vision to become meaningful and adopted by the firm’s various stakeholders, 

it has to be carefully communicated. Communication to each stakeholder will have different 

focuses to reflect the value that the CSR engagement creates for them. Thus employees will 

seek to be able to relate the CSR engagement to their everyday working lives, while 

customers may be more interested in how the CSR vision is expressed through their 

experience with the company. The objective is to make the CSR vision meaningful for all 

stakeholders and society; such that is creates value for them. When the CSR vision is known, 

accepted and given meaning among internal as well as external stakeholders the CSR 

performance of the firm will generate feedback, which should be absorbed and used to ensure 

that alignment between the CSR vision and images held by external stakeholders are 

maintained.  

 

Conclusively, the argument is that by incorporating internal and external CSR values in the 

CSR vision, communicating it effectively and continuously assessing and adapting it in 

relation to changes in the environment alignment between the CSR engagement in the 

organisational culture, the strategic vision and the corporate image can be created and 

maintained. 

6.3.	  The	  Strategic	  CSR	  Branding	  Model	  

In this following section, the analytical framework labelled ‘The Strategic CSR Branding 

Model’ will be presented and developed upon. This framework is the result of the theoretical 

analysis and represents a pivotal module in the answering of the research question. The 

components of the model together form a tool to make sense of how a company’s strategic 

CSR engagement can be translated into strategic benefits and competitiveness by integrating 

it in the corporate brand. The intention is to create a contemporary model that corresponds to 

the demands of the time on modern corporations. 
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Figure 5. The Strategic CSR Branding Model (Own construction) 

 

The model is constructed as a part of adhering to the challenge in SkiStar and to address the 

identified theoretical gap between strategic CSR and brand management. The first three steps 

of the model corresponds to Porter and Kramer’s theoretical process of how to reach strategic 

CSR, even though they are modified and adapted to the purpose of the thesis. In step four, the 

model breaks loose from the model outlined by Porter and Kramer and the approaches to 

brand management are in focus. The brand is predominantly the main communication channel 

between the corporation and its stakeholders and the surrounding society; hence, it serves as 

the carrier of the CSR message. It is of great importance to highlight that the brand is 

5	  Steps	  of	  managing	  the	  Strategic	  CSR	  Branding	  Model	  

Step	  1:	  Conduct	  a	  macro	  analysis	  

Step	  2:	  Map	  out	  the	  points	  of	  intersection	  though	  a	  micro	  analysis	  

Step	  3:	  Select	  relevant	  points	  of	  intersection	  and	  outline	  the	  strategic	  CSR	  agenda	  

Step	  4:	  Integrate	  the	  strategic	  CSR	  agenda	  in	  the	  corporate	  brand	  

Step	  5:	  Install	  flexibility	  into	  ‘The	  Strategic	  CSR	  Brand’	  
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instrumental in communicating CSR both internally and externally. It is through the brand 

that CSR is integrated and infused both in the corporation and to its external environment. 

The argument is that strategic benefits from CSR are hard to achieve without a corresponding 

brand strategy to support the communication. Consequently, it is suggested that the theoretical 

gap of how to integrate strategic CSR in the corporate brand and the challenge of working 

strategically with CSR and reflect the engagements in the brand for SkiStar can be overcome, 

at least partially, by managing in accordance with ‘The Strategic CSR Branding Model’.  

 

The model consists of four main elements; the society, the cultural CSR context, the points of 

intersection and the corporate brand. The purpose and function of these parts will be 

presented and developed upon shortly followed by a step-by-step guide of how the model 

should be managed.  

 

The Society 

The context in which the whole model and all its elements reside in is referred to as ‘The 

society’ and represents the general public, community, culture and civilisation. The reason as 

to why something as abstract as the society as a whole have been included in the model is to 

illustrate the fact that the cultural CSR context is influenced and affected by the bigger 

picture. The whole spectrum of stakeholders, all elements of society, current debates and 

issues, politics, environmental conditions and the financial climate are only a selection of 

elements that the general public contains and that in turn, influences the cultural CSR context 

and the other layers in the model. 

 

The Cultural CSR Context 

This element of the model symbolises the cultural CSR context and includes both business 

and society. This is an integrated part of the general public but symbolises a cultural context 

specifically interested in, or concerned with CSR. 

 

Points of Intersection 

The points of intersection are to be found within the macro environment and symbolises 

topics, issues or matters of concern that are of interest to both business and society. In the 

model, these points of intersection illustrate the common denominators between company and 

society and the topics on which the CSR strategy should be focused around in order to create 

shared value for company and society.  
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The Strategic CSR Brand 

The triangle in the middle, ‘The Strategic CSR Brand’, symbolises a corporate brand infused 

with strategic CSR, i.e. a corporate brand that proactively reflects the current debate in its 

cultural context, hence, the corporate CSR agenda. Moreover, the argument is that in order to 

create a strong and coherent ‘Strategic CSR Brand’, CSR has to be incorporated in the 

corporate image, organisational culture and strategic vision. Ultimately, the integrated CSR 

values have to be aligned in order to communicate a credible CSR engagement. Since the 

corporate brand should reflect the entire business, it is also the closest one gets to a symbol of 

the corporation in this model. 

6.3.1.	  Managing	  The	  Strategic	  CSR	  Branding	  Model	  

Managing ‘Strategic CSR Branding’ is all about incorporating the strategic perspective that 

normally guides business decisions into the CSR discussion in the process of building a 

strategic CSR agenda. Furthermore, utilising ‘The Strategic CSR Branding Model’ is about 

bridging and explicating the gap between strategic CSR and corporate branding. The model 

serves as a normative and generic framework for the strategic management of ‘CSR 

Branding’, which is initiated by top management, but involves a wide range of both internal 

and external stakeholders in the process. On the whole, the model takes a managerial 

perspective, especially as the ‘how-to’ steps for executing the model is presented. As the 

reader become familiar with how to use the model a process perspective is emphasised; the 

steps are not static or bounded to a specific time, working with the model should be an on 

going process, moving forward while simultaneously looking backward.   

6.3.1.1.	  Step	  1:	  Conduct	  a	  Macro	  Analysis	  

The first step in the process of becoming ‘A Strategic CSR Brand’ concerns analysing the 

macro environment. Companies should start off by making an in-depth investigation of the 

cultural context they operate in by answering questions like: What are our stakeholders 

engaged in? What are the current topics of debate and opinion building? What are the 

characteristics of the current political climate? What meanings and beliefs guides consumers 

purchase decisions? How does the pattern of cultural consumption look like; how are 

consumers identifying and building themselves through goods and services? The goal of the 

first step is to create an understanding of the macro environment and cultural context in which 

the company resides and the way of thinking, judging and prioritising among consumers and 

other stakeholders. This step is crucial in order to enable the identification of relevant points 
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of intersection in the coming steps. Without an accurate and up-to-date understanding of the 

current topic of debate in society, the company will have a hard time finding and selecting 

social issues that are both relevant to society and intersect with business.   

6.3.1.2	  Step	  2:	  Map	  Out	  the	  Points	  of	  Intersection	  Through	  a	  Micro	  Analysis	  

After completing a thorough macro analysis, the focus shifts to a narrower micro perspective. 

In step two, the information obtained about the macro environment should be analysed in 

order to gain an understanding of what the cultural context means to a specific industry and 

company. The types of questions to be asked here are: What issues in the macroclimate 

intersect with the course of business in your company? How does cultural consumption take 

form in your industry?  

 

The intelligence from the macro and microanalysis should then be used to identify the 

interdependence between company and society and map out the opportunities for shared value 

creation, i.e. the points of intersection, both inside-out and outside-in linkages. It is important 

to consider that different motives for engaging in CSR will lead to different perspectives on 

the value created. In other words, the same result can be negative, positive or neutral 

depending on the motives; a result attained within a point of intersection may not have the 

same positive effect on all corporations because their motives are different. The goal with this 

step in the model is to map out a broad range of societal and environmental issues that 

intersect with business. Without assuming that all identified issues present opportunities for 

truly strategic CSR, this process is useful in getting an overview of the impacts the company 

has on its environment and the external conditions from the competitive context that influence 

business.  

6.3.1.3.	  Step	  3:	  Select	  Relevant	  Points	  of	  Intersection	  and	  Outline	  the	  Strategic	  CSR	  Agenda	  

Based on the outline of points of intersection from the previous step, the next step in the 

model is concerned with prioritising, ranking and selecting. The argument is that in order to 

be potentially beneficial and strategically justifiable, a company’s CSR work must reflect and 

be developed in coherence with the mutual points of interest between company and society. 

Hence, in this part of the process, the company should map out their current CSR agenda by 

defining the relevant and irrelevant points of intersection. The aim is to review what is 

currently being done, eliminate what is no longer relevant, and add strategic CSR activities 

that represent opportunities for shared value creation. Strategy is about making choices and 

the corporate CSR agenda should reflect those strategic decisions. Each company should 
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identify the particular set of societal problems that it is best equipped to help resolve based on 

the available resources, the opportunity of generating shared value from engagement in the 

issue and from which it can gain the greatest competitive advantage. The corporate CSR 

agenda should articulate the strategy to address the selected CSR issues. Naturally, not all of 

the CSR engagements will be purely strategic; activities that are responsive in its nature are 

indispensible and essential to every CSR agenda. In order to make the most out of responsive 

CSR, the company should make sure that the social issues are addressed with best practice 

methods, and monitor the recent developments within their field. However, the corporate CSR 

agenda cannot stop at responsive CSR engagements, the company must rise above responding 

to societal concerns to also include strategic CSR activities that can be included in the core 

value proposition and hence differentiate the company from competitors. By striving towards 

integrating inside-out and outside-in practices, the company moves closer to strategic CSR. 

The goal here is to put the company in a unique position by engaging in strategic CSR 

activities differently from competitors.  

 

When setting the agenda it is important to connect the points of intersection to the corporate 

motives for engaging in CSR. When taking a strategic perspective on CSR it is assumed that 

the primary motive for engaging in CSR is to make it a competitive advantage and a part of 

the overall value proposition, hence to create a business case for CSR. The fundamental idea 

is that a CSR agenda based on carefully chosen points of intersection will create mutual 

benefits and shared value (a win-win situation) for company and society, which when added 

to the value proposition can generate a competitive advantage. Nevertheless, the win-win 

argument may be supported and complemented by other business arguments as to why a 

company should carry out certain CSR activities. Hence, a corporate social agenda with a 

wide variety of CSR commitments, supported by many different business case arguments, 

increases the potential of reaching strategic benefits through CSR. 

 

Finally, an additional aspect to consider in this step is the risk of selecting issues to engage in 

that makes the company either over-promise or under-deliver in terms of what they do and 

what they say they do. Before moving on to the next step of incorporating the strategic CSR 

engagements into the corporate brand the company has to make sure that the CSR activities 

on the agenda are carried out. Ensuring correspondence between action and communication is 

necessary in order to avoid being accused for ‘greenwashing’.  

 



	   66	  

6.3.1.4.	  Step	  4:	  Integrate	  the	  Strategic	  CSR	  Agenda	  in	  the	  Corporate	  Brand	  

In step four, the core message from the corporate CSR agenda should be incorporated in the 

value proposition of the company and in all elements of the corporate brand, not changing, 

but adding a CSR dimension to core business. This step constitutes a breaking point in the 

model as it symbolises the shift from Porter and Kramer’s existing theory on strategic CSR to 

the addition of the complementing perspectives on brand management. While the above 

sections 6.1 and 6.2 discusses the relationship between the branding approaches and strategic 

CSR in general, this step of the model highlights the contribution of the approaches to brand 

management to this model in particular. The cultural approach to branding is instrumental in 

placing the corporation, the brand and the notion of CSR in its context, relating the external 

social movements and influences to the internal business processes. In addition, the identity 

approach to brand management provides the user of the model with tools as to how the 

corporate CSR agenda should be integrated in the brand. In combination, the selected 

approaches to brand management serve the purpose of developing the notion of strategic CSR 

by offering a detailed guide as to how strategic CSR can be integrated and reflected in the 

corporate brand in particular, and not just in the company in general as suggested by Porter 

and Kramer.  

 

Before order to facilitate the integration of CSR in the corporate brand, the company needs to 

ensure alignment and coherence between the existing corporate image, organisational culture 

and strategic vision and thereby the actuality of a corporate brand identity to serve as the basis 

of integration. The aim is then to infuse the corporate brand identity with the internal and 

external CSR values discovered in the first steps of the model. The goal is to incorporate and 

align the CSR engagement in the strategic vision, the organisational culture and the corporate 

image. By making CSR an inherent part of all elements of the corporate brand identity, the 

purpose is to integrate corporate responsibility from the inside to the outside; making it a 

parameter to be considered in every action and decision at all levels in the company. The 

corporate brand plays an essential instrumental role as a steering device for action and 

communication in strategic CSR branding. Focus should always be on aligning action and 

communication via the corporate brand identity. 

6.3.1.5.	  Step	  5:	  Install	  Flexibility	  into	  The	  Strategic	  CSR	  Brand	  

Apart from integrating Porter and Kramer’s theory about strategic CSR with selected 

approaches to brand management, ‘The Strategic CSR Branding Model’ also highlights the 
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importance of installing flexibility in ‘The Strategic CSR Brand’. As emphasised above, the 

corporate CSR vision has to be formulated in a way that it gives a common direction for 

external and internal stakeholders while simultaneously allowing for various stakeholders to 

reach it in different ways. Furthermore, the communication of the CSR vision should have 

different focus, so that it becomes meaningful and can create value for each stakeholder 

group. 

 

As the cultural context is under constant change model represents an ongoing process where 

correspondence between the ‘ The Strategic CSR Brand’ and the most recent debates within 

the selected social issues should be ensured. Hence, an important issue in this step is to 

develop an ability to absorb and evaluate the feedback given from the stakeholders and 

society on the company’s ‘Strategic CSR Branding’. Apart from ensuring correspondence 

between the cultural context and the ‘The Strategic CSR Brand’ at large, the company needs 

to work actively with ensuring alignment between the CSR engagement incorporated in the 

strategic vision, organisational culture and corporate image. Conclusively, the model and the 

suggested steps should be performed in an ongoing process where evaluation, measurements, 

follow-ups and change ensure that the CSR engagement and ‘The Strategic CSR Brand’ is 

relevant in relation to the external environment. 

6.3.2.	  Outcomes	  of	  The	  Strategic	  CSR	  Branding	  Model	  

A company that has utilised all the steps in the model will end up with (1) a strategic 

corporate CSR agenda that enables the company to attain the benefits that corporate 

responsibility can bring to business and (2) ‘A Strategic CSR Brand’ that communicates the 

CSR message both internally and externally. By building and incorporating strategy for how 

to manage CSR and the corporate brand together, the goal is to make CSR work its way 

through the company, influencing and affecting everything the corporation is, does and says. 

6.3.3.	  Limitations	  of	  The	  Strategic	  CSR	  Branding	  Model	  

Based on the scientific approach the researchers have had throughout this thesis it can be 

argued that no knowledge is entirely true or objective since interpretations vary and 

contextual factors affect perception. In this sense, the model constructed above is only an 

attempt to reflect and describe a subjective reality. The authors are aware of the fact that in 

the real world, a process like the one outlined in ‘The Strategic CSR Branding Model’ is in no 

way linear, the macro environment and the cultural CSR context is under constant change and 

the analysis made in step one might have been infused with new meaning when the user of the 
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model arrives at step four. However, the authors have made an effort to address these 

limitations by emphasising a process perspective and build-in flexibility in the model. Models 

and theories in general have a tendency to grant the users with a sense of ‘false’ control over 

phenomenon that are uncontrollable. The purpose of ‘The Strategic CSR Branding Model’ is 

not to enable companies to control the cultural forces in the society, rather to increase its 

understanding of their role in the complex context and integrate that insight in core business.  

 

Furthermore, a great deal of theoretical frameworks and models are considered o be bounded 

to a specific time du to a fixed set of underlying assumptions. The authors have made an 

attempt to deal with this limitation in ‘The Strategic CSR Branding Model’ by including the 

contextual analysis as a part of the process. This conceivably rules out the risk of basing the 

process on false and inaccurate premises.  
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7.	  Case	  Analysis	  
The following chapter is concerned with applying the analytical framework, ‘The Strategic 

CSR Branding Model’ on the case of SkiStar with the purpose to generate insights that can 

complete the answer to the research question. Hence, the aim is to give recommendations as 

to how SkiStar can work more strategically with CSR and integrate the CSR agenda in the 

corporate brand in order to communicate it to all stakeholders and society. The below analysis 

follows the managerial guidelines of ‘The Strategic CSR Branding Model’ and aims to 

illustrate how the model can be used in practice.  

7.1.	  Step	  1:	  Conduct	  a	  Macro	  Analysis	  

The aim with the first step is to create an understanding of the macro environment and 

cultural context in which the company resides. This is important in order to ensure the 

relevance of the discussion in the following steps and finally, of the corporate CSR agenda. 

 

One of the most important matters in question in the current society is the unsustainable 

exploitation of the environment. The overuse of finite resources, pollution and global 

warming are examples of issues that are becoming increasingly important for companies and 

governments all over the world. Finding solutions as to how sustainable development can be 

infused in infrastructure, transportation, industry, everyday life and everyday behaviour are 

top priority in the majority of the countries in the western world. Another issue that cause 

substantial debate in many countries today is the public health, and especially overweight. 

Research shows that overweight is a growing problem in the western world, particularly 

among children and teenagers. The developments within communication, IT and 

infrastructure do not advocate enough physical movement, which has contributed in giving 

birth to an entire industry focused on health, fitness and wellbeing. The increased debate 

around corporations’ role in society and the social and environmental effects of business 

operations are to a growing extent reflected in consumers’ preferences. Sustainable business 

in the age of globalisation is not only about ensuring long-term profits to shareholders but 

also to satisfy the demands of a much wider and more differentiated group of stakeholders. 

The social and environmental impact of products and services are of growing importance in 

cultural consumption meaning that consumers prefer to purchase goods and services that carry 

a CSR message. It can be argued that, acting responsibly both in business and in private-life is 

nowadays a strong social norm in many cultural contexts. Corporate misbehaviour is framed 
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as scandals by media, NGO’s and customers who keep companies under constant 

investigation.  

 

In addition, governmental recommendations, rules and laws are established to force 

companies to act responsible. It can be argued that corporate transparency, i.e. providing 

accessible information to all stakeholders and society on the impact of the company’s 

business process including treatment of employees, impact in the community and the 

environment are sought after to a greater extent. Consequently, the notion of corporate 

responsibility has become widely spread and accepted, giving companies no other option than 

to adhere to this social movement. Companies can either be pioneers within CSR or do no 

more than they have to, but actively opposing corporate responsibility is impossible in order 

to stay in business in the 21st century. 	  

7.2.	  Step	  2:	  Map	  Out	  the	  Points	  of	  Intersection	  through	  Micro	  Analysis	  

In step two, the information generated in the macro analysis is used to discuss what CSR 

issues under debate that intersect with the business of SkiStar and constitutes opportunities for 

shared value creation. The inside-out and outside-in linkages presented in this section are only 

examples of points of intersection between SkiStar and society. Hence, it is important to 

notice that other concerns exist that may be valuable for SkiStar to consider in their CSR 

engagement. As mentioned before, the model requires continuous monitoring and evaluation 

in order for the company to stay relevant in its cultural context 

 

One of the circumstances in the macro environment that SkiStar and the society in mutually 

effected by is the unsustainable exploitation of the environment. SkiStar has already 

experienced the global warming in changing snow conditions and more remarkable climate 

changes are in all likelihood to be awaited. This is a risk to the business in general and a 

phenomenon that may give rise to significantly higher costs of producing artificial snow. 

Hence, it can be argued that the interest of preserving the environment is a point of 

intersection between SkiStar and society. Furthermore, it can be seen as an inside-out linkage 

as SkiStar through their everyday operations: when driving the scooters, running the lifts and 

producing snow, unfortunately contribute to this unsustainable exploitation of the 

environment. The argument is that by including CSR activities aiming to preserve the 

environment, on the CSR agenda, SkiStar can create value for both the company and society. 
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Another subject under debate that concerns SkiStar is the health of the general public, and 

people’s willingness to spend time and money on physical movement. SkiStar’s growth is 

dependent on people’s, especially children and teenagers, interest in physical movement and 

future prioritisation of sport vacations. Hence, the public health is an external social issue that 

affects SkiStar’s ability to carry out its business, especially in the long run. This outside-in 

linkage between SkiStar and society should encourage SkiStar to make public health a vital 

part of the company’s CSR engagements by promoting an active and healthy way of life.  

 

The demand for sustainable and environmentally friendly products has not yet been 

established to the same level in the tourism industry as in for example the FMCG industry 

(groceries, clothes) and the automotive industry (cars). Based on the development in other 

industries, SkiStar should anticipate an increase in demand for environmentally friendly 

products and services as well as a growing pressure from media and other interest groups. 

Consequently, the social issue of CSR consumption will in the future influence the business 

of SkiStar and constitute an opportunity for shared value creation. In order to be proactive in 

meeting the demand from the growing group of conscious consumers, SkiStar should consider 

integrating the offering of environmentally friendly options on their strategic agenda. 

 

Another matter in the macro environment that intersects with the business of SkiStar is the 

issue of corporate transparency. It can be argued that increased transparency from all 

companies in the industry contributes to the maintenance and health of the competitive 

context. As SkiStar is the dominating operator in the market, with the power to set standards 

and influence other companies, SkiStar should consider adopting processes and routines that 

increases the transparency of the companies business practices and that thereby encourages 

and puts pressure on other companies to do the same. By being proactive and considering 

transparency as an important outside-in point of intersection, SkiStar can create value both for 

the company and society. 

7.3.	  Step	  3:	  Select	  Relevant	  Point	  of	  Intersection	  and	  Outline	  the	  Strategic	  CSR	  

Agenda	  

In this next step, the information generated in the macro- and the microanalyses is used to 

determine the relevant CSR agenda for SkiStar. The agenda will be outlined based on 

SkiStar’s underlying motive for engaging in CSR; to create a business case for CSR, which 

will be supported by business arguments as to how each chosen activity contributes to this 



	   72	  

underlying motive. Hence, SkiStar should identify the particular set of societal issues that the 

company is best equipped to resolve and from which it can gain the greatest competitive 

benefit. The authors would like to argue that based on the above mentioned points of 

intersection, there are two issues which SkiStar should prioritise on their CSR agenda, one of 

responsive nature and another with opportunity of becoming a truly strategic CSR 

engagement.  

 

The preservation of the environment in the Scandinavian mountains 

The preservation of the environment in general, and the Scandinavian mountains in particular, 

is an issue that SkiStar has been more or less engaged in for many years. SkiStar has initiated 

CSR activities that aim to minimise the environmental impacts of their operations such as 

procurement and investment in “green” electricity, usage of environmentally friendly scooters 

and employee education in eco driving of scooters and snow groomers. In order to create 

additional value for the company and the society, the authors suggests that the environmental 

engagement is extended with additional activities. SkiStar could for example build further 

CSR initiatives around environmentally friendly transport solutions and responsible processes 

for the treatment of waste. Many consumers are used to sophisticated waste sorting methods 

and from the survey it is possible to determine that the customers are dissatisfied with the 

company’s waste management and their opportunities for continuing their habits of sorting 

waste from home at SkiStar’s destinations (Appendix C). Moreover, the geographical location 

of SkiStar’s destination advocates travelling long distances by car. The company could 

promote car-sharing programs by building an online-forum where customers can get in 

contact and co-drive to the resorts. Another suggestion is to provide free shuttle busses at the 

resorts, enabling entirely car-free holidays. Furthermore, as SkiStar is currently managing 

some major construction project of new real estate at the resorts, another opportunity to 

engage in CSR could be to create guidelines as to with what method, which materials and at 

what location new properties should be constructed and developed. Conclusively, when it 

comes to finding new activities to engage in, there is no need to reinvent the wheel. The 

company should identify best practices for dealing with each issue, with an eye toward how 

those practices are changing. 

 

The CSR activities related to the preservation of the environment are classified as responsive 

CSR. SkiStar performs the activities fist and foremost to act as a good corporate citizen and 

accommodate to the evolving concern of stakeholders by mitigating existing or anticipated 
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harm on the environment arising from the company’s value chain activities. If performed 

successfully and communicated through the corporate brand these initiatives can create 

goodwill and improve relations with customers, investors, employees and other important 

constituencies. However, it is important to notice that the effect of responsive CSR is 

inherently limited. CSR engagement aiming to preserve the environment will surely give 

SkiStar an edge, but – as for other operational improvements - the advantages are likely to be 

temporary.  

 

The advocacy of an active lifestyle  

The authors would like to argue that the CSR engagement that currently offers the greatest 

opportunities for shared value creation between SkiStar and the society, that SkiStar is best 

equipped to resolve and from which it can gain the greatest competitive advantages concerns 

the advocacy of an active lifestyle. Hence, this should be the strategic CSR activity in which 

SkiStar acts as a pioneer and role model to other companies and the fundamental part of the 

corporate CSR agenda. This issue is already a vital point in SkiStar’s current CSR 

engagement and an existing value in all parts of the company and everyday business. The 

company is carrying out activities specifically serving to promote physical activity such as 

handing out free season SkiPasses to all local habitants in Åre under the age of 15 and 

concept-days of free skiing for children and families in Hammarbybacken, the ski area in 

centre of Stockholm. However, similar to the preservation of the Scandinavian mountains, the 

researchers would like to argue that this engagement can and need to be developed further in 

order to reach its full potential.  

 

The corporate CSR agenda should be developed and strengthened with more activities and 

engagements that promotes the core CSR claim; an active lifestyle among families and 

children. The company could for example cooperate with Scandinavian schools and sport 

clubs, sponsoring and organising trips to SkiStar destinations. Another possible engagement 

that would be beneficial to both SkiStar and the society is arranging sport camps for children. 

SkiStar has great preconditions for hosting such events with accommodation, ski rental and 

ski school in house. The camps could run both during winter and summer time, promoting 

SkiStar’s summer activities to a broader range of customers. Furthermore, SkiStar could 

develop their offerings to business customers by profiling the company conferences as CSR 

initiatives for the visiting corporations advocating physical activity, sports and fresh air to 

their employees. By incorporating the promotion of an active lifestyle as a fundamental value 
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in the core value proposition, and hence, in every activity that the company performs, SkiStar 

can strengthen its corporate reputation as an important contributor to the maintenance of the 

public health. In addition, these activities can serve to stimulate future generations interest in 

skiing and sport vacations, which in the future can generate new customers to SkiStar. 

Conclusively, the authors would like to argue that by building the strategic CSR engagement 

on the advocacy of an active lifestyle SkiStar can use their existing resources and core 

competences to make a real difference to society while simultaneously conferring a 

competitive advantage and a differentiated position on the market. Furthermore, it is argued 

that the selected CSR engagement in advocating an active and healthy lifestyle has the 

potential of becoming truly strategic as it addresses inside-out linkages (core activities in 

SkiStar advocating an active lifestyle) and outside-in linkages (the health and well-being of 

the general public) simultaneously.  

 

Before moving on to the next step of incorporating the CSR engagement into the corporate 

brand SkiStar has to make sure that the CSR activities on the agenda are carried out. Ensuring 

correspondence between action and communication is necessary in order to avoid being 

accused for ‘greenwashing’. 

7.4.	  Step	  4:	  Integrate	  the	  Strategic	  CSR	  Agenda	  in	  the	  Corporate	  Brand	  

Before giving recommendations as to how SkiStar should integrate the CSR agenda in the 

corporate brand it is important to emphasise that the aim is not to create a new brand strategy 

for SkiStar, but to add a CSR dimension to the already existing corporate brand. As the chief 

of marketing and sales, Mathias Lindström, expresses in an interview: the company and the 

brand has in recent years experienced a centralisation process that has resulted in a strong 

corporate brand that serves the purpose of aligning the differentiated destination brands. 

(Appendix B) Hence, it can be argued that the fundamental building blocks needed to 

facilitate an implementation of CSR in the corporate brand are already in place. 

 

In order to genuinely incorporate strategic CSR in the corporate brand ‘The Strategic CSR 

Branding Model’ suggests that the CSR agenda should be integrated in the strategic vision, 

organisational culture and corporate image of SkiStar. In addition, the engagement in the 

three elements has to be aligned. In the research process, the researchers have discovered that 

CSR activities are conducted on all levels in SkiStar. Hence,	  the CSR values and believes, and 

the willingness to act responsible already, to a large extent, exists in the company culture. 
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However, it is possible to determine that these values are not expressed in a common CSR 

vision, and therefore not incorporated and communicated through the corporate brand. This 

furthermore cause misalignment between internal CSR values and the image external 

stakeholders has about SkiStar’s CSR engagement. The argument is supported by the 

researchers observation that few of the customers associate the brand SkiStar with social and 

environmental friendliness. (Appendix C, Q9) The following discussion is a suggestion of 

how SkiStar can build a corporate brand identity that reflects their CSR agenda. In essence, 

the core CSR claim generated from the previous steps (the advocacy of an active lifestyle) 

should be reflected in everything the company say and do and the goal is to make it the most 

dominant association related to the SkiStar brand in the public.  

 

Integrating strategic CSR in SkiStar’s corporate vision 

SkiStar’s current vision is ‘to create memorable winter experiences as the leading operator of 

European alpine destinations’. The task here is to integrate the strategic CSR agenda in the 

corporate vision, without compromising the existing core values. To make sure that the vision 

is shared throughout the organisation it should be developed in dialogue with representatives 

from all parts of the firm. Workshops, meetings and online discussion boards are good forums 

for generating ideas to the new corporate vision. In order for the corporate vision to be 

coherent with the CSR agenda, it is suggested that phrases referring to physical activity is 

incorporated in the vision statement. An example of a revised vision formulation that is 

aligned with the core CSR claim is: ‘to create active and memorable winter experiences as 

the leading operator of European alpine destinations’. In addition, the researchers would like 

to suggest including a slogan that contributes in communicating the strategic vision by 

highlighting the promotion of an active lifestyle. An illustrative example of a successful and 

concise tagline is the leading Nordic sports retailer Stadium’s ‘Join the Movement’ (Stadium, 

2011). A similar formulation for SkiStar could be ‘SkiStar - The active winter experience’. 

Incorporating a slogan in the brand gives the company additional opportunity to communicate 

the brand identity and to diffuse its core value proposition to the public. It should be noticed 

however that committing to a slogan must be a long-term decision, as it should follow the 

brand everywhere and always.  

 

After formulated, the vision then has to be communicated to all stakeholders in a way that 

makes it meaningful to them. Currently, SkiStar is focusing on communicating CSR internally 

to the employees, by providing guidelines of how to take care of the environment and their 
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personal health. In a similar manner SkiStar should communicate the CSR vision to all 

external stakeholder groups, in a way that it becomes valuable to them. For example SkiStar 

should make sure that the CSR vision is incorporated in consumers experiences at the 

destinations, and that the CSR vision steeps though the annual report and thereby is 

understood by the shareholders. Hence, it can be argued that incorporating CSR into the 

corporate vision and ensure that it is given meaning to all stakeholder groups is fundamental 

when making CSR an integrated element in the corporate brand. 

 

Integrating strategic CSR in SkiStar’s corporate image 

In order to incorporate the CSR agenda in the corporate image all image-building activities 

has to emphasise SkiStar’s CSR profile. A key component of SkiStar’s current image building 

is sponsorships of sport events, tournaments and television shows. These activities offer an 

opportunity for SkiStar to communicate their vision and thereby build their new CSR image. 

For example, SkiStar’s sponsorship of the famous tennis tournament Swedish Open in Båstad 

offers a good opportunity for strengthening the image in relation to the CSR agenda. By 

framing the sponsorship as a part of SkiStar’s advocacy for more physical activity the 

strategic benefits are enhanced and the image of a responsible company is strengthened. 

Another fairly novel image building initiative is selling profile clothing, sports clothes 

developed and branded by SkiStar. Apart from making the brand more visible to a wider 

group of recipients, the clothing could contribute in building the company’s CSR image if the 

collection was to be given CSR attributes. In order to support the issue of preserving the 

environment on the corporate CSR agenda, the clothes should be made of environmentally 

friendly materials that are died with organic colours and produced locally. Furthermore, the 

SkiStar concept clothing line should be marketed as clothes that fit an active lifestyle and a 

life full of movement and sports.  

 

The image in this sense is the perception the external stakeholders hold of the company and 

its CSR engagements. Image is a subjective construction built in the minds of stakeholders 

and cannot be entirely controlled by the company. What the company can do to influence the 

common perception of the organisations CSR work however is to communicate their 

participation and contribution in the CSR debate through various image constructing 

functions. It is therefore of crucial importance that all image building activities and functions 

are managed in accordance with the new CSR vision in order to contribute in building the 
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new CSR image and create alignment between the different components (vision, image, 

culture) in the corporate brand.  

 

Integrating strategic CSR in SkiStar’s corporate culture 

As mentioned above, acting responsibly in business operations is already an existing value in 

the company culture in SkiStar and CSR initiatives are being carried out at many different 

levels in the company. Culture is not easy to change or manage but in this case, no substantial 

change process is necessary. What SkiStar can do in order to strengthen the way employees 

feel about the company in terms of CSR is to coordinate and unite the different subcultures in 

the commonly shared CSR values. The management team and destination managers should 

speak up to advocate and promote CSR in the company to make corporate responsibility a 

deeper rooted core value shared by the subcultures at all destinations. A SkiStar employee 

should act as an ambassador of the corporate CSR agenda and actively promote the core CSR 

claim, advocating skiing as a physical activity for the whole family that contributes to an 

active lifestyle and a healthy life.  

 

The argument throughout this fourth step of integration is that the core message of the CSR 

agenda will become the common denominator that creates alignment between vision, image 

and culture and builds a strong and coherent corporate brand identity internally as well as 

externally.   

7.5.	  Step	  5:	  Install	  Flexibility	  into	  The	  Strategic	  CSR	  Brand	  

When incorporating CSR in the corporate brand, SkiStar has to make sure to install flexibility 

and an ability to develop the CSR engagement in relation to changes in the dynamic cultural 

environment. The CSR vision plays an important role in providing a common direction for all 

stakeholders. However, it should be formulated so that it allows different groups to reach it in 

different ways. This is especially important for SkiStar internally as the company consists of 

six destinations, i.e. six subcultures. Hence, it is crucial that the management team succeeds to 

make the vision meaningful to each destination, and that that the destination managers are 

allowed to adapt different approaches and activities to reach the vision. The CSR vision 

should also serve the purpose of expressing SkiStar’s ability to interact and respond to its 

environment, by reflecting the company’s enactment of the selected points of intersection. 

Finally, in order to ensure that the CSR engagement and the CSR vision corresponds to the 

current debate within the cultural context, SkiStar should develop an ability to pick up and 
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absorb feedback on all company levels. This step is of great importance in relation to 

SkiStar’s ambition to become ‘an up-to-date company in its current time’. Since the cultural 

context is under constant change the work to be up-to-date is a never-ending process and 

SkiStar must commit time and resources to make sure that there is a good fit between the 

corporate brand identity and the macro environment.  

 

The process perspective of this model cannot be emphasised enough, building strategic CSR 

branding is not a project with a beginning and an end; it is a process of constant renewal by 

being an active citizen in a complex society. Even tough this model takes a managerial 

perspective, it is of crucial importance that the employees play an active part and feel a sense 

of ownership of the process. One way of engaging the employees in the strategic CSR 

branding process is by selecting CSR ambassadors to manage and represent the corporate 

social agenda locally at destination level. Evaluation, measurements and follow-up can be 

managed through a performance measurement tool. SkiStar has implemented a tool for 

measuring how the customers experience their services in relation to previous expectations 

called ‘The Scoreboard’. The suggestion here is that this existing scoreboard is extended to 

evaluate the local CSR efforts and the impression of the strategic CSR branding generally. 

This will provide SkiStar with useful information about how their message come across to the 

customers and if the corporate brand identity needs change.   

7.6	  Potential	  Risks	  

The process of moving from not communicating CSR-work to profiling the brand as a 

strategic CSR brand puts both the company SkiStar and the brand under some significant risk. 

As the chief of marketing and sales, Mathias Lindström, expresses in an interview: the 

company is ready to start this process and they have agreed to that it is better to speak up and 

stand prepared to defend what is being said, rather than to remain silent. Media will, without 

doubt, notice SkiStar’s new CSR profile and eventually, the company’s activities will be put 

under investigation. In order to avoid misunderstandings and trust-scandals, SkiStar should 

make an effort to educate and inform all employees that stand a chance of being contacted by 

media of how to describe the company’s CSR profile without putting the company reputation 

at risk.  

 

Another possible risk to consider stem from the fact that communication and image building 

is often a more fast-moving process than establishing action. If SkiStar chooses to expand and 
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develop their CSR engagement and thereby also their corporate brand identity they have to 

ensure that what is supposed to be communicated also has been established in action.  

 

A final, and perhaps the most obvious risk to consider in terms of CSR and ‘greenwashing’ is 

forgetting to prioritise CSR when other issues are perceived as more pressing. If SkiStar shall 

obtain strategic benefits and competitive advantage from their CSR work the process outlined 

in ‘The Strategic CSR Branding Model’ must be managed according to a long-term 

perspective. Becoming a brand with a strategic CSR profile is not a ‘quick-fix’, the company 

has to make sure that the work is being carried out at all levels at all times and never 

forgotten. 

	   	  



	   80	  

8.	  Conclusion	  	  
Corporate social responsibility (CSR) has over the past years gained increased awareness in 

the society, interesting stakeholders and accordingly attained prominence on the corporate 

agenda. A challenge for companies is to build a business case for CSR, defending the new 

investments with positive payback to the company. Even though the understanding of 

companies’ role in a bigger whole is fundamental for the long-term survival of companies and 

the competitive environment in general, many companies today still view CSR as an isolated 

costly activity, de-coupled from core business. The perception of CSR in the business world 

has transformed from the past view of CSR as a costly philanthropy to satisfy a few minor 

stakeholder groups such as NGO’s and activists carried out by a small selection of companies. 

Towards the current view of CSR as a potentially beneficial add-on to business operations, 

de-coupled from core strategies to live up to the requirements and expectations of companies 

by the government, NGO’s and a growing group of customers. The likely future view of 

corporate responsibility is seeing CSR as integrated in the core value proposition, the 

corporate brand and a vital part of the competitive advantage, creating strategic benefits and 

shared value to the company and all of its stakeholders. 

 

The fundamental basis of this master thesis is to investigate the challenging undertaking of 

strategically managing and communicating CSR to build a competitive advantage. A 

challenge that was outlined to the authors by the case company SkiStar, Scandinavia’s leading 

operator of alpine ski destinations. The main objective of the thesis is to develop a framework 

of how corporations in general, and the case company in particular, can build a strategic CSR 

agenda and integrate it in the corporate brand. This objective is sought attained by 

investigating the following research question: How can SkiStar work strategically with 

CSR and communicate it through the corporate brand in order to maintain and 

strengthen their competitive position on the market? 

 

Strategic CSR is build on the fundamental understanding that there is a mutual dependence 

between business and society that, if managed and leveraged upon right, can create shared 

value and benefits to both entities. Hence, the business case for strategic CSR is motivated by 

a ‘win-win’ argument promoting CSR as beneficial to both company and society. Strategic 

CSR is desirable to companies as it articulates the link between strategy and society, 

competitive advantage and CSR. A fundamental argument in this thesis is that building and 
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acting a strategic CSR agenda is not enough if the goal is to turn CSR engagement into a 

competitive advantage. It is equally important to communicate CSR to stakeholders and 

society in order to create synergies and joint value creation between the organisation and its 

surroundings. In order to grasp the full potential and attain a competitive advantage from the 

strategic CSR engagement, the CSR agenda needs to be communicated to external 

stakeholders and society through the corporate brand.  

 

Sub question 1: Which approaches to brand management can be instrumental when 

integrating strategic CSR as a part of the corporate brand? 

- When combining the concept of Strategic CSR (promoting a strategic perspective on CSR 

emphasising shared value between company and society) with the identity approach to brand 

management (focusing on building a strong corporate identity by aligning corporate vision, 

image and culture) and the cultural approach to brand management (perceiving the brand as 

a flexible and proactive entity in the cultural context), the tools needed to strategically 

integrate CSR in the corporate brand become apparent.  

 

The cultural approach to brand management corresponds well with strategic CSR regarding 

company and society as units operating in dependency. As argued above, CSR is a cultural 

issue that is under debate in almost all company contexts. In order to be a proactive citizen in 

the debate companies need to reflect an enactment of selected points of intersection on the 

corporate agenda. However, in order to be able to communicate a true commitment to the 

CSR agenda the CSR engagement has to be carefully incorporated in all elements of the 

corporate brand: i.e. in the strategic vision, organisational culture and corporate image. 

Hence, the identity approach to brand management offers tools as to how the strategic CSR 

agenda can be integrated into the brand identity, and thereby involve the whole organisation 

and all surrounding stakeholders in the ‘CSR Branding’. Consequently, ‘Strategic CSR 

Branding’ address the need to reflect and proactively enact the CSR debate in the cultural 

context while simultaneously putting focus on the need to incorporate strategic CSR in every 

component of the corporate brand identity. 

 

Sub question 2: How can the selected perspectives to brand management be 

consolidated with the notion of strategic CSR, in an analytic framework for business? 

- ‘The Strategic CSR Branding Model’ (1) provides a method for companies to identify and 

select the points of intersection on which the strategic CSR agenda should be built, (2) 
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advises on how companies can integrate CSR in the corporate brand identity so that the 

brand reflects and communicated the companies CSR engagement and (3) provide guidelines 

as to how the corporate brand can maintain its alignment with the current debate in cultural 

CSR context in which it resides. 

  

In response to the key findings from the theoretical analysis and to the challenge of the case 

‘The Strategic CSR Branding Model’ is presented. This model is a managerial toolkit of how 

strategic CSR can be built and integrated in the corporate brand. The process of working 

strategically with CSR and becoming a ‘Strategic CSR Brand’ is outlined in five steps:  

 

1. Conduct a macro analysis: Create an understanding of the macro environment and cultural 

context in which the company resides through in-depth investigations of the current cultural 

tendencies and issues under debate.  

2. Map out the points of intersection though a micro analysis: Shift perspective from macro to 

micro and analyse the CSR context more in depth. Identify the interdependence between 

company and society and map out the opportunities for shared value creation, i.e. the points of 

intersection.  

3. Select relevant points of intersection and outline the strategic CSR agenda: Select the 

particular set of societal issues that the company is best equipped to help resolve and from 

which it can gain the greatest competitive benefit. Outline the corporate social agenda based 

on the selected points of intersection by reviewing what is currently being done, eliminate 

what is no longer relevant, and add activities that are expected to become of importance in the 

future. The strategic CSR agenda may contain both responsive and strategic CSR 

engagements. Make sure that the activities on the agenda are carried out. When building the 

CSR agenda with basis in the points of intersection the company ensures that what the brand 

will communicate is backed up by substantial and meaningful action.  

4. Integrate the strategic CSR agenda in the corporate brand: Integrate the CSR engagement 

into the value proposition of the company and in all elements of the corporate brand, 

corporate brand identity, and make sure that it is understood and given meaning to all 

company stakeholders. 

5. Install flexibility into ‘The Strategic CSR Brand: Create an understanding among internal 

and external stakeholders of the brand as a living and developing entity. Building strategic 

CSR branding is a process of constant renewal, evaluations, measurements and follow-ups in 
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order to optimise the CSR engagement and to ensure the relevance of the CSR engagement in 

relation to the current debate within its cultural context. 

 

Sub question 3: How can ‘The Strategic CSR Branding Model’ be used in SkiStar? 

- By adopting the ‘The Strategic CSR Branding Model’ SkiStar can build a strategic CSR 

agenda based on relevant points of intersection and communicate it to the stakeholders and 

society by incorporating the CSR engagement into all elements of the corporate brand. The 

process will transform the SkiStar brand into a ‘Strategic CSR Brand’, strengthen their 

competitive position and give them a sustainable competitive advantage.  

 

When applied to the case company SkiStar, ‘The Strategic CSR Branding Model’ illustrates a 

suggestion of how the company can transform their CSR engagements into a competitive 

advantage. After identifying a broad group of issues that intersect with SkiStar’s business 

both from an inside-out and from an outside-in perspective, it is recommended that SkiStar 

build their CSR agenda on two selected points of intersection: The preservation of the 

environment in the Scandinavian mountains as a responsive CSR engagement and the 

promotion of physical activity and an active lifestyle as a more strategic CSR commitment.  

Furthermore, a new corporate vision that reflects the CSR agenda is proposed: ‘creating 

active and memorable winter experiences as the leading operator of European alpine 

destinations’. This new vision formulation should be the basis for all corporate 

communication to stakeholders and society; it should be infused in all communication and 

image-building activities, both internally as well as externally. To strengthen the CSR identity 

of the SkiStar brand, management should further promote the core CSR claim of supporting 

physical movement and an active lifestyle through skiing in the internal corporate culture, 

making CSR a central value around which the employees are united. 

 

To sum up, it can be concluded that ‘The Strategic CSR Branding Model’ with its underlying 

reasoning’s and integrated parts constitutes an adequate answer to the research question. It 

addresses the identified gap of how Porter and Kramer’s theory about strategic CSR (2006) 

can be integrated with selected theoretical approaches to brand management. By adapting a 

‘Strategic CSR Branding Strategy’ SkiStar can build focused, proactive, and strategic CSR 

engagements that when integrated in the corporate brand strategy can strengthen the core 

value proposition and generate sustainable competitive advantages for the company. Apart 

from producing insights to the case the model is useful to other companies that wish to work 
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strategically with CSR in order to maintain and strengthen their competitive position on the 

market.  

 

As businesses today are driven by a complex system of interest groups and much of the power 

has shifted from internal to external stakeholders managers must never underestimate the 

influence of contextual factors but instead view business and society as integrated entities. 

‘The Strategic CSR Branding Model’ serves as a tool for companies to take into account the 

interests of society by making them their own prioritisations. By adhering to the model put 

forward in this thesis and becoming a ‘Strategic CSR Brand’, SkiStar and other companies are 

well-equipped to build competitive advantages that ensure their long term success while 

simultaneously contributing to sustainable development. In other words, ‘doing well while 

doing good’ is not an unattainable mission; it is the reality and precondition for successful 

business in the 21st century.  

 

	   	  



	   85	  

9.	  Future	  Research	  
During the process of writing this thesis, some ideas to other perspectives of research have 

surfaced. In this last chapter, the researchers suggest different topics for future research within 

the field of strategic CSR and brand management.  

 

Since this thesis is based on a single case company, one suggestion for future research is to 

conduct a multiple case study, where the relevance and usefulness of the ’Strategic CSR 

Branding Model’ are tested in companies within different contexts, but with the common aim 

of developing a strategic CSR engagement. Furthermore, it would be relevant to investigate 

weather various contextual factors such as industry conditions, company resources and 

government regulations effects companies’ ability to work strategically with CSR.  

 

In this thesis it is assumed that strategically integrated CSR strengthens the position of the 

company and enhance the value of the corporate brand, in good as well as in bad times such 

as worldwide financial crisis. However, most approaches to CSR agree on the fact that profit 

is the basic prerequisite for doing business in socially responsible ways, let alone doing 

business at all. Hence, it would be interesting to gather empirical evidence on what 

implications a financial crisis has for strategic CSR branding in reality; if decreased profit 

during financial crises affects the CSR engagement, how will it affect the reputation and value 

of the corporate CSR brand? 

 

When CSR engagements moves from being decoupled from core business practices towards 

being an integrated element in the overall business strategy, demand is put on managers 

knowledge and understanding of sustainable business and CSR. Hence, another research 

perspective that could be further investigated is what implications the integration of CSR in 

companies’ core business practises and in corporate brands has for future managers and their 

leadership in modern companies. The researchers have noticed a sustainability trend in higher 

education (MBA-programs and masters). The question is weather this implies that the next 

generation of managers in general needs to develop their competences within CSR in order to 

be able to successfully guide companies into the future? 

 

Throughout the thesis it is argued that CSR engagements integrated in the corporate brand 

strategy can strengthen the core value proposition and generate sustainable competitive 
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advantages. However, if CSR becomes an essential part in corporate strategy and a 

prerequisite for company survival one can question weather it in the future will be possible to 

gain a competitive advantage from strategic CSR branding. Hence, it would be interesting to 

investigate further the future potential of strategic CSR branding as a source of competitive 

advantage. 
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Appendix	  A:	  Interview	  with	  Niclas	  Sjögren	  Berg	  
Respondent: Niclas Sjögren Berg 

Title: Destination Manager Åre & Member of Management Team 

Location: Telephone interview 

Date: 2011-04-04 

	  

Interview	  guide	  

Dear Niclas, 

Below you find a selection of questions that will serve as the starting point for our 

conversation next week. If you wish, the interview will be informal and confidential. Please 

take some time to reflect over the topics.  

 

Looking forward to meet you, 

Best Regards 

Andrea Engstrand & Elsa Berg 

 

Corporate Social Responsibility 

• How does SkiStar work with CSR today? Is it an essential part of operation? Are there 

any future plans of how to continue the work? 

• Why is SkiStar’s current CSR engagement not sufficient? Why do you want to 

improve your work?  

• Why is CSR important to the company? 

• What are the goals with your CSR work? 

• Who are the most important receivers of your CSR work? 

• What is your perception of CSR in the tourism industry?  

• What is your perception of your closest competitors CSR work? What companies are 

in the forefront in terms of CSR?  

• How do you communicate your CSR work today? (External/Internal?) 

 

Brand Management 

• What is the meaning of the SkiStar brand to you and to the organisation? 
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• What is the main function of the SkiStar brand? (Ex. Symbolises the distribution 

channel, guarantee of quality.) 

• What is the SkiStar brand made of? What does it reflect? 

• According to you? What are the core values in the SkiStar brand? 

• Who manages the development of the brand? 

• What is the mission and vision of the SkiStar brand? 

• How would you describe the company culture? 

• To what extent to you think that the stakeholders’ perception of the company 

corresponds with the internal brand vision? 

Minutes	  from	  interview	  

How does SkiStar work with CSR today? Is it an essential part of operation? Are there any 

future plans of how to continue the work? 

We do work with CSR to some extent today, but significantly more on destination level 

compared to central level. The operations of SkiStar in Åre affects a great number of people, 

hence, openness and transparency are important for our reputation locally. Therefore, my 

organisation here at the destination work substantively in building a positive image of the 

company and what we do among local habitants. One of the things we do locally is to provide 

free season SkiPasses to all children under 15 years old that live in Åre all year around. The 

most important goal with this work is to promote the next generation of skiers, to bring the 

tradition of skiing further along. Unfortunately, I have the impression that the public are not 

aware of all the CSR actions SkiStar manages in Åre and at our other destinations. 

Furthermore, it is very important for us to act as a good example and be a role model to other 

business and firms in the area.  

 

What are the goals with your CSR work? 

The goal with our CSR work is very unclear at the moment; we have not been putting effort in 

formulating the vision for our CSR work. We do a lot in terms of CSR but we are poor in 

communicating it and even worse at the follow up work. The overall goal with our operations 

however is to become one among Europe’s most popular tourist destinations and within that 

goal are guidelines concerning responsibility for the environment. We also have a code of 

conduct with CSR guidelines, but it has not been communicated enough neither internally, 

nor externally. Generally, coordination and alignment are missing in our CSR work.  
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Why is SkiStar’s current CSR engagement not sufficient? Why do you want to improve your 

work?  

I do not think that the guests at our destinations notice any of our CSR engagements but I see 

a great opportunity to communicate it more clearly. We want to show the customers that we 

are not only generous to shareholders but also to the community and the environment. The 

main reason as to why our current CSR work is not enough is due to the fact that we do not 

communicate it. I have no problem in giving answers to journalists when they ask questions 

about our CSR commitments. We have a sense of pride of what we do in terms of CSR 

internally; we just need to dare to be proud externally as well.  

 

Who are the most important receivers of your CSR work? 

I would say that many groups should be targeted with communication about our CSR; 

customers and employees are perhaps the most important ones but shareholders and media are 

crucial receivers as well. Internally, CSR creates a sense of pride and it has a positive effect 

on the employees. Externally, CSR is an important source of competitive advantage; I expect 

that it will become an increasingly important parameter for customers in their purchase 

decisions. Similar to the ‘Big-Mac Index’, environmental effect of a holiday will be a 

parameter when evaluating options. 

 

What is your perception of your closest competitors CSR work? What companies are in the 

forefront in terms of CSR?  

I cannot think of any particular best-practice example, but I have noticed an increased interest 

for CSR in the industry in general. I think that the companies that manage to successfully 

engage in CSR at this early stage will build a competitive advantage by being a first mover.  

 

Can you define the industry SkiStar operates in? 

We consider ourselves as a part of the experience industry. Our main competitors are all other 

ski-resorts but also companies that offer other product and services that customers consider 

buying when they have extra money left. 

 

What is the meaning of the SkiStar brand to you and to the organisation? What is the main 

function of the SkiStar brand? (Ex. Symbolises the distribution channel, guarantee of quality.) 

SkiStar is the distributor of the products and services, while the purchased product and service 

is delivered at the destination by the destination brand. SkiStar is the corporate brand and the 
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destinations are the product brands. The SkiStar brand is a certificate and a guarantee of 

quality; it stands for affordable prices and good quality. The SkiStar brand is also the symbol 

of market leadership, a role that comes with great responsibilities. The employees identify 

themselves more with the destination brands than with the SkiStar brand. But the uniting role 

of the corporate brand has been strengthened recently as we have executed a centralisation 

process of gathering the destination brands under a common corporate brand.  

 

How would you describe the company culture? 

The strongest sub-cultures can be found at destination level. But the whole corporation is 

united in a commonly shared service-minded culture. I think that a new CSR strategy could 

unite the various sub-cultures at the destinations more.  

 

Lastly, why has CSR not been prioritised before? Is there a will to develop the CSR work 

among the employees?  

To begin with, the employees are frustrated that we do not communicate our CSR 

commitments more, so yes, there is defiantly motivation to follow through with this initiative. 

And secondly, no one has had the ownership of this issue in the company; hence, no one has 

encouraged initiatives enough. SkiStar wants to be perceived as a more human and friendly 

company, caring about a broader range of issues than making profit to satisfy shareholders.  
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Appendix	  B:	  Interview	  with	  Mathias	  Lindström	  
Respondent: Mathias Lindström 

Title: Marketing and Sales Manager 

Location: SkiStar HQ in Stockholm, Regeringsgatan  

Date: 2011-04-12 

	  

Interview	  guide	  

Dear Mathias, 

Below you find a selection of questions that will serve as the starting point for our 

conversation next week. If you wish, the interview will be informal and confidential. Please 

take some time to reflect over the topics.  

 

Looking forward to meet you, 

Best Regards 

Andrea Engstrand & Elsa Berg 

 

Brand Management 

• What is the meaning of the SkiStar brand to you and to the organisation? 

• What is the main function of the SkiStar brand? (Ex. Symbolises the distribution 

channel, guarantee of quality.) 

• What is the SkiStar brand made of? What does it reflect? 

• According to you? What are the core values in the SkiStar brand? 

• Who manages the development of the brand? 

• Describe the organisation’s brand strategy? 

• How are the corporate brand and the various product brands structured? How do they 

relate to each other? 

• Does the brand reflect the company culture, the corporate vision and image? 

• Judging from the current situation, do the brand have a uniting function within the 

organisation? Is the employees aligned around the SkiStar brand? 

 

Corporate Social Responsibility 

• Why is CSR important to the company? 
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• How come the company wants to improve its CSR work? Why is it not enough as it 

is? 

• How come no improvements have been made before? 

• Who is the most important receiver of SkiStar’s CSR work? 

Minutes	  from	  the	  interview	  

How are the corporate brand and the various product brands structured? How do they relate 

to each other? 

Three years ago we took a strategic decision to make SkiStar a consumer brand. Mainly for 

two reasons: SkiStar.com had grown very strong as a distribution channel and the brand 

SkiStar got a customer relationship in a new way. Historically, the customer used the phone 

and called to the destination Åre to book their holiday. In the next step we developed a central 

call centre, which later was developed into SkiStar.com which today accounts for 75% of 

sales. The second reason was that historically the destinations have been like small businesses 

themselves, which sometimes has resulted in a negative internal competition. It was thereby 

difficult to develop synergies between the destinations. We decided that an umbrella in the 

form of brand SkiStar and centralization would help us deal with the question: How can we as 

one of the few alpine operators in the world manage to have several differentiated products 

under the brand SkiStar? 

 

What was the driving force behind the change? 

It was a customer-driven process: customers moved to the online channel and the corporate 

brand SkiStar and not to each destination as before. When large volumes begin to move you 

have to follow. The second reason was that we wanted to streamline the company, both in 

terms of costs and revenues. 

 

How do you deal with the destinations in this change? 

It was a gradual process. At the destinations there are strong cultures, hence changes are not 

something you implement overnight. 

 

What purpose does the SkiStar brand serve?  

The SkiStar brand unites the destination brands. However, SkiStar is a listed on the Swedish 

stock market and hence the company is driven by growth: sometimes we need take individual 

decisions that are not beneficial to all destinations, but that generates growth, increased 
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volume, profitability or lower costs for the whole company together. We need to think 

holistically. The destination managers agree that this is the right brand strategy for SkiStar. 

 

What are the core values of the SkiStar brand? 

Security, loyalty and quality: important but not very exciting factors. The destinations are "the 

good guys". Emotional values are important in the choice of holiday, i.e. the destinations 

should be the ”funny” brands while SkiStar is safe, reliable and stable brand. 

 

Is it a problem that each destination has its own culture when it comes to work of change? 

Both a problem and a strength. The strength lies in that we can offer various cultures for 

customers with different preferences. Guests who travel to Åre and Sälen often differ. The 

product differentiation allows us to offer much more to a larger mass. However, when it 

comes to the process of change the different cultures are definitely a challenge. But in most 

cases, the corporate brand culture, with its inherent willingness to change, makes the 

employees adapt a holistic perspective of the organisation, which enables quick 

implementation of changes throughout the whole organisation. 

 

How do you work strategically with the brand? 

Today, we are striving to make the destinations purely operational, they has to ensure that 

everything works from the day the customers arrive at the destination until the day they leave, 

i.e. the products should be good in the slopes, the accommodation and the service should be 

perfect. Simultaneously, we have expanded the staff team at the central level. Before, almost 

all marketing activities were carried out at destination level but today 75% are carried out at a 

central level. Currently, it is only the marketing to neighbouring markets that lies at a 

destination level. Nothing is black or white; one must not always go all in for a change. There 

must be a gain in order for a change to be carried out. 

 

What is significant in the brand strategy, do you have a red line in all your communication? 

The line of argument is connected to sales and distribution. All marketing should guide 

customers to skistar.com. This means that guests at SkiStar.com, today about 12 million, 

should book a trip, but it does not matter what destination the customer chooses (Lindström 

walks up to the whiteboard and draws a figure that shows how customers are gather on the 

website and then spread out on different destinations). 
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At what level (where in the figure) does CSR come into play? Should CSR be a part of the 

offer that attracts the customer to the website or will it be more relevant at the destination 

level, or both? 

I would like it to be there at both levels. When it comes to CSR, we can most certainly find 

values that reflect SkiStar as a listed company, which is very important, while at the 

destination level, we have a completely different uniqueness. When it comes to CSR at the 

destination level, you have to be more unique and differentiated. It is important that we do not 

only set up a couple of CSR activities that we then go out and talk about, I would like CSR to 

become a part of making the brand SkiStar to an “up-to-date” brand. A brand that is current 

and commercially driven. An open company for the future where the customer and market 

have insight into the company and how we work. At the destinations one can be more focused 

on what is actively done. For example that Åre is switching over to electric scooters, waste 

management and other projects. 

 

We do very much at the destination level, but are very bad at communicating it. No one 

expects a company to do everything at once. What the market expects is that companies take 

issues seriously and are working actively to improve themselves. That is what we want to 

communicate. 

 

Are you comfortable with that the brand SkiStar is in the forefront of this communication? 

Absolutely! For that is what is fronted towards the market. I would for example like to see us 

communicate much clearer in the annual report what we do when it comes to CSR. This is 

particularly important because we are a company that operates 100% in the outdoors (nature). 

People travel from cities to the countryside when they travel with us. It should not be a facade 

that you knock holes in, instead it is better to have some core values that you can 

communicate and that you truly stand for. 

 

Why has little happened in terms of the development of your CSR engagement, especially 

when it comes to communication?  

For many reasons: We are a company operating in nature, we are energy intensive and 

therefore there has been a concern for going out and telling, because we then risk being 

accused of using too much energy. But I do not think one should be afraid of it but rather go 

out and tell what we actually do to decrease the amount of energy used. We must groom our 

slopes and use our snowmobiles, etc. That we cannot get away from. So one reason lies in the 
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fear that if we implement this it might not be something that permeates the company and then 

they might accuse us when we go out and communicate this instead of reacting positively. 

Another reason is that today there are still many who do not know what CSR is, especially in 

the older generations. Even internally, many do not know what CSR is. 

 

Do you think there is a willingness to engage in CSR, internally? 

Absolutely! The thinking is there on several points. Much of what is done can be traced back 

to the CSR only that one doesn’t use the term CSR. To think about the nature is the backbone 

of the organisation. Guests should experience this when they are on holiday. 

 

Transparency often leads to more scrutiny. Are you ready for it? 

Yes, my understanding is that you always get checked. It's much better to go out and say what 

you are doing and then they may examine, and we'll tell them we're working on it and doing 

the best we can. 

 

Which do you consider to be the main target groups for your upcoming CSR work? 

There are many interfaces that are important in different ways. The staff is obviously very 

important. There is a vocational pride and if this fails to get into the corporate culture this will 

be a marketing campaign: "Let's go out and communicate CSR." In order to make an impact, 

it must start from within, be in the staff's backbone. Then, the guests are a very important 

target group. I want guests to choose SkiStar for several reasons, but mainly because we are a 

friendly company that has good intentions. But it is not possible to pretend not to be 

something you are, commercial, it is possible to be both. The financial market is another 

important target group. If there are evaluations that have major implications they are usually 

reflected there. In either case, I absolutely think that it must start from within the company. 

 

Do you have short decision lines in SkiStar, i.e. if we could come up with a CSR strategy that 

could be pushed into your core values, would it be possible? 

Yes, the decision lines are very short. Operationally it is a very entrepreneurial firm. 

Especially when it comes to CSR, there is absolutely a will to change. 

  

Is there something we should look out for? 

It is probably that we have elements in our business that one would like to be more 

environmentally friendly than they are. We use large amounts of gasoline and electricity. I 
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wish that we had come further, but the process of change takes time. So it is a sensitive issue. 

The important thing is that we have a work of change and a strategy on how this should go 

forward. We want to show that we are active in all areas. 

 

Can you say that SkiStar as a brand is controlled from here, centrally? 

Yes, SkiStar as a listed company is controlled from here. And SkiStar.com is a centrally 

controlled entity, with a central budget. 

 

It feels then like you have a good corporate structure to implement changes? 

Absolutely, when we take a decision this is very quickly channelled through the destination to 

the customer. 

 

So you do not feel that the distance that used to exist between the destination level and central 

level is there nowadays? 

Well, yes it is still there today. Sometimes, as I said before, things are not always 

implemented at the destination level because it is not economically viable for the company at 

large, and at the same time there are things implemented, that not all destinations are positive 

about, because it is important to our customers or the market. 

 

Have you experienced any resistance campaign against your brand, internally or externally? 

Externally, of course. A company that has 53% of the market, and the second largest company 

has a couple of percentages, is seen as the big giant. No matter what industry you are: If you 

are big you will automatically also a bit bad. Companies, which are earning good money, are 

often seen as a bit bad. There is a lot of money invested in the business. The big challenge is 

to succeed being a small scale, friendly company while you are by far the largest. You want to 

be there for each individual while you have many individuals who come to you. Internally, we 

of course have discussions where we disagree. But if you always agree, you get no dynamics. 

But on the whole we are very stable, things work as it should. But I want to emphasise that 

the dynamics are very important. We should not talk so much in terms of central and local. 

It’s the factual questions that should be discussed. It does not matter where the initiative 

comes from. It is irrelevant if one is to create a good corporate culture. 

 

What is your corporate culture? 
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It is based very much on our long history of qualitative ski holidays and experiences offered 

to the guests. It is our key competence. We think customer-service at every stage. It is our 

culture. 
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Appendix	  C:	  Survey	  

	  

Q1.	  	  Kön?	  

#	   Answer	   	  	  
	  

Response	   %	  

1	   Man	   	   	  
	  

69	   55%	  

2	   Kvinna	   	   	  
	  

56	   45%	  

	   Total	   	   125	   100%	  

	  

Q2.	  	  Hur	  gammal	  är	  du?	  

#	   Answer	   	  	  
	  

Response	   %	  

1	   Under	  18	  år	   	  	  
	  

1	   1%	  

2	   18-‐25	  år	   	   	  
	  

4	   3%	  

3	   26-‐35	  år	   	   	  
	  

11	   9%	  

4	   36-‐50	  år	   	   	  
	  

81	   65%	  

5	   51-‐65	  år	   	   	  
	  

26	   21%	  

6	   Över	  65	  år	   	  	  
	  

2	   2%	  

	   Total	   	   125	   100%	  

	  

Q3.	  	  Vilken	  är	  för	  närvarande	  din	  huvudsakliga	  sysselsättning?	  

#	   Answer	   	  	  
	  

Response	   %	  

1	   Student	   	   	  
	  

3	   2%	  

2	   Pensionär	   	  	  
	  

2	   2%	  

3	   Arbetar	   	   	  
	  

119	   95%	  

4	   Annat	   	  	  
	  

1	   1%	  

	   Total	   	   125	   100%	  

	  



	   102	  

Q4.	  	  Ungefär	  hur	  stor	  är	  din	  årliga	  inkomst	  (innan	  skatt)?	  

#	   Answer	   	  	  
	  

Response	   %	  

1	  

Mindre	  än	  

150.000	  

kronor	  

	   	  
	  

3	   2%	  

2	  

150.000	  -‐	  

350.000	  

kronor	  

	   	  
	  

46	   37%	  

3	  

350.000	  -‐	  

550.000	  

kronor	  

	   	  
	  

49	   39%	  

4	  

550.000	  -‐	  

750.000	  

kronor	  

	   	  
	  

14	   11%	  

5	  

Mer	  än	  

750.000	  

kronor	  

	   	  
	  

13	   10%	  

	   Total	   	   125	   100%	  

	  

Q5.	  	  Vilket	  av	  nedanstående	  alternativ	  beskriver	  bäst	  din	  familjesituation?	  

#	   Answer	   	  	  
	  

Response	   %	  

1	   Singel	   	   	  
	  

10	   8%	  

2	   Särbo	   	   	  
	  

6	   5%	  

3	   Sambo	   	   	  
	  

35	   28%	  

4	   Gift	   	   	  
	  

74	   59%	  

	   Total	   	   125	   100%	  
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Q6.	  	  Hur	  många	  barn	  har	  du?	  

#	   Answer	   	  	  
	  

Response	   %	  

1	   Inga	   	   	  
	  

17	   14%	  

2	   1-‐2	   	   	  
	  

82	   66%	  

3	   3-‐4	   	   	  
	  

23	   18%	  

4	   5	  eller	  fler	   	   	  
	  

3	   2%	  

	   Total	   	   125	   100%	  

	  

Q7.	  	  Under	  de	  senaste	  fem	  åren,	  hur	  många	  gånger	  har	  du	  varit	  på	  skidsemester	  på	  

någon	  av	  SkiStars	  destinationer	  (Sälen,	  Åre,	  Vemdalen,	  Hemsedal	  och	  Trysil)?	  

#	   Answer	   	  	  
	  

Response	   %	  

1	   1	  gång	   	   	  
	  

7	   6%	  

2	   2	  -‐	  3	  gånger	   	   	  
	  

33	   26%	  

3	   4	  -‐	  5	  gånger	   	   	  
	  

39	   31%	  

4	  
Fler	  än	  5	  

gånger	  
	   	  

	  

46	   37%	  

	   Total	   	   125	   100%	  
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Q8.	  	  Hur	  brukar	  du	  vanligtvis	  bo	  när	  du	  är	  på	  skidsemester	  på	  SkiStars	  

destinationer?	  

#	   Answer	   	  	  
	  

Response	   %	  

1	  

SkiStars	  

stuglägenhet	  

eller	  lägenhet	  

	   	  
	  

51	   41%	  

2	  

SkiStars	  

fristående	  

stuga	  

	   	  
	  

40	   32%	  

3	  

SkiStars	  hotell	  

eller	  

pensionat	  

	  	  
	  

2	   2%	  

4	  

Annat	  boende,	  

inte	  i	  SkiStars	  

regi	  

	   	  
	  

32	   26%	  

	   Total	   	   125	   100%	  
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Q9.	  	  Hur	  tycker	  du	  att	  nedanstående	  ord	  stämmer	  överens	  med	  din	  bild	  av	  

varumärket	  SkiStar?	  

#	   Question	   Stämmer	  

precis	  

Stämmer	  i	  

viss	  mån	  

Stämmer	  

inte	  alls	  

Responses	  

1	  
Aktiv	  

semester	  
117	   9	   0	   126	  

2	  
Umgänge	  &	  

gemenskap	  
83	   42	   1	   126	  

3	  
För	  hela	  

familjen	  
113	   11	   1	   125	  

4	  
Miljövänligt	  

alternativ	  
27	   83	   16	   126	  

5	  
Fest	  &	  

underhållning	  
44	   74	   7	   125	  

6	   Prisvärt	   17	   96	   12	   125	  
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Q10.	  	  Är	  du	  generellt	  sett	  mer	  positiv	  till	  att	  köpa	  produkter	  och	  tjänster	  från	  

varumärken	  med	  en	  miljövänlig	  profil	  jämfört	  med	  varumärken	  utan?	  

#	   Answer	   	  	  
	  

Response	   %	  

1	  

Ja,	  jag	  köper	  

hellre	  från	  

varumärken	  

med	  en	  

miljövänlig	  

profil	  

	   	  
	  

88	   70%	  

2	  

Nej,	  en	  

miljövänlig	  

profil	  

påverkar	  inte	  

mitt	  val	  av	  

varumärke	  

	   	  
	  

37	   30%	  
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Q11.	  	  I	  ditt	  vardagliga	  iiv,	  i	  vilken	  utsträckning	  tar	  du	  hänsyn	  till	  miljön	  och	  din	  

omvärld	  vad	  det	  gäller:	  

#	   Question	   Alltid	   För	  

det	  

mesta	  

Ibland	   Sällan	   Inte	  

alls	  

Responses	   Mean	  

1	  
Valet	  av	  

transportmedel?	  
3	   41	   54	   22	   5	   125	   2.88	  

2	  
Inköp	  av	  mat	  och	  

dagligvaror?	  
7	   44	   62	   11	   1	   125	   2.64	  

3	  
Sopsortering	  och	  

återvinning?	  
50	   61	   10	   3	   1	   125	   1.75	  

4	  
Val	  av	  

semesterresor?	  
1	   14	   47	   49	   14	   125	   3.49	  

5	  
Energi	  och	  

vattenförbrukning?	  
15	   59	   38	   9	   4	   125	   2.42	  

6	  
Inköp	  av	  kläder	  

och	  möbler?	  
3	   14	   51	   42	   15	   125	   3.42	  
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Q12.	  	  Under	  de	  senaste	  5	  åren,	  tar	  du	  mer	  eller	  mindre	  hänsyn	  till	  miljön	  och	  din	  

omvärld	  vad	  det	  gäller:	  

#	   Question	   Mycke

t	  mer	  

Någo

t	  mer	  

Ingen	  

förändrin

g	  

Något	  

mindr

e	  

Mycke

t	  

mindr

e	  

Response

s	  

Mea

n	  

1	  
Valet	  av	  

transportmedel?	  
15	   70	   37	   2	   1	   125	   2.23	  

2	  
Inköp	  av	  mat	  och	  

dagligvaror?	  
24	   71	   28	   1	   1	   125	   2.07	  

3	  
Sopsortering	  och	  

återvinning?	  
58	   39	   27	   1	   0	   125	   1.77	  

4	  
Val	  av	  

semesterresor?	  
3	   36	   84	   1	   1	   125	   2.69	  

5	  

Energi	  och	  

vattenförbruknin

g?	  

29	   55	   38	   2	   1	   125	   2.13	  

6	  
Inköp	  av	  kläder	  

och	  möbler?	  
5	   34	   84	   1	   1	   125	   2.67	  

	  

Q13.	  	  Har	  du	  hört	  talas	  om	  uttrycket	  Corporate	  Social	  Responsibility	  (CSR)?	  

#	   Answer	   	  	  
	  

Response	   %	  

1	   Ja	   	   	  
	  

28	   22%	  

2	   Nej	   	   	  
	  

83	   66%	  

3	   Osäker	   	   	  
	  

16	   13%	  
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Q14.	  	  Vad	  innebär	  Corporate	  Social	  Responsibility	  för	  dig?	  Vad	  förknippar	  du	  med	  

uttrycket?	  

Text	  Response	  

Långsiktigt	  varumärkesbyggande	  

Ansvar	  utanför	  kärnverksamhet.	  

Vet	  ej!	  

Att	  alla	  tar	  ansvar	  för	  en	  bättre	  värld	  -‐	  både	  ur	  ett	  socialt-‐	  och	  miljömässigt	  perspektiv.	  

Att	  företag	  både	  tar	  ett	  socialt	  ansvar	  och	  ansvar	  för	  miljön.	  

Att	  man	  har	  ett	  eget	  ansvar	  om	  vår	  miljö.	  

Samhällsansvar	  

-‐	  

gemensamt	  socialt	  ansvar	  

Företag	  som	  tar	  ansvar	  och	  tänker	  lite	  längre.	  

Vet	  ej.	  

inget	  i	  nuläget	  

Att	  företagen	  har	  ansvar	  för	  produkt	  och	  produktion.	  Både	  vad	  gäller	  mjuka	  värden	  och	  

de	  mer	  traditionellt	  mätbara	  hårda.	  

ingen	  aning	  

socialt	  ansvar	  för	  olika	  saker	  och	  ting.	  

Totala	  ansvaret	  för	  miljö	  och	  för	  de	  förutsättningar,	  såväl	  sociala	  som	  miljöpåverkande,	  

som	  gäller	  för	  produktionen	  av	  de	  varor	  ett	  företag	  erbjuder.	  

?	  

?	  

Att	  tänka	  långsiktigt	  på	  vår	  miljö,	  ej	  välja	  All	  inklusive,	  undvika	  flygtransporter,	  

semestra	  i	  närmiljö,	  köpa	  mat	  från	  närmiljön,	  tänka	  klimatsmart	  samt	  ,	  ha	  ett	  ansvar	  för	  

att	  kommande	  generation	  får	  ett	  drägligt	  liv	  i	  miljö	  som	  inte	  är	  för	  hårt	  belastad.	  	  Över	  

huvudtaget	  tänka	  på	  hur	  man	  lever,	  ta	  reda	  på	  var	  kläder,	  mat,	  bränsle	  kommer	  ifrån	  

och	  har	  barn	  utnyttjas	  i	  arbetet	  ?	  
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Att	  man	  i	  ett	  företag/organisation	  har	  gemensamma	  mål	  för	  samhällsfrågor,	  t	  ex	  miljö.	  

Har	  aldrig	  träffat	  på	  uttrycket.	  

Ansvarstagande	  som	  går	  utöver	  resultat/vinstkronor	  

Gemensamt	  socialt	  ansvar	  (för	  miljön)	  

Att	  man	  som	  företag	  beaktar	  miljöaspekter	  i	  varje	  del	  av	  företagets	  förehavanden.	  

Företagets	  samhällsansvar	  

Alla	  sociala	  ansvar	  

Att	  företag	  ser	  att	  det	  finns	  andra	  intressenter	  än	  sina	  aktieägare	  och	  arbetar	  aktivt	  att	  

ta	  ett	  ansvar	  på	  den	  marknad	  och	  i	  det	  geografiska	  område	  som	  det	  verkar	  i.	  Både	  socialt	  

och	  miljömässigt.	  

Vet	  ej.	  

Att	  företaget	  tar	  ett	  aktivt	  intresse	  för	  det	  omgivande	  samhället,	  tex	  miljöfrågor	  

samverkan	  med	  lokalsamhället	  typ	  Skistar/Åre	  kommun/	  företag	  och	  människor	  i	  Åre	  

antar	  att	  det	  betyder	  att	  ett	  företag	  tar	  ett	  socialt	  ansvar	  på	  något	  sätt.	  mycket	  bra	  tycker	  

jag!	  

Företagets	  ansvar	  avseende	  miljö	  och	  samhälle.	  

pass	  

Företagsansvar	  

Att	  alla	  kan	  bidra	  med	  något	  il	  vårt	  gemensamma	  miljöarbete.	  

Ingen	  aning	  

Gemensamt	  ansvar	  om	  miljön	  och	  världen.	  

Miljömedvetenhet	  	  generellt	  och	  Företags	  miljömedvetenhet	  i	  synnerhet.	  

Inget	  

Hänsyn	  till	  miljö,	  både	  avseende	  natur/energi	  och	  arbetsmiljö.	  

Att	  företagen	  tar	  mer	  hänsyn	  till	  miljön	  vid	  utveckling	  av	  deras	  produkter,	  samt	  i	  

marknadsföringen.	  

Hållbart	  företagande	  

Se	  ovan	  !	  
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Företag	  gör	  mer	  än	  vad	  som	  lagligen	  krävs	  av	  dem	  för	  att	  förbättra	  omvärlden	  på	  något	  

sätt,	  antingen	  avseende	  miljöarbete	  eller	  krav	  på	  arbetsförhållanden	  hos	  leverantörer	  

eller	  andra	  aktiviteter.	  

Att	  vi	  tillsammans	  tar	  vårt	  ansvar	  för	  att	  flrbättra	  miljön.	  Tillsammans!	  

Att	  företaget	  tar	  ett	  stort	  ansvar	  och	  sätter	  upp	  mål	  för	  både	  miljö,	  samhälle	  och	  

anställda	  dvs	  även	  för	  omvärlden	  och	  inte	  bara	  ser	  till	  ekonomiska	  eller	  finasiella	  krav.	  

Att	  företag	  och	  organisationer	  tar	  ett	  socialt	  och	  miljömässigt	  ansvar.	  

Företag	  har	  det	  en	  del	  i	  sin	  profil,	  att	  vara	  socialt-‐	  och	  miljömedveten	  är	  något	  som	  man	  

vill	  förknippas	  med	  

	  

Q15.	  	  Kan	  du	  tänka	  dig	  att	  betala	  mer	  för	  produkter	  och	  tjänster	  som	  är	  

miljövänligt	  och	  ansvarsfullt	  producerade	  inom	  kategorierna:	  

#	   Question	   Ja,	  

mycket	  

mer	  

Ja,	  något	  

mer	  

Nej	   Responses	   Mean	  

1	   Transportmedel?	   4	   67	   54	   125	   2.40	  

2	  
Mat	  och	  

dagligvaror?	  
8	   85	   32	   125	   2.19	  

3	  
Kläder	  och	  

möbler?	  
6	   72	   47	   125	   2.33	  

4	   Semesterresor?	   3	   67	   55	   125	   2.42	  

5	  
El	  och	  

drivmedel?	  
4	   65	   56	   125	   2.42	  
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Q16.	  	  Förutsatt	  att	  priset	  är	  oförändrat,	  är	  du	  intresserad	  av	  att	  välja	  det	  

miljövänliga	  alternativet	  framför	  andra	  alternativ	  vad	  det	  gäller:	  

#	   Question	   Ja	   Nej	   Responses	   Mean	  

1	   Transportmedel?	   123	   2	   125	   1.02	  

2	  
Mat	  och	  

dagligvaror?	  
124	   1	   125	   1.01	  

3	  
Kläder	  och	  

möbler?	  
120	   5	   125	   1.04	  

4	   Semesterresor?	   122	   3	   125	   1.02	  

5	  
El	  och	  

drivmedel?	  
124	   1	   125	   1.01	  
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Q17.	  	  När	  du	  ska	  köpa	  en	  skidresa,	  hur	  viktiga	  är	  nedanstående	  faktorer	  i	  din	  

bedömning	  av	  resan?	  Ranka	  faktorerna	  genom	  att	  dra	  och	  släpp	  orden	  i	  rätt	  

ordning.	  (1	  =	  viktigast,	  7	  =	  minst	  viktigt)	  

#	   Answer	   1	   2	   3	   4	   5	   6	   7	   Responses	  

1	   Boende	   48	   45	   19	   6	   6	   0	   1	   125	  

2	  
Utbud	  av	  

aktiviteter	  
13	   16	   19	   22	   32	   18	   5	   125	  

3	  
Underhålling	  

&	  Nöje	  
0	   1	   9	   11	   23	   43	   38	   125	  

4	   Pris	   20	   34	   28	   22	   12	   8	   1	   125	  

5	  
Resans	  

miljöpåverkan	  
1	   1	   4	   10	   22	   36	   51	   125	  

6	  
Geografiskt	  

läge	  
21	   11	   23	   29	   12	   13	   16	   125	  

7	  
Anpassat	  för	  

familjen	  
22	   17	   23	   25	   18	   7	   13	   125	  

	   Total	   125	   125	   125	   125	   125	   125	   125	   -‐	  
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Q18.	  	  När	  du	  är	  på	  skidresa,	  i	  vilken	  utsträckning	  tar	  du	  hänsyn	  till	  miljön	  och	  din	  

omvärld	  vad	  det	  gäller:	  

#	   Question	   Alltid	   För	  

det	  

mesta	  

Ibland	   Sällan	   Inte	  

alls	  

Responses	   Mean	  

1	  
Inköp	  av	  mat	  och	  

dagligvaror?	  
2	   41	   49	   22	   11	   125	   2.99	  

2	  
Sopsortering	  och	  

återvinning?	  
32	   52	   32	   7	   2	   125	   2.16	  

3	  
Energi	  och	  

vattenförbrukning?	  
9	   46	   36	   28	   6	   125	   2.81	  

4	  
Valet	  av	  

transportmedel?	  
0	   24	   50	   30	   21	   125	   3.38	  

5	  
Inköp	  av	  kläder	  

och	  sportartiklar?	  
0	   17	   38	   44	   26	   125	   3.63	  
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Q19.	  	  I	  framtiden	  när	  du	  är	  på	  skidresa,	  skulle	  du	  kunna	  tänka	  dig	  att	  förändra	  ditt	  

beteende	  för	  att	  vara	  mer	  miljövänlig	  vad	  det	  gäller:	  

#	   Question	   Ja	   Nej	   Responses	   Mean	  

1	  

Kortare	  

duschtider	  

och	  spara	  på	  

kranvatten?	  

112	   13	   125	   1.10	  

2	  

Släcka	  alla	  

lampor	  när	  

du	  lämnar	  

ditt	  boende?	  

123	   2	   125	   1.02	  

3	  

Sopsortera	  

och	  

återvinna?	  

122	   3	   125	   1.02	  

4	  

Välja	  tåg	  

istället	  för	  

bil?	  

57	   68	   125	   1.54	  

5	  

Dela	  bil	  med	  

andra	  

resenärer?	  

55	   70	   125	   1.56	  

6	  

Vara	  bilfri	  

under	  din	  tid	  

på	  

destinationen	  

(förutsatt	  att	  

det	  finns	  

gratis-‐

bussar)?	  

105	   20	   125	   1.16	  
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Q20.	  	  Hur	  skulle	  din	  upplevelse	  av	  resan	  ändras	  förutsatt	  att	  du	  förändrar	  ditt	  

beteende	  vad	  det	  gäller:	  

#	   Question	   Mycket	  

bättre	  

Något	  

bättre	  

Oförändrad	   Något	  

sämre	  

Mycket	  

sämre	  

Responses	   Mean	  

1	  

Kortare	  

duschtider	  

och	  spara	  på	  

kranvatten?	  

10	   15	   76	   20	   4	   125	   2.94	  

2	  

Släcka	  alla	  

lampor	  när	  

du	  lämnar	  

ditt	  boende?	  

18	   17	   86	   3	   1	   125	   2.62	  

3	  

Sopsortera	  

och	  

återvinna?	  

25	   21	   76	   2	   1	   125	   2.46	  

4	  

Välja	  tåg	  

istället	  för	  

bil?	  

11	   13	   39	   38	   24	   125	   3.41	  

5	  

Dela	  bil	  med	  

andra	  

resenärer?	  

12	   8	   31	   32	   42	   125	   3.67	  

6	  

Vara	  bilfri	  

under	  din	  tid	  

på	  

destinationen	  

(förutsatt	  att	  

det	  finns	  

gratis-‐

bussar)?	  

21	   19	   49	   28	   8	   125	   2.86	  
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Q21.	  	  Skulle	  din	  bild	  av	  varumärket	  SkiStar	  förändras	  om	  det	  fick	  en	  miljövänlig	  

profil?	  

#	   Answer	   	  	  
	  

Response	   %	  

1	  
Ja,	  till	  det	  

bättre.	  
	   	  

	  

81	   65%	  

2	  

Nej,	  min	  bild	  

av	  

vaurmärket	  

skulle	  inte	  

förändras.	  

	   	  
	  

44	   35%	  

3	  
Ja,	  till	  det	  

sämre.	  
	  	  

	  

0	   0%	  

	   Total	   	   125	   100%	  
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Q22.	  	  Hur	  miljövänliga	  uppfattar	  du	  att	  följande	  varumärken	  är?	  

#	   Question	   Mycket	  

miljövän

ligt	  

Delvis	  

miljövän

ligt	  

Inte	  

miljövän

ligt	  

Jag	  har	  

ingen	  

uppfattnin

g	  om	  

varumärke

ts	  

miljövänli

ghet	  

Jag	  

känner	  

inte	  till	  

varumär

ket	  

Respon

ses	  

Mea

n	  

1	  
Fritidsre

sor	  
1	   27	   23	   72	   2	   125	  

3.3

8	  

2	   SkiStar	   2	   51	   7	   64	   1	   125	  
3.0

9	  

3	   Ving	   3	   23	   21	   77	   1	   125	  
3.4

0	  

4	   Idre	  Fjäll	   3	   28	   4	   83	   7	   125	  
3.5

0	  

5	   Apollo	   0	   15	   24	   83	   3	   125	  
3.5

9	  
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Q23.	  	  I	  vilka	  forum	  har	  du	  hört	  talas	  om	  ovanstående	  varumärkens	  

miljöarbete?(Fler	  svarsalternativ	  är	  möjliga)	  

#	   Answer	   	  	  
	  

Response	   %	  

1	   I	  tidningar	  och	  TV	   	   	  
	  

54	   43%	  

2	  

Genom	  

diskussionsforum,	  

debatt	  och	  sociala	  

medier	  

	   	  
	  

15	   12%	  

3	  
På	  företagets	  

hemsida	  
	   	  

	  

60	   48%	  

4	  
När	  jag	  bokade	  

min	  resa	  
	   	  

	  

29	   23%	  

5	  

Under	  

semesterresans	  

gång	  

	   	  
	  

43	   34%	  

6	  
Genom	  familj	  och	  

vänner	  
	   	  

	  

20	   16%	  

	  

 

	  

 

 

	  

	  

	  

	  


