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ABSTRACT 
_____________________________________________________________________________________________ 
 
Gender inequality is a prevailing issue in developing countries, where women are 

disadvantaged in various aspects of life from households and communities to 

societies at large. To solve the problem of gender inequality, new actors have begun 

to claim presence in international affairs, where the limitations of public efforts and 

policies have become apparent. Consequently, public and private actors are 

initiating new forms of governance arrangements to empower women in developing 

countries. Corporations participating in public-private partnerships are to solve 

complex developmental issues, which were previously to reside with traditional 

development actors and nation-states. This thesis has critically examined the 

research question on how private corporations are legitimizing themselves as global 

governance actors of women’s empowerment and how they portray the women they 

are to govern in this process. The answer to that question is rooted in legitimacy. The 

concept serves as a mechanism to understand how partnerships become accepted as 

a relevant alternative to government policy. Legitimacy was analysed through 

critical discourse analysis with an interdisciplinary perspective from institutional 

theory to examine how corporations are legitimizing themselves and the women 

they are to govern.   

 

The thesis found that the two corporations analysed are using various textual, 

linguistic and discursive means to portray themselves as legitimate governance 

actors. In the legitimizing process, the corporations portray women in developing 

countries as reliable on empowering interventions. Women’s empowerment is 

described through institutionalized business rationalities whereby the corporations 

are portraying themselves as capable of realizing this empowerment. The analysis 

found that the corporations are seeking authoritative positions in guiding and 

setting standards for traditional development actors. This has important 

implications as the corporate way of conceptualizing empowerment for women may 

have impact on how other or similar governance actors define empowerment. The 

way the corporations are legitimizing themselves as global governance actors can 

therefore have future implication for global governance of women’s empowerment.  
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_____________________________________________________________________________________________ 

1.0 INTRODUCTION 
_____________________________________________________________________________________________ 
 

The international arena has changed during the last decades. Global problems 

need global answers. However, universal challenges remain. One such challenge 

is gender inequality. Despite repeated efforts and statements of urgency by 

nation-states, non-governmental organisation (NGOs) and multinational 

organisations, women’s empowerment remains an issue in many countries of the 

world. In developing countries women are still disadvantaged in educational 

enrolment, labour force participation, voice in household and society and 

unequal access to economic opportunities (World Bank, 2011). These 

imbalances mean that women over-represent the number of poor (UN, 2016).  

 

Traditionally, nation-states negotiated resolutions and policies to global threats 

such as gender inequality. However, as the limitation of public efforts and 

policies becomes more apparent (Hewson and Sinclair, 1999), private 

corporations have begun to claim a presence in global affairs, leading to 

modifications of power and authority in the international system. Consequently, 

public and private actors are initiating new forms of governance arrangements. 

Corporations become increasingly involved in performing tasks that were 

considered to reside with traditional development actors or nation-states.  

Through public-private partnerships (PPPs) with traditional development 

actors, private corporations are pursuing governing roles in embracing 

development objectives such as women’s empowerment. Hence, private 

corporations are becoming increasingly involved in solving social problems and 

developmental challenges.   

 

But if corporations are successful in their business conducts in for example 

selling sodas or cotton t-shirts, are they also the right actors to empower women 

in a developing country context? This interest has led to the following research 

questions:  
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How are private corporations legitimizing themselves as global governors of 

women’s empowerment, and how are they portraying the women they are to 

govern? 

 

 

This thesis answers the two-part research question by examining how 

corporations are portraying themselves, the problem of gender inequality and 

the solutions to the challenge. Furthermore the thesis analyses how women, the 

object to be governed, are framed in the legitimating process.  

This analysis examines the legitimation process of Coca-Cola and H&M. The 

concepts of governance, corporate social responsibility (CSR), PPPs and women’s 

empowerment will instruct the analysis of how the corporations are legitimizing 

themselves and their initiatives on women’s empowerment. Legitimacy is thus 

central to this thesis as the concept serves as a mechanism to understand how 

partnerships become accepted as a relevant alternative to government policy 

(Glasbergen, 2007).  

 

This thesis methodologically applies a critical discourse analysis to illustrate 

how corporations are using various textual, linguistic and discursive means to 

portray themselves as legitimate governance actors of women’s empowerment. 

The analysis finds that in the process of legitimation, the corporations articulate 

women as reliable on empowering interventions. By constructing empowerment 

of women in business terms and rationalities, the corporations portray 

themselves as able of realizing empowerment. Furthermore the corporations are 

seeking authority in their positions in global governance, when guiding and 

setting standards for traditional development actors. These findings suggests 

that the corporate way of portraying empowerment can have impact on how 

women’s empowerment is conceptualized and governed in the future.  

 

Other literature assesses PPPs and corporate engagement against theoretically 

derived sources of legitimacy. These studies have taken a normative approach in 

examining the democratic legitimacy of women’s empowerment governance 
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(Bexell and Mörth, 2010; Dingwerth, 2005; Keohane, 2011).  The studies 

evaluate private sector initiatives against norms, values and principles of 

democracy (ibid.).  This scholarly strand of research assume that normative 

standards of legitimacy are universally applicable, and thereby treat the concept 

of legitimacy as a static attribute of the women’s empowerment initiatives.  

The aim of this thesis, in contrast, is to study how corporate engagement in PPPs 

for women’s empowerment pursue the legitimization of their role in global 

governance and how they, in that process, portray women in developing 

countries and their interests.  This thesis contributes to the existing analytical 

focus by drawing on insights from sociological analyses of organizational 

legitimacy with a constructivist perspective on corporate engagement in 

women’s empowerment. Hence the thesis does not analyse whether the 

corporations are legitimate or not, but questions how corporations are 

strategically pursuing legitimate governing roles of women’s empowerment. This 

is fundamentally different from the existing normative literature and studies, as 

legitimacy is not evaluated against pre-defined standards of legitimacy, but as 

something that can be constructed through strategic actions. This thesis further 

contributes to the research field on legitimacy in global governance by analysing 

how the presence of market actors affects the evolution of legitimacy in such 

governance settings.  The analysis takes an interdisciplinary approach, which 

contributes to the limited literature (Campbell, 2007) on institutional theory, 

CSR and private sector governance and empirically adds to the understanding of 

actor-centred processes of institutional change. 

 

1.1. STRUCTURE OF THE THESIS AND READING GUIDE 

 

To answer the research question the thesis is structured as follows. First, a 

literature review of the issue at hand is provided to introduce and guide the 

analysis of how corporations are legitimizing themselves as global governors of 

women’s empowerment.  
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The concept of global governance is presented to provide a general frame for the 

analysis and to present the emergence of 

diverse actors in the international system. 

Then the literature of CSR is reviewed to 

explain the politicization of corporations 

and the corporate motivations to 

undertake social responsibilities such as 

empowering women. Against the 

literature review on global governance 

and CSR, the concept of PPPs will be 

reviewed to understand how 

corporations can seek authority and 

influence as participating actors in 

collaborative partnerships. Finally the 

concept of women’s empowerment will 

be reviewed to explain private sector 

involvement in gender issues and the 

business case for empowering women.    

 

The literature reviews are followed by 

this thesis’ theoretical grounding in the 

concept of legitimacy. Legitimacy is 

central to the analysis as the concept 

serves as a mechanism to understand 

how partnerships become accepted as a 

relevant alternative to government 

policies. This section helps to illustrate the importance of assuming legitimacy in 

the international system and how legitimacy can be managed.  

 

The methodological considerations of the thesis are then presented, discussing 

the philosophy of science and the ontological and epistemological points of view 

of the thesis. This is followed by the data selection, data description, data 

collection and data analysis, which are described and accounted for. Here the 

Figure 1: Structure of the thesis 
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methods, the critical discourse analysis and the cases of Coca-Cola and H&M are 

presented to guide the following analysis.  

 

The analysis and findings section examines the three levels of critical discourse 

analysis on the corporate cases of Coca-Cola and H&M: Textual, discursive and 

social practice analysis. Legitimacy is pursued through both a micro-level in 

analysing the organizational, firm specific and strategic approaches to women’s 

empowerment at a textual and discursive analytical level, and at a macro-level 

through an institutional perspective in analysing how the organisational 

structures are gaining acceptance from society through the social practice level 

of analysis. The structure of the analysis is therefore build up to discuss the firm-

specific legitimation strategies at first, and then open up for a broader analysis of 

the societal influence on the strategic options for legitimization.  

 

The analytical chapter is followed by a critical discussion of the three levels of 

analytical findings and the implications of these results. The discussion is 

followed by the conclusion of the thesis and the answers to the research 

question.  
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_____________________________________________________________________________________________ 

2.0. LITERATURE REVIEW 
_____________________________________________________________________________________________ 
 

 

2.1. GLOBAL GOVERNANCE 

 

Global governance refers to the activities related to regulation of international 

affairs and coordination of interests in international relations (Dingwerth, 2008). 

However, there seem to be diverse definitions of the concept of global 

governance, which has limited the establishment of a widely accepted theoretical 

framework (Dingwerth and Pattberg, 2009). Biermann (2004; p. 6) summarizes 

the concept in two definitions as “an emerging new phenomenon of world politics” 

and as “a political programme or project that is needed to cope with various 

problems”. 

According to Pattberg (2006) the concept of global governance is highly 

interlinked with globalization. He applies the concept to capture and interpret 

the transformation of the international system since the Cold War and the 

understanding of the nation-state. In the globalized world of today, the 

traditional boundaries of the state have become blurred, and the centre of power 

is not solely resting with the nation-states, but is increasingly allocated between 

both state and non-state actors (Hewson and Sinclair, 1990; Putnam, 1988).  

Thus the forces of globalization started to challenge “the traditional capacity of 

national governments to regulate and control” (Esty and Ivanova, 2005: 2). 

Globalization reforms access and spread of information where increasing 

numbers of actors become involved in the communication process of global 

governance (Peters, 2005; Rosenau, 1995; Shapiro, 2001). Hence, globalization is 

having a profound effect on society, and consequently leads to a discussion of the 

governing of common issues of civil society, which is inevitably becoming more 

global. The limitations of public efforts and policies become more apparent and 

private actors have begun to claim a presence in global affairs. From the 

perspective of this stream of research, the debate on global governance is 
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perceived as a social, political and economic reaction to globalization (Pattberg, 

2006). 

 

However, Pattberg (2006) also suggest a normative understanding of global 

governance. This approach concerns the necessity of political answers to the 

challenges of globalization. According to Pattberg (2006) global governance is 

not an analytical tool, but a political concept, which envisions how societies 

should address global problems. Global governance should thus be seen as 

bridging the gap between global activities and the territorially bound capacity of 

national governments (ibid.). Black (2008) argues that the political influence of 

the private sector is important to global governance because unlike traditional 

state actors, the private sector has a transnational character and thus a broader 

scope. Haufler (2001: p. 1) describes the private governance efforts as 

“mechanisms to reach collective decisions about transitional problems with or 

without government participation”. She further emphasizes how companies are 

developing international standards that exceed the requirements of national 

legislation (ibid.).  New global governance initiatives are emerging and 

institutionalizing non-state interests in domains where governments have failed 

to act or where intergovernmental agreements prove inadequate (Sonnenfeld 

and Mol, 2002). This line of research suggests that market-based mechanisms 

are increasingly influencing global reforms (ibid.). 

Other research suggests that it is not only the private sector’s own initiative to 

raise the regulation bars, but civil society pressures that are forcing corporations 

to take on governance responsibilities (Utting, 2007). Hence, corporations are 

conforming not only to the demands from its shareholders, but also from society 

(Ruggie, 1998).  

 

This thesis perceives global governance as a process stemming from the 

fundamental changes of society as a consequence of globalization.  These 

changes include growing interdependence of states and the emergence of 

powerful non-state actors, such as corporations, which are setting the stage for 

new ways of managing common issues. This process creates new normative 

challenges that need to be addressed accordingly, for example the global 
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governance of women’s empowerment. This thesis thus combines both the 

analytical and normative approaches of global governance. The analytical 

approach will seek to analyse the different aspects of the fundamental changes 

we are witnessing at global scale. However, the main focus of this thesis requires 

an augmentation of the analytical approach with the normative element, as the 

problem of global governance is the inadequate management of women’s 

empowerment and the objective of this thesis is to analyse how private 

corporations are legitimizing their roles in global governance.  

 

2.2. CORPORATE SOCIAL RESPONSIBILITY (CSR) 

 

“Corporate social responsibility means something, but not always the same thing 

 to everybody” (Votaw, 1972: 25).  

 

Despite the fact that the concept of CSR and corporate philanthropy can be dated 

more than a century back (Vogel, 1992) there is no general agreement upon its 

definition (Crane et al., 2008; Newell and Frynas, 2007). According to the 

European Commission, CSR can be defined as “a concept whereby companies 

integrate social and environmental concerns in their business operations and in 

their interaction with their stakeholder on a voluntary basis” (European 

Commission, 2011). This emphasizes that corporations are increasingly engaging 

in activities that have traditionally been regarded as government activities, on a 

voluntary basis (Scherer and Palazzo, 2011). This suggests that the private 

sector fulfils the functions of protecting, enabling and implementing citizenship 

rights, which traditionally have been considered the responsibility of the state 

(Matten and Crane, 2005).  

 

Scherer and Palazzo (2011) argue that the notion of CSR involves businesses 

taking over actual government activities. Through this approach, CSR has been 

examined as the social and political responsibilities arising from the shift in 

power dynamics between corporations and society as a result of globalization. 

Thus the development of CSR can be understood as nation-states ceding some of 
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their regulatory impact to new forms of global governance, where private 

corporations operate to both enforce rules and restrict behaviour (Nye, 2004).  

 

There are different and contrary approaches to the concept of CSR.  

Firstly, one approach builds upon the concepts of corporate citizenship, which 

explores corporations’ relationship with society (Garringa and Mele, 2004; 

Scherer and Palazzo; 2012). According to this line of CSR research, private 

corporations contribute to global regulation and provide public goods. This 

approach suggests that corporations play active roles in self-regulation and 

solving public issues that are not effectively managed by governments (Scherer 

and Palazzo, 2011 + 2012). Thus, scholars have sought to define corporations as 

political actors, which protect, enable and implement citizenship rights (Matten 

and Crane, 2005) in compliance with societal expectations (Carroll, 2008).  

Focusing on ethics and rights, scholars have related CSR to a broader 

theorization on business ethics, human rights, and value-based concepts of 

development, where corporate responsibilities build upon concepts of moral, 

ethics and the common good (Melé, 2009; Scherer and Palazzo, 2012). Young 

(2008) further builds on this argument proposing that actors bear responsibility 

for problems to which they contribute by their actions, and thus have a 

responsibility not only for their own behaviour, but also for their partners’ way 

of conducting business, relating the issue to private sector supply chains 

(Clapham, 2006). Wettstein (2010) pushes the argument further by suggesting 

that corporations should actively engage in solving pressing global problems, 

and their corporate responsibilities ought to be reframed as political 

responsibilities: “They can set standards, supply public goods and participate in 

negotiations; political authority should imply public responsibility” (Wettstein, 

2010: p. 38). In other words, Wettstein (2010) posits that capabilities create 

political responsibility to not only respect, but also proactively engage in 

development initiatives and the problem-solving effort in tackling global 

governance issues (ibid.).  

 

Secondly, on a contrary note, Friedman (1970) conclude that the only 

responsibility of a corporation is to its shareholders and profit maximization, 
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and thus any firm expenditure not related to revenue generation is unauthorized 

spending of shareholder money (Friedman, 1970 + 2008). According to this 

approach, CSR can be justified on the basis that it will add positive perceptions to 

the firm and associate the brand with social causes in order to differentiate it 

from competition (Garringa and Mele, 2004). As a consequence, the proponents 

of the economic approach to CSR will not reject a socially responsible behaviour 

if the activities improve firm-value (Siegel, 2009).  

Previously, corporations have viewed CSR as a firm expenditure rather than a 

profit-generating activity (Kramer and Kania, 2006), however the shift in 

responsibilities has encouraged the private sector to see CSR as a revenue adding 

operation (King, 2006). Porter and Kramer (2006) explain CSR as a “source of 

opportunity, innovation and competitive advantage” which should be capitalised 

upon (Porter and Kramer, 2006: p. 2).  They hold that utilising the corporation’s 

competencies, resources and expertise will benefit not only the firm and their 

competitive advantage, but also society (ibid.). 

This approach has stressed the economic benefits of CSR including: risk 

management (Godfrey et. al, 2008); increased consumer loyalty (Sen and 

Bhattacharya, 2001); enhanced reputation and employee motivation (Crawford 

and Scaletta, 2005); improved brand image (Mohr et al., 2001) and relationship 

building (Paine, 2002).  

The normative underpinning of this economic approach suggests that the private 

sector is an important agent of development, hence diminishing the role of the 

state in pursuing a governing role (Reed and Reed, 2006).   

 

Thirdly, in relation to developing countries Prahalad and Hammond (2008) 

explain how CSR can serve as a way of tapping into new markets by serving the 

people at the base of the pyramid.  However this view can also be construed as 

exploiting global disparity for individual gain, leading to a more critical approach 

to the CSR research (Khan and Lund-Thomsen, 2011). By providing services and 

products for low-income countries, and/or imposing western social values on 

developing communities in the Global South, CSR initiatives solidify existing 

power relations as a new form of imperialism (ibid.). Fougere and Solitander 

(2009) further question whose needs are truly served when companies are 
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determining which social issues are relevant for action. They argue that CSR has 

commonly latched on popular causes in Western cultures, where many other 

issues of social welfare are neglected (Fougere and Solitander, 2009). This 

critical view on CSR is further echoed by Michael (2003) who contends that CSR 

may benefit corporations more than it does society.  

 

Fourthly, scholars have furthermore examined how the institutional 

environment may either constrain or enable CSR activities (DiMaggio and 

Powell, 1991). Building upon corporate social responsiveness (Clarkson, 1995), 

corporate social performance (Wood, 1991) and issues management (Sethi, 

1979) CSR can, according to this approach, be aligned with an institutional 

perspective. CSR is accordingly focused on determining the appropriate 

response, social values and expectations that an organization should adhere to in 

order to ensure its legitimacy (Oliver, 1991).   

 

Notwithstanding the different perspectives, CSR has become institutionalized 

into many corporate strategies and business operations (Bondy et. al., 2012). 

This thesis examines reviews the different approaches to CSR as related to the 

concept of global governance, where corporation have started to engage in 

activities that traditionally were managed by governments (Margolis and Walsh, 

2003; Matten and Crane, 2005). Traditionally, governments were responsible for 

ensuring gender equality, however corporations are increasingly involved in 

initiatives on women’s empowerment, which has been assumed as a CSR activity. 

CSR is therefore an important concept to understand when answering the 

research question on how corporations are legitimizing themselves as global 

governors of women’s empowerment.   

 

2.3. PUBLIC-PRIVATE PARTNERSHIPS (PPPs) 

 

In multi-stakeholder initiatives, two or more organizations contribute with 

resources such as money, staff, expertise, etc. to undertake a project that cannot 

be done by one organization alone (Gray, 1985). Multi-stakeholder initiatives are 

based on the need to acquire necessary complementary resources in the pursuit 
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of shared objectives (ibid.). They may consist of exclusively private or public 

organization, or may encompass collaboration among private, public and/or civil 

society organizations, also termed cross-sector partnerships (Hardy et. al., 

2006).  The cross-sector partnership term may cover a variety of inter-

organizational relationships such as business or government non-profit 

partnerships (Austin, 2000); business-community partnerships (Loza, 2004); 

collaborative or multiparty alliances (Berger et. al., 2004) and finally public-

private partnerships (PPPs). They are broadly defined as “an arrangement in 

which a government and a private entity, for-profit or non-profit, jointly perform 

or undertake a traditionally public activity” (Savas, 2000; p. 15).  

PPPs can thus be perceived as an institutional form of global governance through 

which participating actors can solve complex development problems 

(Schäferhoff et. al., 2009).  The concept of PPPs for development and its 

terminology vary across the academic literature. Scholars have referenced to the 

concept as case-based partnerships (Parker and Selsky, 2004); Cross-sector 

social partnerships (Parker and Selsky, 2005); Issues management alliances 

(Austrom and Lad, 1989); Business community partnerships (Loza, 2004); social 

or multi-party alliances (Berger et. al., 2004); Social Partnerships (Warner and 

Sullivan, 2004); Social service partnerships (Takahashi and Smutny, 2002) and 

finally public-private partnerships for development (Bull and McNeill, 2007).  

 

PPPs are based on the need to acquire necessary resources in the pursuit of 

shared objectives (Reed and Reed, 2006.). The basic assumption underlying 

these partnerships is that the private sector can improve the functioning of 

development delivery, which has traditionally been provided by nation-states 

(ibid.).  The broader normative underpinnings of this understanding of 

partnerships rest on the idea that power implies responsibility (Bexell and 

Mörth, 2010). Therefore not only states, but also corporations, which are 

powerful actors in the global governance arena, have an inherent responsibility 

towards societal objectives (ibid.).   

PPPs are said to promise greater democracy, accountability and capacity in 

solving problems requiring collective action (Crane et al., 2008). 
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The functions of PPPs can vary and include agenda setting, rule making, 

advocacy, implementation and service provision (Bull and McNeill, 2007). 

The parties to PPPs share risks, responsibilities and expertise (ibid.). This means 

that PPPs for development are moving beyond a transactional nature where the 

parties generate a specific value together (Austin, 2000), aiming to share their 

resources, expertise and capabilities in creating a joint value creation (Kolk et. 

al., 2008).  Thus, the need to address development problems has resulted in the 

replacement of state-society relations by new forms of public-private 

interactions (Fiorino, 1999).  This shift can be perceived as a consequence of the 

lack of effectiveness of purely public regulation in addressing development 

issues (ibid.), such as women’s empowerment.  

PPPs as governance arrangements ought to be responsible and accountable 

institutions in themselves, but due to their constellation, there is uncertainty to 

whom they should be accountable to (Bovaird, 2005). The private sector ought 

to be accountable to their shareholders and the public partners ought to be 

accountable to civil society (Buse and Walt, 2000). Accountability in PPPs can 

therefore prove a difficult task in managing both public and private influences 

and demands.  

 

This thesis examines the corporate side of PPPs. Hence, the aim of this thesis is to 

analyse how corporations engaging in PPPs for women’s empowerment are 

legitimizing their role in global governance and how they in that process portray 

the women they are to govern.  

 

2.4. WOMEN’S EMPOWERMENT – A BUSINESS CASE? 

 

“There is no tool for development more effective than  

the empowerment of women”  

– Kofi Annan (UN, 2005). 

 

Gender can be defined as a social construct, which is not dependent on biological 

or physical markers of sex, but relates to perceived behaviour, roles and norms 

characterized with being a man or a woman (Acker, 1992). Sex is ascribed by 
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biology, whereas gender in contrast is normative conception of attitudes and 

activities appropriate for a specific sex category (West and Zimmerman, 1987) 

Or as French feminist Simone de Beauvoir put it: “One is not born, but rather 

becomes, a woman” (de Beauvoir, 1949: p. 283). According to this view society 

creates gender roles, which are perceived as appropriate behaviour for a person 

of that specific gender and becoming a woman is a process of gender-creation 

through interacting with a particular social context (West and Zimmerman, 

1987). Martin (2004) builds on this view to further argue that gender can be 

conceptualised as a social institution. Gender, like other social institutions, is 

persistent over time and establishes patterns of expectations and manages the 

social processes of everyday life (Martin, 2004).  

 

Empowering women therefore not entails change of sex, but an empowerment in 

women’s roles, opportunities, possibilities and ascribed expectations (McCarthy, 

2015). Women’s empowerment relates to multiple meanings concerning power, 

capabilities, participation, autonomy, freedom and choice among others, hence 

defining empowerment covers a wide range of disciplines (Mayoux, 2000; Sen, 

1999). Mason (1998) and Mason and Smith (2000) describe empowerment, 

autonomy and gender interchangeably. Similarly Jejeebhoy (2000) considers 

autonomy and empowerment as equal terms. In contrast, other scholars have 

argued that autonomy is not equivalent to empowerment, emphasizing that 

autonomy implies independence whereas empowerment may be achieved 

through interdependence (Malhotra and Mather, 1997; Kabeer, 1998). This 

thesis perceives empowerment as distinguished from other terms and relates to 

Kabeer’s (1999: p. 437) definition of empowerment as: “The expansion in people’s 

ability to make strategic life choices in a context where this ability was previously 

denied to them”. This statement relates to empowerment as a process (Kabeer, 

2001), whereas no other concept encompasses the progression from one state of 

gender inequality to another state of gender equality (ibid.).  

 

The linkage between women’s empowerment and economic growth is 

increasingly prevalent in international development debates (Prügl, 2015). 

Women and girls are becoming the public face of successful development across 
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a wide range of institutions managing development efforts, public as well as 

private (Calkin, 2015). The UN has promoted women’s empowerment as: 

“Investing in women is the right thing to do. It is also the smart thing to do”(United 

Nations, 2008). This is a result of the contention that women and girls represent 

an untapped resource for growth (Calkin, 2015). The articulation of women’s 

empowerment as smart economics entails an instrumentalisation of the 

individual woman, where the woman, if provided with the opportunities and 

capacities, will become an active, freely choosing and responsible individual 

(Elias, 2013; Koffmann et. al., 2015; Woehl, 2008). According to the president of 

the World Bank, Zoellick, gender equality is smart economics: “It is not just a 

women’s issue. Improved economic opportunities for women lead to better 

outcomes for families, societies and countries” (World Bank, 2016). Similarly, in 

2006, the Economist presented the concept of Womenomics in an article stating: 

“Forget China, India and the Internet: economic growth is driven by women” (The 

Economist, 2006). The idea of the Womenomics approach is that investors and 

corporations should reconsider their strategies by placing more investments in 

women, who constitute a new potential growth sector.  Furthermore a McKinsey 

report from 2010, points to key links between gender equality and better 

corporative performance (McKinsey, 2010).  

 

In recent years, a growing number of companies have invested more than $300 

million and launched programs to support women’s empowerment (Dalberg, 

2014). This thesis has identified 25 of the most comprehensive private initiatives 

on women’s empowerment, described them, their purpose and methods of 

empowerment. The list can be found in Appendix A. Some of the initiatives draw 

on development objectives while combining these with business interest. 

Vodafone is for example using their “Connected Women” program, which offers 

women in the developing world low-cost mobile technology, to tap into new 

customer segments: “We estimate that 91 million of these women without a 

mobile phone live in markets where we operate, which represents a substantial 

unfulfilled market and a significant opportunity for our business.” (Vodafone, 

2016: Appendix A). Thus the empowerment of women can serve as a market 

entry point or meeting other core business interests.   
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Many of the private initiatives on women’s empowerment draw on the notion of 

Womenomics in emphasizing women as catalysts for development objectives. 

H&M Conscious Foundation’s program “Strengthening Women” highlights that 

“…empowering women in a lasting, sustainable way, will benefit themselves and 

many people around them, and is as such a catalyst for positive change” (H&M, 

2016: Appendix A) or as ExxonMobil states in their “Women’s economic 

opportunity” programme: “Research shows that when women have control over 

their incomes, they invest in the health, education and well-being of their families. 

They also tend to reach out to propel other women forward, creating a powerful 

multiplier effect that benefits all of society” (ExxonMobil, 2016: Appendix A). 

These programs are linking directly to the Womenomics approach, and not 

solely to core business interests, drawing on the moral obligations to the wider 

society, or to the moral obligation of changing the world as Nike put it in the “Girl 

Effect” programme: “Change the world for girls and enable girls in their unique 

capacity to change the world” (Nike, 2016: Appendix A). 

 

Connecting women’s empowerment with private sector objectives facilitates a 

win-win situation according to the Womenomics approach. However, various 

scholars have criticized the promotion gender equality as smart economics. The 

Womenomics approach encompasses a discourse, which generates a focus on 

women as consumers, economic agents (Bent, 2015) and as entrepreneurs to 

self-monitor and respond to market principles (Bexell, 2012). According to the 

criticism, this form of feminism has emerged as a cure for the risk-taking 

masculinity associated with the global financial crisis in 2008, incorporating 

women into capitalist market rationality and power relations that prevailed 

before the crisis (Prügl and True, 2014; Roberts, 2012; Roberts and Soederberg, 

2012). Various scholars have described this new type of feminism by linking it 

with the notion of neoliberalism and capitalism. Roberts (2015) refer to 

“transnational business feminism” whereas Kantola and Squires (2012) have 

called the notion “market feminism” closely linked to Eisenstein’s (2009) “free 

market feminism” entailing that women’s empowerment merges with free 

market rationales. Elias (2013) writes about “post-feminism” and McRobbie 

(2009) “faux-feminism”, in describing this transformed feminism that is adopting 
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notions of neoliberalism. The transformation of feminism is therefore linked to 

market rationalities, where new forms of feminism encounter neoliberal 

deregulation and privatisation as a social force (Fraser, 2009). This 

interpretation is supported by Eisenstein’s historical account of how capitalism 

has seduced feminism in allowing its liberal basis to become predominant 

(Eisenstein, 2009), or what Elias (2013) has called a depoliticised postfeminism.  

However, Funk (2013) criticizes the point made by Fraser and Eisenstein, 

arguing that Fraser has taken a radical feminist position as mainstream and that 

liberal feminism has always been predominant (Funk, 2013).  Drawing on social 

forces, similarly to Fraser, Roberts (2012) identifies transnational business 

feminism as a combination of public and private forces in promoting women’s 

empowerment particularly in the Global South. Thus both Fraser (2009) and 

Roberts (2012) find that the neoliberal ideology is supporting a new 

constellation of social forces, where it takes the form of a business case for 

gender equality.  

Previous research has furthermore asserted the neoliberal rationality to a 

gender governance dimension and Kantola and Squires (2012) discuss how 

“state feminism” has been replaced with ”market feminism” that is giving 

prevalence to feminist claims that resonate with market agendas. The market 

agendas are prevalent in the win-win objective of CSR initiatives, which aim to 

create profit while doing well for society. However women’s organizations’ 

voices in CSR initiatives are marginalised (Kilgour, 2007), women are being 

marginalized in the mainstream of CSR leadership (Marshall, 2007) and global 

governance bodies lack an attention to gender (Kilgour, 2012). Grosser (2015) 

further builds on Kilgour ‘s approach and emphasizes that women’s NGOs are 

rarely engaged in the CSR movements that are defining norms and standards 

relating to the social responsibilities of business conduction and governance 

processes. Hale and Opondo (2005) critically explores the gender issues in global 

supply chains, and similarly Pearson (2007) concludes that the realities of the 

female labour force at the bottom of the global supply chains are in direct 

contrast to the notions of CSR which should reinforce social justice. 
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_____________________________________________________________________________________________ 

3.0. THEORETICAL GROUNDING:  
LEGITIMACY AND LEGITIMATION STRATEGIES 

_____________________________________________________________________________________________ 
 

 

3.1. LEGITIMACY 

 

 

In global governance legitimacy can be understood as the right to rule (Bexell 

and Mörth, 2010). Legitimacy is highly related to the concept of a social license 

to operate which constitutes the acceptance or opposition towards business 

activities in society (Morrison, 2014). Legitimacy can therefore be perceived as a 

resource, which businesses require in order to operate. Legitimacy is therefore 

highly relevant to analyse when examining how private participants to PPPs are 

claiming their role as global governance actors of women’s empowerment.  

According to Max Weber (1947) legitimacy is relative. It is based on the 

relationship between the characteristics of a ruler and the expectation of its 

followers (ibid.). Thus, an institution perceived to be legitimate contributes to 

the follower’s definition of interests (Hurd, 1999). According to Hurd (1995: 5) 

legitimacy is “a subjective quality, relational between actor and institution in 

question”. The legitimacy of PPPs is therefore not absolute, but varying in 

according to the perspective of those assessing it. Legitimacy is closely linked to 

the concept of authority, as the concept combines the ideas of power and 

legitimacy (Hurd, 1999). When an actor perceives an organization as legitimate, 

the organization is in a position of power over the actor, not coercive power, but 

rather power in the broader sense of authority. Thus the concept of power 

changes when it is exercised within structures of legitimacy and the two 

concepts of power and legitimacy come together in the idea of authority (Hurd, 

1999: 401).  

 

Previous studies on private sector involvement in women’s empowerment 

programmes have analysed the democratic legitimacy of governance institutions 

(Bexell and Mörth, 2010; Bexell, 2010; Bexell, 2014; Grant and Keohane, 2005; 
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Keohane, 2011; Fraser, 2009; Grosser, 2015). These studies are normative since 

they evaluate activities of an organization against norms and values of 

democracy such as accountability, transparency, inclusion, deliberation etc. 

(Bäckstrand, 2010; Bexell, 2010; Bexell and Mörth, 2010; Bexell, 2014). 

However, this thesis analyses how corporations through PPPs are strategically 

pursuing legitimate governors roles of women’s empowerment, and hence how 

the corporations are believed to have the right to rule.  Legitimacy is 

consequently: 

“A generalized perception or assumption that the actions of an entity are 

desirable, proper or appropriate within some socially constructed system of 

norms, values, beliefs and definitions” (Suchman, 1995; p. 574).  

Legitimation is therefore a process and a dynamic relationship between the actor 

claiming legitimacy and the audience (Bernstein, 2011; Black, 2008).  

 

This thesis is however critically aware of the theoretical limitation and the 

problem of legitimacy, as the theory has been used fairly loosely (Brinkerhoff, 

2005). However, the failure to adequately define the theory has been identified 

by Suchman (1995) who observes that: “Many researchers employ the term 

legitimacy, but few define it” (Suchman, 1995: 572). This analysis meets the 

criticism of legitimacy theory in applying Suchman’s theoretical framework.   

Building upon Weber (1947) and Parson (1956), Suchman (1995) describes 

legitimacy as conformity to a set of socially derived rules and relates legitimacy 

to three conceptual strands: Pragmatic, cognitive and moral legitimacy. While 

these strands may overlap in areas of interest, it is argued that the legitimation 

strategies operate in different logics (Thornton and Ocasio, 1999). This typology 

serves as a useful framework to situate the PPPs CSR agenda in their legitimation 

strategy.   

 

Pragmatic legitimacy relates to the self-interested benefits of an organisation 

and is gained by meeting the interests of its stakeholders (Suchman, 1995). 

Legitimacy is in this approach derived from economic benefits for both 

stakeholders and managers through the corporate activities (McWilliams and 

Siegel, 2001). Legitimacy as the license to operate is secured if benefits are 
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maximized for both organisations and stakeholders (Palazzo and Scherer, 2006). 

This benefit can be achieved in a number of ways including stakeholder 

management or strategic ‘manipulation’ of perceptions (ibid.). This view 

endorses an apolitical role for corporation and a managerialist view of 

corporation-society relations (Suchman, 1995). Pragmatic legitimacy is therefore 

linked to the economic interests in gender and to the business case for women’s 

empowerment. 

 

Cognitive legitimacy is achieved when an organization pursue activities that are 

aligned with broader social understandings of what is appropriate and desirable 

(Suchman, 1995). Cognitive legitimacy relates to the societal structures through 

which shared norms, values and beliefs are derived (Suchman, 1995; Scott, 

1995). The societal rules govern the conceptions of appropriate behaviour 

(Matten and Moon, 2008) and thus legitimacy is constructed when an 

organisation adapts the norms, values, belies and conforms to the societal rules.  

 

Moral legitimacy relates to the organisations’ activities and moral judgements 

rather than self-interest (Suchman, 1995). Moral legitimacy is maintained or 

gained through reflecting acceptable and desirable norms, standards and values 

(ibid.). An established body of CSR research has examined the attitudes towards 

the appropriate thing do to in legitimacy contexts (Thomas and Lamm, 2012), 

particularly in controversial industries, such as in the extraction industry 

(Claasen and Roloff, 2012). These studies propose that moral legitimacy is 

constructed through communicative means and organisation-stakeholder 

engagement (Inauen et. al., 2011), where the management of moral legitimacy is 

perceived as deliberative communication through persuasion using rational 

arguments (Palazzo and Scherer, 2006).  

 

3.2. LEGITIMATION STRATEGIES 

 

Two theoretical perspectives have described the management of legitimacy: 

Strategic theories (Ashforth and Gibbs, 1990; Dowling and Pfeffer, 1975) and 
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institutional theories (Dimaggio and Powell, 1983, 1991; Meyer and Rowan, 

1977).  

 

Firstly, in the field of strategic organisational studies, Dowling and Pfeffer (1975) 

perceive the process of legitimation as a result of active decision-making 

initiated by the organizations themselves. This means that organizations are 

actively establishing congruence between their social values, explicit or implicit 

through their activities, and the norms of acceptable behaviour in society (ibid.).  

Legitimacy is thus perceived as the congruence of the organization’s values with 

the prevalent norms and accepted behaviour of society. Legitimacy rests in the 

“organization’s ability to instrumentally manipulate and deploy evocative symbols 

in order to gain societal support” (Suchman, 1995: 572). According to Ashforth 

and Gibbs (1990) this means that legitimation is a calculated activity and 

organizations are perceived legitimate when meeting the social expectations 

from society. In this thesis, this means that the PPPs create an alignment 

between their objective, the CSR agenda and the societal expectations to 

legitimate themselves as global governance actors.  

 

Secondly, turning to institutional theory organisations will seek conformity with 

already established and legitimated organisations and institutions and produce 

legitimacy through external factors (Meyer and Rowan, 1991). Meyer and Rowan 

(1991) argue that incorporating legitimated institutions will make the 

organization adhere to the prescribed norms in an institutional environment. 

While this argument fits well with the organizational strategic study of 

legitimacy deriving from socially and normatively acceptable behaviour, the 

legitimating factor in the institutional view should be found in the idea that the 

formal structure is socially and normatively acceptable. Legitimacy is thus 

derived from maintaining normative and widely endorsed organizational 

characteristics (DiMaggio and Powell, 1983).  

The two approaches to legitimacy differ in the extent to whether the pursuit of 

legitimacy derive from external societal pressures from the institutionalized 

environment, or from strategic interests on the part of the organizational actors 

(Brinkerhoff, 2005). However, the perspectives converge in seeing legitimation 
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as a way of meeting and conforming to expectations, to become accepted and 

valued as an organization.  

 

The aim of this thesis is to analyse how corporations through PPPs for women’s 

empowerment are legitimizing their rationale and objective, i.e. how 

corporations are established as legitimate governance actors. This argument 

rests on two assumptions:  

First, that it is possible to manage or construct legitimacy through strategic 

action. Second, that those strategies interact with norm structures of society.  

In terms of the first assumption, Schouten and Glasbergen (2011) have 

researched the emergence of legitimacy in private governance initiatives. They 

emphasize that private governance initiatives can legitimize themselves by 

adopting already accepted rules and standards, or raise support for the initiative 

through justificatory discourses (Schouten and Glasbergen, 2011). Similarly, 

Quack (2010) argues that transnational governance schemes can make use of 

rhetorical legitimation, and Black (2008) find that regulators can construct 

legitimacy trough communication.  

Regarding the second assumption, the legitimation strategies can interact with 

the normative structure of society (Suchman, 1995; Bernstein and Cashore, 

2007). According to Bernstein (2011) the social structure “define appropriate 

and inappropriate courses of action, legitimate and delegitimate institutional 

forms, and create a context in which cost-benefit analysis occurs” (Bernstein, 

2011: p. 25).  The basis of what is perceived appropriate will thus make the 

objective of the initiatives understandable and be justified to the relevant 

audience in society (Bernstein and Cashore, 2007).  

 

This thesis analyses how private corporations involved in partnerships for 

women’s empowerment are striving to construct their legitimacy and portray 

the women they are to govern in the legitimizing process. When combined with 

theoretical insights from global governance theory, legitimacy is highly central to 

this thesis as the concept serves as a mechanism to understand how the 

corporations’ initiatives and PPPs become accepted as a relevant alternative to 

government policy (Glasbergen, 2007).  Legitimacy is analysed through both 
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strategic and institutional perspectives. The strategic perspective will examine 

legitimacy on a micro-level in analysing the organizational, firm specific and 

strategic approaches to women’s empowerment and the institutional 

perspective will examine legitimizing strategies in a broader societal macro-level 

in analysing how the organisational structures are gaining acceptance from 

society.  
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_____________________________________________________________________________________________ 

4.0 METHODOLOGICAL CONSIDERATIONS 
_____________________________________________________________________________________________ 
 

The thesis is limited by the ability of the analyst, who is interpreting an already 

interpreted social world. The researcher will draw conclusions based on context 

and experience, both of which are influenced by interpretations of meanings. 

This may lead to an inaccurate understanding of the object of analysis, but it is an 

inherent limit of constructivist research in social science (Guzzini, 2000).  

The analysis will be limited by the researchers own judgement, which will lead 

to subjectivity if not bias. However, the analysis in this thesis does not intend to 

be positivistic, rather it acknowledges the limitations in its scope, as well as the 

constraints of the qualitative research applied to a case study. 

 
4.1 PHILOSOPHY OF SCIENCE 

 
 
When a researcher is generating and interpreting data to answer a certain 

research question about understanding what other actors are doing and saying, 

the researcher will inevitably take in theoretical concerns about what is 

knowledge, ontology, epistemology and how can it be justified (Schwandt, 2000). 

For that reason, the philosophical foundation of this thesis is presented to create 

an understanding for the author’s prerequisite assumptions.  

This thesis applies a constructivist approach to study the legitimacy of corporate 

engagement in public-private partnerships for women’s empowerment. 

According to Neuman (2011), constructivism is based on the interpretative and 

hermeneutical understanding of science. Within this approach to social science, 

human action cannot be understood without interpretation, i.e. by 

understanding the meaning given to it (Guzzini, 2000).  

This thesis adopts a social constructivist ontology and interpretivist 

epistemology to explore the discursive use of language in constructing legitimacy 

(Potter, 2003). Thus, the discourse analysis will not seek to uncover an objective 

reality, but examines how reality is produced through processes in which 

discourse is both constructed and constructive (Potter and Wetherell, 2001).  
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The following will frame the ontological and epistemological considerations 

applied in this thesis.  

 

4.1.2. Ontology 

 

Ontology “concerns the issue of what exists, or the fundamental nature of reality” 

(Neuman, 2011: 91). Ontology relates to the question of whether there is a 

reality external to social actors and thus whether there is a world independently 

of these actors’ knowledge and interpretations of it (Neuman, 2011).  

Constructivism emphasizes the social construction of reality where the actors 

“intentionally create social reality with their purposeful actions of interacting as 

social beings”(Neuman, 2011; 102). This means that the social reality is how the 

actors perceive it to be and thus it exists as these actors experience it and assign 

it meaning (ibid.). In this sense, knowledge of reality is socially constructed. 

Critics of constructivism point to an existing reality beyond the socially 

constructed one. However, adopting a constructivist approach does not imply a 

denial of an existing phenomenal world independent of thought or observation, 

with facts or materials that do not exist (Latour, 1990). Rather, constructivism is 

ontologically focusing on the construction of social realities and thus the socially 

meaningful object will become the result of an interpretive construction of the 

world (Guzzini, 2000). Hence constructivism seeks to understand how the 

existing world is interpreted through the social world.  This approach is 

fundamentally different from positivism, which regards reality as external to 

actors and therefore waits to be discovered by observers (Neuman, 2011).  

  

Social constructivism understands knowledge as a human construct. Knowledge 

is therefore not something that can be found, but it is constructed to make sense 

of the world (Schwandt, 2000). Thus, knowledge is not constructed from scratch, 

but always have a backdrop of shared understandings, cultures, practices and 

language, which will create the cognitive foundation for the knowledge 

construction (ibid.).  The world may exist distinct from human thought, but how 

we make sense of the world is socially constructed, hence norms and behaviours 

are established and changed over time (Berger and Luckmann, 1966). An 
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important element of social constructivism is language, which is seen as an 

enabler for creasing knowledge as “we are self-interpreting beings and that 

language constitutes this being” (Schwandt, 2000: 198). 

 

This thesis takes a constructivist standpoint, and will understand the corporate 

engagement in PPPs for women’s empowerment as being a part of the social 

reality where people are interacting with overlapping social groupings, which 

create structures of meaning through their interactions (Klotz and Lynch, 2007). 

This means that norms about legitimate actors and women’s empowerment are 

establishing a frame of reference against which actors compare and understand 

the phenomena.  

 

4.1.3 Epistemology 

 

Epistemology “concerns the questions of what is (or should be) regarded as 

acceptable knowledge in a discipline” (Bryman, 2008: 13). Epistemology 

emphasizes what is needed in order to produce knowledge and what scientific 

knowledge look like once produced (Neuman, 2011). This thesis is 

epistemologically interpretive since this notion contends that the aim of social 

science is to understand human action. An interpretive approach focuses on 

understanding human actions, and as to understand a social action one must 

understand the meanings that constitute this action.  Thus, knowledge acquires 

meaning through interpretation (Abbott, 2004).  

One cannot understand behaviours or meanings without grasping how those 

involved interpret the world.  

This thesis is thus epistemologically interpretive as it focuses on legitimacy, 

which is based on a generalized perception that an actor is behaving 

appropriately and thus has the authority to rule (Bexell, 2010).  This is closely 

linked to the ontological level because legitimacy is seen as a shared structure of 

meaning (Searle, 2005).  
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4.2. DATA SELECTION 

 

The methodology of this thesis is a case study analysis, where “a phenomenon or 

an event, chosen, conceptualized and analysed empirically as a manifestation of a 

broader class of phenomena or events” (Venneson, 2008: p. 226). According to Yin 

(1994), case study research is a comprehensive strategy. It implies empirical 

investigation as well as evaluation of theoretical explanations (Venneson, 2008). 

Selecting the cases as data for the analysis involves a distinction between case 

topic and case context (Yin, 1994). Out of various cases of corporate 

participation in PPPs for development, this analysis investigates corporate 

engagement in women’s empowerment through PPPs. The partnerships in focus 

are those involving market actors and traditional development bodies, which are 

engaged with women in developing countries. Thus the partnerships are 

analysed as hybrid governance arrangements involving traditional development 

agents and new actors, where the corporate side is this thesis’ analytical focus. 

The cases were selected on 

the background of Appendix 

A, which charts some of the 

largest private engagements 

for women’s empowerment. 

The cases were selected on 

their similar objectives of 

women’s empowerment, but 

also in their different 

characteristics of the 

partners as demonstrated in 

table 2: One is a partnership 

between a private 

corporation and the UN, 

which is arguably the most traditional development actor in the sector, 

mandated by its 193 member countries (UN, 2016). The other case is a private 

corporation partnering with CARE, a large NGO, which have made women’s 

empowerment one of their top six priorities (CARE, 2016).  



 

CHARLOTTE SØLLING 
MASTER’S  THESIS 
MAY, 2016 

29 

 

CARE was furthermore selected on their experience with private sector 

collaboration, which was reflected in Appendix A, where CARE was the most 

frequently mentioned partner for private sector engagement in women’s 

empowerment (See Appendix A). The two cases serve to examine whether the 

legitimization strategies differ according to the partners involved. The thesis 

applies a single case study with two units of analysis: Coca-Colas’s “5by20” 

initiative in partnership with UN Women, and H&M Foundation partnering with 

CARE on the “Strengthening Women” initiative. By applying a single case study 

with more than one unit of analysis, this analysis uses an embedded case study 

design (Yin, 1994: 41). This design was chosen because it allows for in-depth 

understanding of the context of PPPs for women’s empowerment and the 

perspective of global governance actors in legitimizing their rationale and 

objective. Furthermore the two cases are capturing the conditions for a typical 

private approach in partnering for women’s empowerment, since both UN 

Women and CARE have several experiences with private sector collaboration 

(UN Women, 2016; CARE 2016A). Finally, the embedded case study design was 

chosen out of consideration for the scope of the thesis, time and resources 

available for the current research. Yin (1994) emphasizes that a multiple-case 

study design could be considered more compelling, however it will “require 

extensive resources and time beyond the means of a single student” (Yin, 1994: 45).  

One of the limitations associated with an embedded case study design is that the 

research “focuses only on the subunit level and fails to return to the larger unit of 

analysis” (Yin, 1994: 44). This thesis moves beyond this criticism by analysing 

legitimacy on a societal macro-level through institutional theory and discusses 

the analytical findings to ensure that the case study is abstracted to a broader 

level of analysis.  

 

4.3. DATA DESCRIPTION: CASES 

 

“Strengthening Women” 

In 2014 H&M Conscious Foundation and CARE launched a three-year 

partnership to empower women at the base of the pyramid (CARE, 2014).  The 
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partnership is part of the H&M Conscious Foundation’s three focus areas derived 

from the UN Millennium Development Goals (H&M, 2016A). The focus areas 

were chosen by H&M customers and employees through an online voting system 

in 2013 (H&M, 2014: 109). The purpose of the partnership is to empower 100 

000 women by providing access to “tools, knowledge, skills and/or seed capital to 

start or to expand their enterprise” (H&M, 2016A), in order to raise awareness 

and to develop a global report on women’s potential by 2017(ibid.).  

 

“5by20” 

In 2014 Coca-Cola and UN Women announced a partnership to promote the 

advancement and empowerment of women (UN Women, 2014). The partnership 

is part of The Coca-Cola Company’s own 5by20 initiative, which aims to 

empower 5 million women across the company’s value chain by 2020 (Coca-

Cola, 2016A). The focus of the partnership is women entrepreneurs and the most 

common barriers women face when trying to succeed in the marketplace (ibid).  

The initiative is to provide access to business skills, training courses, financial 

services and connections to mentors (Coca-Cola, 2016A). The partnership is 

furthermore to strengthen the business aspect of UN Women’s programmes in 

Egypt, Brazil and South Africa (UN Women, 2016A).  

 

4.4 DATA COLLECTION 

 

In order to answer the research question on how corporations engaged in PPPs 

for women’s empowerment are legitimating themselves as global governance 

actors and how they portray the women they are to govern, the analysis 

qualitatively examines the corporate produced and published materials such as 

sustainability reports and website material through a critical discourse analysis. 

The materials are categorized under different topics, for example: about the 

corporations, about the initiatives examples of work, examples of success stories, 

reports, social media material and other material which can be found in 

Appendix B and is referred to as ‘materials’.  

The materials form the basis of this thesis’ analysis.  The materials can, as Rod 

Watson (1998) argues, have a both reflexive and a conceptual component, which 
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predispose readers with a certain interpretation, whilst the readers may actively 

interpret the texts. According to Watson the text mediates both social action and 

social organization, where the organization becomes a product of the action 

(ibid.). The text and artefacts therefore have an ordering function as they 

“…instruct us how to see the world, how to differentiate the parts within it, and 

thereby provides the means by which we can engage the world” (Prior, 1998: 67). 

This means that the text forms the basis of how the corporations are legitimizing 

themselves and their objective - women. The corporations’ own materials 

therefore form the empirical basis of the analysis.  The materials are analysed as 

they emphasize how communication not only serves to express the actors’ 

interests or normative values, but also persuade others of the necessity and 

appropriateness of a given course of action (Schmidt, 2008).  

 

Several of the text sections are repeated in the materials, so to achieve the most 

varying empirical data, the data collection will be broad. The data therefore 

consist of a set of extensive media materials produced by the corporations on 

their webpages and publicly available material such as booklets, videos and 

social media. At the same time, this thesis limits its scope to only study the 

publicly available material produced by the partnerships themselves. This is 

important, as the focus of analysis is the self-legitimizing process of the 

corporations, which therefore not includes any external material such as articles 

describing the partnerships or alike. However, as the corporate materials are 

referring to other media, this material is taken into account in analysing their 

legitimation effect. The thesis is further limited the empirical data to publicly 

available material on April 15th 2016 when the data collection and data analysis 

began.  

 

4.5 DATA ANALYSIS 

  

This thesis analyses the collected data through a discourse analysis to answer 

how the corporations are establishing their legitimacy and rationale through 

discourses, but also how they portray and construct women during this 

discursive process. The analysis of discourses emphasize how knowledges are 
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socially constructed and communicated in terms of truths (Carabine, 2001).  

Hence, discourses are specifying the construction of knowledge in deciding on 

what counts as knowledge and how truth is communicated (ibid.). This 

conception is highly relevant for this thesis when analysing the corporate 

communication as attempts at enhancing legitimacy as global governance actors.  

 

The discursive analysis considers the role of language in the social construction 

of the world (Taylor et. al., 2001). Therefore discourse is not just reflecting, but 

builds perceptions of realities. Hardy and Philip (2002) emphasize that discourse 

analysis contributes to the understanding of how language constructs a 

phenomenon, not how it reflects or reveals an objective reality:  

“Whereas other qualitative methodologies work to understand and 

interpret social reality as it exists, discourse analysis endeavours to uncover 

the way in which it is produced” (Hardy and Philip, 2002: 6).  

A key contribution of discourse theory is the ability to examine how language 

affects legitimation, and how legitimacy might be produced through 

communicative processes. Particular language might produce legitimacy, which 

calls for investigations through discursive perspectives.  

 

However, discourses are not produced without context, and cannot be 

understood without taking the context into consideration (Chalaby, 1996). 

Therefore the analysis considers not only how context is important in the 

construction of text (Fairclough, 1992), but also how it is affected by and in turn 

affects the context (Hardy and Philips, 2002; Hardy et. al., 2006).  

 

Applying Fairclough’s critical discourse analysis framework is relevant for the 

analysis as it provides an opportunity to emphasize the constituent and 

constituted by both organizations and context (Fairclough, 1992). This 

framework is highly related to the social constructivist ontology and its view on 

mutually influencing factors, where the articulation of an issue can create and 

maintain certain social trends and normative truths in society (ibid.). The 

dialectic relationship between discourses and society can maintain a 

reproduction of already established social practices, while the discourse is 
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shaping this practice (ibid.).  Fairclough (1992) therefore suggests three levels of 

analysis: textual, discursive and social practice. 

 

However, this thesis is aware of the critical perspective of critical discourse 

analysis. Widdowson (1996) has criticised critical discourse analysis for the 

broad nature of the interpretative event where the text may be analysed through 

already intended meaning. In the same vein the analytical method has been 

criticised for being tangled and the use of concepts and categories may seem 

inconsistent, which does not encourage the production of systematic theory 

(ibid.; Toolan, 1997; Stubbs, 1997). 

 Toolan (1997) and Stubbs (1997) centre their arguments on the idea that 

critical discourse analysis fails to approach text systematically.  

Furthermore, Verschueren (2001) criticises the critical discourse analysis for 

isolating single texts for analysis, without placing them in a social or intertextual 

context within which they normally would be read. Hammersley (1997) 

criticises the concept of focusing on language and communication, where 

researchers fail to integrate context in the analytical framework. This thesis 

acknowledges the criticism of the methodological choice and seeks to meet the 

raised concerns by explicitly explaining the epistemological underpinning of the 

thesis. Furthermore this thesis explains the different levels of analysis and 

integrates the context of the analytical framework by interdisciplinary draw on 

institutional theory.   

 

The dialectic relationship between the three levels of critical discourse analysis 

implies that when one level of analysis is examined, it may also address other 

levels of analysis. However, the different levels of analysis in the three-

dimensional model represent different segments of analysis (Fairclough, 1992), 

and are therefore separated in the thesis to meet the criticism of the 

methodological choice and make the analysis more transparent to the reader. 
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4.5.1 Textual practice 

 

The purpose of the textual dimension is to conduct a textual analysis by linguistic 

principles (Fairclough, 1992). According to Fairclough (1992) the text should be 

perceived as a product, which is constructed when realities are designated and 

given meaning. Textual analysis should thus be understood in relation to social 

and discursive practices in order to create meaning of the discourses (ibid). In 

this thesis the textual analysis specifies the various linguistic instruments 

applied to construct the legitimating discourses in the corporate material. The 

textual dimension therefore focuses on vocabulary and grammar and how 

corporations construct meanings. The textual analysis should therefore be 

understood as a product, which is determined to make sense of the legitimation 

of the corporations as global governance actors.  

 

The analysis of the applied vocabulary and grammar in the corporate material 

will emphasize the articulation of certain words and areas of interests, which 

serves as legitimating tools. The textual practice analysis specifically answers the 

research question by examining how the corporations are describing themselves 

and their actions through their grammatical choices. Furthermore the textual 

level analyses how the corporations are portraying their commitment to 

women’s empowerment by applying modality in using verbs to show markers of 

affect or interrogative sentences in the materials. The textual practice examines 

how the corporations are portraying the women they are to govern through 

constructing meaningful sentences and create relational textual processes 

between themselves and women in developing countries. The textual analysis 

therefore analyses how the language serves as an active legitimation tool.  

 

4.5.2 Discursive practice 

 

The discursive practice evolves around the processes of production, distribution 

and interpretation of text (Fairclough, 1992). Articulating a certain issue is an 

expression of discursive practice where an actor through articulation indicates 

how it perceives, interprets and constructs reality (ibid.). The discursive practice 
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emphasizes on what basis an actor articulates a certain text. Furthermore, the 

study of distribution and interpretation of text emphasizes the social context and 

purpose of communication (Fairclough, 1992). This thesis uses the discursive 

practice to understand how corporations are legitimating themselves as global 

governance actors by articulating certain interpretations and involvements in 

women’s empowerment. The discursive analysis specifically analyses how the 

corporations are portraying their engagement, their approach to women’s 

empowerment and how they are portraying the empowering initiatives.   

 

This analysis examines the intertextuality of the corporate material, which is the 

texts ability to refer directly or indirectly to other texts, and thereby accesses 

some constituent structures in the material.  This analysis stresses the 

distinction between the manifestation of intertextuality, which is directly 

drawing on other texts and interdiscursivity that occurs when a text refers to 

other discourses, which influence the production of text. The discursive practice 

analysis examines the coherence of the text and interprets the possibility to 

construct a balance of the text (Fairclough, 1992). This does not imply an 

analysis of a classical logical coherence, but rather an analysis of how the text 

creates subject positions, which the interpretive actor can relate to (ibid.). The 

important point in the analysis of coherence is that the text only makes sense to 

those who give meaning to it (Fairclough, 1992). The text will therefore typically 

be designed to give meaning to others in the same discourse or directly aimed to 

an audience. By this means, the analysis examines the construction of women 

who are to be governed by the partnerships.  

 

4.5.3 Social practice 

 

Fairclough describes social practice as non-discursive, however social structures 

and practises are embedded in discourses (Fairclough, 1992). Social practice 

thus influences how reality is constructed through its articulation in discursive 

practice. Turning this notion around, articulation through discursive practice 

further has a constituent affect on social structures. This displays the dialectical 

relationship between discursive practice and social practice (Fairclough, 1992: 
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64). The social practice level of analysis can be described as the contextualisation 

of the two other dimensions in the model (Jørgensen and Philips, 1999).  

 

Critical discourse analysis does not see the textual dimension on its own as 

adequate discourse analysis, since it fails to understand the relationship between 

text and social structures (Fairclough, 1992). This requires an interdisciplinary 

perspective combining textual and social analysis to discourse analysis.  The 

purpose of drawing on a social practice analysis is to understand how discourses 

are shaped by social structures (Jørgensen and Philips, 1999).  

The social practice level of analysis is not fully discursive and involves non-

discursive elements (Fairclough, 1992). Jørgensen and Philips (1999) argue that 

social practice analysis cannot be grasped by discourse analysis alone, hence it is 

appropriate to include other relevant theory.  

 

To complement the discursive analysis, an institutional analysis is applied to 

reveal external factors, which influence discursive practice and text. Institutional 

theory emphasizes the influences of the environment surrounding organizations 

and how it shapes their organizational behaviour (Scott, 1995). Applying an 

institutional framework to analyse the social practice, deepens the 

understanding of the institutional legitimacy of corporate engagement in PPPs.  

This builds on the organisational alignment with societal institutions, 

expectations and norms (DiMaggio and Powell, 1991; Oliver 1991). Institutional 

theory is applied according to the ontology of the thesis as:  

“Institutional theorists emphasize the extent to which the world is a product 

of our ideas and conceptions – the socially created and validated meaning 

that define social reality” (Scott, 1995: p. 163).  

The analysis is be based on a neo-institutional perspective, which focuses on the 

interaction between institutions and organizations (DiMaggio and Powell, 1991). 

Analytically, it is highly interesting to identify the institutional notions, which 

influence the legitimation of corporations, as the analysis examines both the 

strategic and institutional legitimacy. According to Meyer and Rowan (1977) 

organizations are subject to ideas and expectations from society on what is 

understood as appropriate behaviour in order to be perceived as legitimate 
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actors. These can be rationales that organizations refer to as a basis for certain 

actions, which are generally accepted or standardized solutions (Meyer and 

Rowan, 1977). Here, the institutional perspective is applied to analyse the 

implicit and obvious structures that affect the corporate of women’s 

empowerment as well as highlight what rationales appear to be legitimate in 

society. In doing so the corporations are recreating institutionalized perceptions 

of society, resulting in a homogenization of responses to institutions known as 

isomorphism (Meyer and Rowan, 1977; DiMaggio and Powell, 1983). An 

isomorphic perspective of the social practice analysis serves to highlight the 

institutional preconditions, which are perceived legitimate and therefore are 

influencing the corporate articulation of women’s empowerment in order to 

appear legitimate as global governance actors.  

 

A discourse-institutional approach can be complementary in accounting for both 

discursive and non-discursive aspects of legitimation. The non-discursive 

elements are considered to have a shaping effect on organizational behaviour in 

order to appear legitimate to its environment, whereas the discursive and textual 

aspects of communication can have a strategic effect on how the corporations 

appear legitimate. Therefore the institutional theory and social practice analysis 

complement one another as the discourses and institutional theory seek to 

discover the representation of meanings and knowledges about the perception of 

the world and context, and thereby also how the corporations are legitimizing 

themselves as global governors of women’s empowerment against 

institutionalized rationales in society. 

 

4.6 QUALITY OF THE RESEARCH: VALIDITY AND RELIABILITY  

 

The concepts of validity and reliability are applied to establish the quality of the 

research (Yin, 1994).  It is important to emphasize, that in relation to the social 

constructivist ontology of the thesis, the purpose is not to analyse a universal 

and objective truth about the analytical subject (Alvesson and Deetz, 2000). The 

main purpose of the analysis is therefore not to investigate whether the 

partnerships for women’s empowerment are legitimate or not, but rather to 
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create a more profound understanding of the circumstances under which the 

corporate engagement in the partnerships can be considered legitimate and thus 

the conditions for creating legitimacy. The analysis is therefore not directed 

towards statistical generalization, but towards analytical generalization (Kvale, 

1997). The analytical findings can therefore be seen as temporary structures that 

are open for additional perspectives (Jørgensen and Philip, 1999), or as an 

opportunity to question the discursive truths, by analysing how communication 

in a particular discursive vein is related to specific notions of acceptability and 

legitimacy (Suchman, 1995).  

In continuation of ensuring the quality of the research, Yin (2008) provides four 

criteria as: 

“They are intended to make the process as explicit as possible, so that the 

final results – the data that have been collected – reflect a concern for 

construct validity and for reliability, thereby becoming worthy of further 

analysis” (Yin, 2008: p. 124).   

 

The first criterion is to provide validity to the data collection, where Yin (2008) 

recommends a broad set of sources. The thesis is collecting a broad set of 

publicly available empirical data in the form of documents, booklets, videos, 

webpage-text and social media referred to as materials, which is further 

described in Appendix B. The broad set of data is to provide a more holistic 

picture of the legitimation process and to refine the analysis.  

 

The second criterion is to create internal validity of the analysis by explicitly 

follow a rigorous method (Yin, 2008).  The thesis applies Fairclough’s three-

dimensional model for critical discourse analysis with input from institutional 

theory. The model of analysis is followed thoroughly and although the different 

levels of analysis are mutually connected, the levels are analysed separately to 

make the analysis more transparent.  

 

The third criterion is external validity, where Yin (2008) addresses the 

generalizability of case studies.  Here, it is important to explicate the theoretical 

and methodological approach of the case study (ibid.). The literature review, 
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theoretical grounding and methodological approach are described thoroughly to 

increase the generalizability of the thesis. In addition, the analysis is limited to 

the corporate side of PPPs for women’s empowerment, which opens for the 

opportunity to relate the analytical findings to other corporate engagements in 

women’s empowerment.  

 

The fourth and final criterion is reliability, which is achieved by documenting the 

procedures and methods: “The general way of approaching the reliability problem 

is to make as many steps as operational as possible and to conduct research as if 

someone were always looking over your shoulder” (Yin, 2008: 45). The 

methodological approach has been described to ensure a high level of reliability. 

However, from a social constructivist standpoint, reliability is difficult to 

establish, since the contextual standards make it difficult to truly replicate a 

study (Bryman, 2008). Still, this thesis sought to minimize errors and biases 

through careful documentation of analytical procedures and transparency 

throughout the research process. Furthermore, this thesis has described the 

epistemological standpoint and methodological approach and their implications 

to the research, to create visibility in regards of pre-existing assumptions. The 

sources of data is linked in the bibliography list, and the data is cited correctly 

and further described in Appendix B in order for readers to look up the data and 

validate the choices and interpretations of the analysis.  
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_____________________________________________________________________________________________ 

5.0. ANALYSIS AND FINDINGS 
_____________________________________________________________________________________________ 
 

“Legitimacy is a generalized perception or assumption that  

the actions of an entity are desirable, proper, or 

 appropriate within some socially constructed 

 system of norms, values, beliefs and definition” 

 (Suchman, 1995: 574).  

 

The analysis examines the ambiguity and scope of the linguistic and discursive 

means in the corporate materials in order to analyse how the corporations 

legitimize their role as global governance actors of women’s empowerment and 

how the concept of women’s empowerment is framed for legitimating purposes. 

The discourses aim to appeal to Coca Cola and H&M’s respective audiences and 

legitimize their objectives by constructing the social reality of the firm. 

The analysis draws on Suchman’s three pillars of legitimacy (Suchman, 1995), 

instructed by Fairclough’s critical discursive framework (Fairclough, 2001).  

The three different levels and approaches draw on discourses that are 

intertwined and often linked to one another. The discourses are not distinctive 

and separate analytical elements in themselves; they overlap and may be 

exhibited simultaneously in a single sentence or paragraph. However, for 

analytical purposes they are discussed separately to provide a transparent 

analysis. 

 

5.1 TEXTUAL PRACTICE 

 

The first dimension of the analysis, textual practice, is represented by the 

materials and its linguistic functions. The textual practice is defined by the 

various forms of mediated communication and its grammatical functions. The 

textual practice analysis examines how the corporations are constructing 

meanings through textual and linguistic functions and how reality can be 

understood by the choice of words and grammatical resources. Fairclough has 
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found inspiration in the work of Halliday (1978) when stating: “texts 

simultaneously represent aspect of the world (the physical world, the social world, 

the mental world); enact social relations between participants in social events and 

the attitudes, desires, and values of participants; and coherently, and cohesively 

connect parts of text together and connect text with their situational contexts” 

(Halliday, 1978, cited in Fairclough, 2003: 27).  

Therefore, the text is creating meaning among different elements of text, by 

placing terminologies in relations to one other (Fairclough, 2003). The textual 

practice analysis is highly important to the thesis, as the corporations are 

expressing their interpretations of their context and how they understand 

themselves in through their materials and linguistic acts of communicating.  

To answer the research question, the textual analysis examines how the 

corporations are describing themselves, their actions and the women they are to 

govern in the legitimating process. 

Firstly, the analysis specifically examines how the corporations are describing 

themselves and their actions on women’s empowerment through grammatical 

choices that enact their interpersonal relations with the audience. Secondly, the 

next section analyses how the corporations are portraying their commitment to 

women’s empowerment. Finally the textual level analyses how the corporations 

are portraying the women they are to govern through sentences that create 

relations between themselves and women in developing countries.  

 

Describing themselves and their actions 

The section of analysis specifically examines how the corporations are 

describing themselves and their actions through grammatical choices that enact 

their interpersonal relations with their audience.  

 

Both of the corporations use the personal pronoun “we” in substituting their 

corporate names: “Coca-Cola” and “H&M” as illustrated in Table 3. The use of 

personal pronouns can serve as a linguistic function to construct an 

interpersonal relationship between the corporations and their audiences.  
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Table 3. Personal pronouns in sustainability reports 

(Coca-Cola, 2016B and H&M, 2015B).  

 

Company Personal pronoun: We Corporate name Percentual 

difference 

Coca-Cola The personal pronoun 

“We” was mentioned:  

557 times on 69 pages 

The corporate name “Coca-

Cola” was mentioned:  

232 on 69 pages 

The personal pronoun 

was mentioned 240% 

more than the 

corporate name.  

H&M The personal pronoun 

“We” was mentioned:  

875 times on 130 pages 

The corporate name “H&M” 

was mentioned: 

249 times on 130 pages.  

The personal pronoun 

was mentioned 351% 

more than the 

corporate name. 

 

A closer examination of the use of personal pronouns reveals that pronouns are 

applied when the corporations are making statements about the corporate 

initiatives and their perspective on women’s empowerment. This can be derived 

throughout the materials and in headlines such as: 

 “5by20: What we’re doing” (Coca-Cola, 2016A). 

 “5by20: How we’re doing this” (Coca-Cola, 2016D). 

 “How we work with sustainability” (H&M, 2015A: 73). 

The use of personal pronouns makes explicit references to the corporations in a 

way that involves the audience in the text. According to Hyland and Tse (2004) 

the use of personal pronouns fosters interaction between the writer and the 

audience. Furthermore Breeze (2013: 40) elaborates on the use of personal 

pronouns in obscuring the speaker’s identity: ”blurring of identities is a strategy 

through which the writer both signals solidarity with readers and attempts to 

involve them in the corporate agenda”.  

The application of personal pronouns becomes a strategy to achieve solidarity 

and affiliation between the corporations and their audiences, when presenting 

the empowerment initiatives. By involving the audience in the corporate agenda 

of social responsibilities, the corporations are seeking to gain support and 

thereby legitimacy from their stakeholders.  

 

Furthermore the modality of personal pronouns is subjectively marked. This 

means that the statements and claims are attributed to the corporations rather 
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than an abstract actor. By using personal pronouns in relations to their actions 

and achievements in stating, “how we are” or “how we work” with women’s 

empowerment, the corporations are taking and gain responsibility for the 

empowering accomplishments. This leads to both pragmatic legitimacy, in 

achieving certain targets and goals, and moral legitimacy in undertaking social 

responsibilities.  

 

The content of the material serves as an example of self-narrative identity 

creation. In contrast to the use of personal pronouns the sustainability reports 

contain a chapter about the corporations, which is narrated in the third-person 

form. This makes the section appear as if it was written by external 

representatives or coming from a neutral third party. The sections are called 

“About the Coca-Cola Company” (Coca-Cola, 2016B: 4) and “About H&M 

Conscious” (H&M, 2015A: 6), where the third-person narrative is portrayed in 

the headline and throughout the sections. The absence of personal pronouns, 

which are evident in the other headlines of the reports, are used to endorse the 

corporations, their social business responsibilities and their work with women’s 

empowerment. By strategically applying third-person narratives in describing 

themselves, the corporations are endorsing and authorizing their own actions of 

women’s empowerment and make themselves appear as legitimate global 

governance actors.    

 

The use of personal pronouns creates an interpersonal interaction between the 

corporations and their audience, where the personal pronouns assist in 

personalizing the message and create solidarity with the audience. Trust and 

interpersonal relationships are established through positive connotations in 

relation to the personal pronouns. 

 “Overall we are pleased – but not satisfied – with our sustainability 

progress and the milestones we’ve reached” (Coca-Cola, 2016B: 3).  

 “We regularly conduct customer surveys to measure the feedback from our 

campaigns and are happy to see that they are generally well appreciated” 

(H&M, 2015A: 73).  
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The sentences serve as a mental process where the corporations are cognitively 

expressing their perceptions through adjectives about the phenomenon of social 

responsibilities (Halliday, 1978). The corporations are including adjectives such 

as “happy” and “pleased” in phrases, which relay positive mental processes or 

experiences in relation to the mentioning of the corporations through personal 

pronouns. Through such sentences the corporations are portraying their 

optimism about the future and their own engagement with the women’s 

empowerment initiatives when referring to levels of satisfaction with their 

accomplishments.  Satisfaction is associated with the acceptance of the issue at 

hand. Inherent in the above quotation from Coca-Cola is a judgement of the 

activities and targets. The judgements provide insight to how the corporation 

evaluate their own performance. Proclaiming levels of satisfaction thereby 

serves to construct the corporations and their activities as worthy of approval. 

The corporation is hereby constructing themselves as having legitimate claims to 

governing women’s empowerment.   

 

The discourses construct the corporations as dedicated actors through 

statements with modal verbs emphasizing their commitment and long history of 

engagement such as “We have been working”, “We have collaborated”, “We have 

achieved”, “We will continue” to emphasize the duration of their engagement.  

The duration of commitment underlines the reach and scope of the corporations’ 

engagement in women’s empowerment and serves to emphasize their legitimacy 

as global governance actors of the issue. The communication is used to describe 

the dedicated activities with words such as “continue”, “committed”, “working 

hard” and “engaged”. The following are two examples of dedication statements:  

 “We are working hard to create positive long-term impact” (Coca-Cola, 

2016B: 48).  

 “We are committed to making positive contributions throughout our value 

chain” (H&M, 2015A: 21).  

When constructing the corporations as active and legitimate empowerment 

actors, the text serves to construct certain desirable identities of the 

corporations. The above quotations serve to illustrate their commitment and 

hard work to accomplish empowerment of women. The corporations are the 
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subjects of the phrases, which trigger the action verb, “are”, indicating that the 

corporations choose to act upon inequality and undertake empowerment of 

women. By this, the corporations construct responsible and proactive corporate 

identities. 

Generally the corporations are frequently using the process of communicating 

themselves as subjects in a phrase followed by an action verb throughout the 

materials. Hence it can be argued that this indicates a tendency to present 

actions, achievements or targets, where the corporations provide information on 

their initiatives. These actions and achievements have occurred, is occurring or 

will occur in the future as the verb realising the progressions are either past 

tense, present, present perfect or future tense. 

Similarly “we will” has been applied several times in the material. The modal 

verbs express promises and hopes for future achievements. Thereby the use of 

modal verbs portrays the corporations as proactively responsible entities. The 

corporations promise commitment to women’s empowerment in the future, 

which serves to convince the audience of the corporate intentions and wishes to 

assume moral legitimacy. The discourses draw on a futuristic narrative in 

constructing an image of what the future will look like. By grammatically 

constructing the future as a vision of empowerment, the corporations construct 

themselves as important enablers of empowering actions.  Fairclough (2003: 

167) states that the power of future scenarios is a significant one as “injunctions 

about what people must do or must not do can be legitimized in terms of such 

predictions about the future, and extensively are”. Here the corporations play an 

important role in creating and engaging these activities emphasizing their roles 

as former, present and future global governance actors of women’s 

empowerment.  

 

Committing to women’s empowerment 

The following section analyses how corporations portray their commitment to 

women’s empowerment. The analysis draws on the use of modality as this 

provide an understanding of how meaning is created and the way in which 

something is experienced. Hence modality has to do with whether a proposition 

is necessary (Webster, 2003). This is important in order to analyse the relevance 
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and legitimacy of the corporations as global governance actors of women’s 

empowerment.  

 

The corporations are expressing “believe”, ”think”, “expect”, “indicate”. These are 

markers of what Fairclough (2003) terms epistemic modality, which serves to 

indicate the degree of confidence in a belief or knowledge.  This category also 

includes evidence-based assertion such as “suggest”, “it appears”, “it seems”. 

 “We believe our actions in 2014 demonstrated our responsiveness to 

concerns expressed by the public” (Coca-Cola, 2016B: 23) 

 “We believe it is essential to contribute to the communities along our value 

chain, from raw material to our stores” (H&M, 2014: 101).  

By applying epistemic modality verbs such as “believe” in the materials, the 

corporations are signalling engagement with their initiatives.  

The verb “believe” illustrates how Coca-Cola evaluates their actions from 2014 

and emphasizes their “responsiveness” in meeting concerns from society. The 

sentence implies an inherent level of satisfaction with their own initiatives. The 

corporations are meeting demands, which contributes to their pragmatic 

legitimacy in their achievements and moral legitimacy in undertaking social 

responsibilities. The verb “believe” therefore serves to demonstrate their 

confidence in their own actions as global governance actors.  

 H&M applies the verb “believe” in demonstrating their perception of the world, 

when emphasizing the importance of contributing to the “communities” along 

their value-chain. H&M illustrates that they are willing to move beyond their 

business sphere and commit to social responsibilities. This contributes to their 

moral legitimacy when moving beyond self-interest and doing what they 

“believe” is right for society.  When stating “we believe” H&M inherently 

acknowledges that there may be other points of view, which would be in contrast 

to their statements and indicate that contributing to communities is not 

important. However, in the context of social reporting and sustainability reports, 

such a situation is misplaced. H&M appears as both morally legitimate in 

assuming social responsibilities and trustworthy by demonstrating it is the right 

thing to do, as the alternative is undesirable. Hereby H&M portrays itself as a 

capable and legitimate global governance actor of women’s empowerment. 
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The material also draws on interrogative sentences when applying direct 

questions to the audiences. These sentences are identified when interrogative 

words such as “how”, “who” or “which” are utilised in a sentence, followed by a 

question mark, such as:  

 “Imagine if you are a woman living in a developing country with little or no 

industry, where private sector jobs are extraordinarily rare. You have no 

assets. No bank will give you credit because you are too poor and you can 

neither read nor write because you never went to school. How can you feed 

your family?” (H&M, 2016A).  

It is evident that quotations like the one above are marked by a question mark in 

order to ask questions. Here it is argued that the use of interrogative sentences 

creates an interpersonal text, which appeals to the empathy at the audience. The 

corporations are not only presenting information, but they are simultaneously 

interacting with their audience. Questions make the audience pause to 

subconsciously consider the possible answers to the questions and at the same 

time draw on the conclusions that the corporations are presenting. Hereby, the 

initiatives become further legitimized if the audience agrees with the corporate 

arguments.  

 

Constructing relations between corporations and women 

This section analyses how corporations are portraying the women they are to 

govern through constructing meaningful sentences and creating relations 

between themselves and women in developing countries. The section draws on 

the analysis of relational processes (Halliday, 1978) to understand the 

constructions of relations between the corporations and the women.  

 

Throughout the materials, the corporations are describing the women they are 

to govern and the women they have empowered through their initiatives: 

 “Hailing from a poor neighbourhood in Kampala, Uganda, Benedicta 

started sorting trash, collecting and recycling straws, and weaving them 

into bags, mats and jewellery. She shared her artisanal and business 
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skills with other women, growing her business while improving the 

quality of life in her community” (Coca-Cola, 2016B: 17).  

 “Goretti lives with her husband and six children in a remote commune 

called Busiga in Burundi. She is a poor rural Burundi lady that turned into 

an economically independent woman with self-esteem” (H&M, 2016D).  

Both narratives concern women that are empowered by the corporations. Coca-

Cola illustrates how a woman living in a “poor neighbourhood” has been 

empowered with “artisanal” and  “business skills” which she now shares to 

improve her community. H&M similarly illustrates how a woman from a 

“remote”, “poor” and “rural” part of Burundi has turned into an “economically 

independent” woman with the help of the empowerment initiative.  

The corporations establish a relational process of being in intensive sentences, 

determining ‘x is a’ (Halliday, 1978), where “remote”, “rural” and “poor 

neighbourhoods” describe the circumstances of living, which are changed by the 

corporations’ initiatives. The empowerment from the initiatives are described 

through new possessive sentences, determined by ‘x has a’ (Halliday, 1978) 

where women through empowerment come to posses business skills and 

economic independency.  The sentences are constructed to create a relationship 

between the corporations and the women they are to govern, by illustrating the 

circumstances in intensive sentences and by demonstrating empowerment in 

possessive sentences. Women are described as victims by their circumstances, 

but also as entrepreneurs possessing business skills. They are furthermore 

portrayed with potential to “improving the quality of life in her community”, 

through the empowerment efforts from the corporations’ initiatives.   

This serves to support the corporate actions of empowerment, and the 

corporations as legitimate global governors of the initiatives. The intensive 

sentences describe the circumstances and introduce a need for empowerment. 

The empowerment is provided by the corporate initiatives, and followed by 

possessive sentences describing how women come to possess the necessary 

skills to change not only their own lives, but also the lives of their communities. 

The relational process between the corporations and the women thus serves to 

legitimize the corporations as global governance actors since they are portrayed 

to facilitate empowerment.  
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5.1.2. Textual practice analysis summary 

 

The textual practice analysis examined how the textual elements in the corporate 

material represents a set of options that the corporations utilise in constructing 

themselves as legitimate global governance actors of women’s empowerment.   

The corporate material utilizes various interpersonal features in the 

construction of their CSR profiles. Both corporations use personal pronouns as 

persuasive devices in creating interpersonal relations to their audiences. Hereby 

the corporations are intentionally creating a connection to their audiences, 

which works to establish trust and reliability and hence enhance their 

legitimacy.  

The corporations communicate their commitment to women’s empowerment by 

applying modal verbs to emphasize their engagement. Using modality 

emphasizes the corporate commitment to women’s empowerment and 

contributes to both their pragmatic legitimacy in their achievements and moral 

legitimacy in undertaking social responsibilities. The grammatical functions of 

the materials therefore serve to demonstrate the corporate confidence in their 

own actions as global governance actors. Furthermore the corporations apply 

interrogative sentences in appealing to their audiences and constructing their 

characters.  

The corporations are portraying the women they are to govern by creating 

relational processes in the materials. The corporations are using intensive 

sentences when describing the circumstances for women in developing countries 

followed by possessive sentences describing how women come to possess the 

necessary skills provided by the corporations to achieve empowerment. The 

relational process between the corporations and the women thus serves to 

legitimize the corporations as global governance actors since they are portrayed 

to facilitate empowerment.  

Hence, the textual elements are used to construct certain responsible corporate 

profiles to legitimize the corporate involvement in initiatives on women’s 

empowerment.  
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5.2. DISCURSIVE PRACTICE 

 

The purpose of discursive practice is to analyse the connections between the 

ways texts are composed and interpreted and how they are produced in order to 

provide certain knowledge or construct certain realities (Fairclough, 2003). The 

discursive practice more specifically examines the force of utterance and 

statements, the coherence of text, intertextuality and interdiscursivity (ibid.). 

This section of analysis examines how the corporations are portraying 

themselves and their engagement, their approach to empowerment of women 

and finally how they portray the women’s empowerment initiatives. 

 

Portraying themselves and their engagement: The human-like corporation 

The corporations describe their distinct characteristics, which serve to personify 

the corporations as caring for society and exhibits feelings of concern for 

commonly recognised problems: 

 “The scalable models and impactful partnerships we build are at the heart 

of our progress toward our vision of reaching 5 million women by 2020” 

(Coca-Cola, 2016B: 18).  

  “This is why we have created H&M Conscious. With seven commitments at 

its heart, this is the name for everything we do for a more sustainable 

fashion future” (H&M, 2014: 6).  

The texts draw on metaphors, which personify the companies by attributing 

themselves with human features. Both of the above quotations even attribute the 

respective corporation with a “heart”. This serves to personify the corporation as 

a human-like entity with feelings. Constructing the corporations as caring and 

human-like reshape the interface between business and society as the 

boundaries between public and private are becoming increasingly obscure. By 

connecting the initiatives on women’s empowerment with the terms of a heart, 

the corporations are emphasizing the importance of the developmental 

objectives. In other words, there is an appeal to something very dear to the 

individual person. Thereby, placing women’s empowerment at their hearts, the 

corporations signify their engagement and commitment.  
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The corporations are personified as caring entities, concerned for women’s 

empowerment and other developmental objectives. By this means the 

corporations are drawing on interdiscursivity in describing themselves in human 

discourses. The description of themselves through the materials is thus 

equalising the relationship between the corporations and their stakeholders, 

portraying the corporation as an equal stakeholder, equally concerned about 

women’s empowerment as their audiences. The humanisation of the 

corporations can therefore be seen as an effective way to enhance an audience’s 

level of trust. This facilitates a process of personal identification and creates a 

common ground between the expectations of the stakeholders and the motives 

behind corporate actions. Through facilitating a common ground on the motives 

for women’s empowerment, the corporations illustrate how they conduct 

business for the greater good, which enhance their moral legitimacy.  

 

The corporate approach to women’s empowerment: Legitimation through 

association 

Both corporations are referring to traditional development frameworks as a way 

of describing their own engagement with their partners, stakeholders and 

women’s empowerment: 

  “The Coca-Cola Company has been involved in the SDG process and will 

remain strongly engaged in the post-2015 development agenda, working 

collaboratively with government, civil society and the private sector to 

bridge gaps and identify solutions to benefit people and our planet” (Coca-

Cola, 2016B: 55).  

 “Through a global online voting process everyone had the chance to 

contribute. Based on this result, the H&M Foundation is focusing its work 

on: Education, Clean Water and Strengthening Women. All three issues 

derive from the UN Millennium Development Goals” (H&M, 2016C).  

When indicating relations between the corporate initiatives and the UN 

Millennium Goals (MDGs) and the Sustainable Development Goals (SDGs), the 

materials use intertextuality and interdiscursivity.  

Intertextuality refers to materials where other texts are explicitly drawn upon 

and articulated through explicit reference (Fairclough, 2001). Interdiscursivity, 
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refers to the implicit or explicit relations that a given discourse has to other 

discourses (ibid.). Hence, both intertextuality and interdiscursivity concern the 

reproduction and duplication of established positions and approaches to 

development objectives such as women’s empowerment (Fairclough, 2001).  

 

Referencing to broader terms of women’s empowerment or traditional 

development framework such as the MDGs and the SDGs shows the 

corporation’s willingness to follow the norms prescribed in the development 

sphere. By intertextual reference to other texts the discourses draw on 

frameworks established by leading global development actors. They furthermore 

draw on interdiscursivity when applying the language of these specific 

frameworks on developmental objectives in their initiatives. Furthermore the 

intertextuality and interdiscursivity associates one text to another and 

incorporates communicative aspects and assumptions, which serve to emphasise 

the implicit shared common grounds between the two texts (Fairclough, 2001). 

Thereby, the corporations are creating common ground between the UN 

frameworks and their own produced material on women’s empowerment.  

The association to other recognized frameworks aligns the corporate targets on 

women’s empowerment with those of the UN on gender equality. By making 

reference to the UN framework, the corporations are emphasizing the 

importance of their initiatives whose content has been derived from one of the 

most significant development organisation, the UN.  

 

Cross-references can be observed in the materials when referring to the goals of 

other globally acknowledged institutions. By making these references, the 

corporations project their perspectives as aligned with those of recognized 

institutions, claiming legitimacy by enhancing the credibility of their statements 

and initiatives. This means that the actual act of referencing a professional 

guideline is used as a means to seek cognitive legitimacy. Hereby the 

organisation sought to create a taken-for-granted perception (Suchman, 1995) 

that it was acting in line with legitimate norms.  
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The referencing has a mutually reinforcing impact on the discourses on women’s 

empowerment. According to Livesey (2001), referring to other parties helps 

corporations demonstrate commonality with these institutions and leverage 

their legitimacy. Furthermore, referring to other parties can enhance certain 

discourses or participants. For example by referring to the MDGs or SDGs, the 

companies are reinforcing the messages and values of the UN. On the other hand, 

the UN can also refer to corporations and their activities, thereby legitimating 

the corporate perspectives. This would in turn give the corporation increased 

influence in setting standards and being a best practice example for the industry.  

 

Both initiatives refer to external sources on women’s empowerment to 

emphasize the importance of the subject: 

 “There is overwhelming evidence that achieving equality and 

empowerment for women has both immediate impact that benefit them 

directly and broader ripple effects that are good for society” (Coca-Cola, 

2016A).  

 “Experience and studies show that when women are given equal rights, 

and these rights are being respected, this benefits the whole society, both 

when it comes to health, economic growth and children’s wellbeing” (H&M, 

2016A).  

The sources are not specified, however they are still drawn upon when justifying 

the initiatives on women’s empowerment. Referring to “overwhelming evidence”, 

“experience” and “studies” have a moderating effect on the corporate claims and 

reinforce the corporate engagement with women’s empowerment and deduce 

pragmatic legitimacy. The text is build upon external reference followed by an 

explanation of the ripple effects of investing in women’s empowerment and how 

this benefits the society as a whole. Thereby the coherence between texts serves 

to reinforce the corporate engagement with women’s empowerment. The 

materials draw upon experience, studies and evidence, which demonstrates the 

claim of the ripple effects of women’s empowerment. Women’s empowerment is 

thereby being transformed from being a goal in itself, to a means for achieving 

developmental effects for the greater good.  
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The corporations are justifying their initiatives on the basis of the audience’s 

associations and connotations related to the term of studies, experience and 

evidence. This might bring associations to scientific reports or analyses even 

though the sources are not presented or stated and may not be validated.  

 

The corporate initiatives on women’s empowerment: Tangible narratives 

Both corporations use success stories as a means to showcase the success of 

their initiatives. The narratives contain detailed information about one or two 

women who have participated in either 5by20 or Strengthening Women. The 

inclusion of success stories in the material demonstrates specific and tangible 

information on the initiatives and demonstrates their success in independently 

verified narratives.  

By describing women’s empowerment and tangible success stories to overcome 

inequality, the corporations frame the context of women’s empowerment in their 

material.  

 “Preeti Gupta lives in rural India, 15km outside the city of Agra, where the 

dusty roads of her village are filled with children playing, horses pulling 

bullock carts and motorbikes zipping by. Over the years, she and her 

family have been without power for days at a time with no warning, as 

electricity in the area is very limited and undependable. Like many women 

in her village, Preeti was expected to remain at home and care for her 

family. But, Preeti was determined to give her children a chance at a better 

life” (Coca-Cola, 2016E). 

  “Imagine if you are a woman living in a developing country with little or 

no industry, where private sector jobs are extraordinarily rare. You have 

no assets. No bank will give you credit because you are too poor and you 

can neither read nor write because you never went to school. How can 

you feed your family?” (H&M, 2016A).  

Both corporate representations of women’s current situation are constructed as 

real and undesirable. The tangible narratives use emotional and descriptive 

words to create empathic relations between the corporations and their 

audiences. It is hard not to imagine the rural village of India, the dusty roads with 

playing children described by Coca-Cola. The material from H&M even asks the 
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audience to identify themselves with a context of being illiterate and poor with 

no assets living as a woman in a developing country. The quote from H&M is 

reoriented from the disempowered women in developing countries towards the 

empowered audience. Through the quote the audience is asked to self-reflexive 

examine their own lives through the lens of the disempowered lives of women in 

developing countries, creating strong empathic relations between the audience 

and the materials.  

The choice of words expresses how the corporations wish to position themselves 

in relation to their constructions of women. Once the corporation has staged the 

context, the corporation provide a detailed narrative of their strategy to address 

empowerment of women. The coherence of the text is build up by descriptions of 

the undesirable conditions followed by the two main points: “But, Preeti was 

determined to give her children a chance at a better life” followed by a narrative of 

the woman’s participation in Coca-Cola’s 5by20 initiative, and “How can you feed 

you family?” followed by a description of H&M’s Strengthening Women initiative. 

Hereby the coherence of the text is constructed as describing the problem and 

providing the answer or solution. Women are consequently portrayed as both 

powerful and vulnerable, as both victims and agents of change, reliable on 

empowering interventions by the corporations. Through the coherence of the 

text the audience may believe that women are in great need of empowerment 

and that the corporations feel strongly committed to provide this through their 

initiatives. By constructing the text in this manner, the corporations are drawing 

on the lack of information control of the audiences. The corporations possess 

information that the audiences are not yet aware of, namely how empowerment 

is realized for these women. The coherence of the text is hence constructing the 

corporations as knowledgably and authoritarian in providing solution to 

problems that they framed themselves in the first place.  

The corporations are by this means expressing a value proposition in their own 

subjectivity, which allows the corporations to appear strongly committed and at 

the same time signalling the recognition of alternatives, which are undesirable. 

The corporations are thus legitimizing their roles as global governance actors by 

evoking empathy and justifying their initiatives as the right thing to do. The 
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argument builds on moral legitimacy and at the same time demonstrating their 

pragmatic capabilities to empower women.   

 

5.2.1. Discursive practice analysis summary 

 

The discursive practice serves as an intermediary analytical level between the 

textual and social practice. The analysis emphasized how the corporations are 

constructing the text in order to create meaning and portray realities. Hence, the 

analysis emphasized how the corporations are portraying themselves and their 

engagement as well as their approach and finally their initiatives on women’s 

empowerment. 

The materials use interpersonal linguistic functions ascribing the corporations 

with human characteristics, which serve to signify the importance of the 

initiatives and equalize the corporations as stakeholders to women’s 

empowerment. The analysis examined how the human-like self-portrayal serves 

to reshape the interface between business and society. Personifying the 

corporations in the material with human attributes equalizes the corporations 

with their stakeholders and audiences and serves to create legitimacy in 

performing the role as global governance actor of women’s empowerment.  

The corporations are describing their approach to women’s empowerment 

through the use of intertextuality and interdiscursivity when referring to UN 

frameworks. The analysis found that the corporations are demonstrating 

communality with traditional development organizations to leverage their 

cognitive legitimacy.  

The corporations are portraying their initiatives through tangible narratives in 

the success stories of empowered women in the materials. The analysis 

examined how the success stories frame the context for women’s empowerment 

where women are both victims, but also agents of change in need of empowering 

interactions by the corporations. The analysis found that the corporations 

describe women in need of the empowering activities of the corporate initiatives 

in a coherent textual manner, which demonstrates the corporate legitimacy as 

global governors of women’s empowerment.  
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5.3 SOCIAL PRACTICE 

 
The final level of analysis, social practice, is used to determine the articulation of 

social elements, which may be associated with particular areas of social life. 

Fairclough (2003) emphasizes that the textual and discursive level of discourse 

analysis should be complemented with an analysis of a non-discursive 

dimension. Hence, the social practice analysis draw upon the textual and 

discursive dimensions, as the interconnected relationship between the three 

levels of analysis constitutes the explanatory dimension of the social practice. 

This means that the social practice analysis focuses on the effects of the textual 

and discursive practices in a broader context. Text, language and communication 

should also be considered in their social context as they shape and are shaped by 

the broader processes of society (Fairclough, 2003).  

 

Institutional theory posits that actions are motivated by rationalities and 

reasonings that are institutionalized in society (Campbell, 2003). From an 

institutional perspective, the corporations are reflecting the values and 

expectations of society by internally incorporating elements of institutions in 

their policies and discourses to acquire legitimacy (Scott, 2001).  The 

institutional dimension of the social practice analysis therefore examines how 

the corporations recreate already accepted practices and mimic socially 

legitimate ideas.  

In doing so, the corporations are recreating institutionalized perceptions of 

society, resulting in a homogenization of responses to institutions known as 

isomorphism (Meyer and Rowan, 1977; DiMaggio and Powell, 1983). Therefore 

the institutional theory and the social practice analysis complement one another 

as the discourses and institutional theory discovers the representation of 

meanings and knowledges about the perception of the world and context.   

 

The good citizen discourse – ethics or self-interest? 

This part of the social practice analysis considers the good citizen discourse of 

the material in order to understand how the corporations are describing their 

engagement with women’s empowerment. 
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When describing their engagement with women’s empowerment, the 

corporations emphasizes the importance of their own role and the nature of 

their good citizenship in society:  

 “As an industry leader, we often choose to set demanding targets that 

drive fundamental change” (Coca-Cola, 2016B).  

 “H&M must continue to take a leading role in our joint effort to make the 

global garment industry more sustainable” (H&M, 2014).  

By portraying themselves as “industry leader” or having “a leading role” in setting 

“demanding targets” or making “efforts” towards “sustainable” empowerment or 

“fundamental change” for women, the corporations construct themselves and 

their initiatives in terms of good citizenship, where they make active efforts to 

eliminate gender inequality. The materials draw on competitive market 

discourses in portraying the corporations as “industry leader” or having “a 

leading role” as good citizens of society. In this market of women’s 

empowerment the corporations are constructing themselves as leaders, 

referring to a market position of good citizenship where they take leading roles 

in “demanding targets” or setting standards in empowering women.  

 

The good citizen discourse emphasizes the moral obligation to the public and 

activities that goes beyond legal compliance. 

 “Every day, we get up with a passion for making a lasting, positive 

difference in people’s lives. As we do, we’re continuously seeking to better 

integrate our sustainability efforts into our daily actions” (Coca-Cola, 

2016B: 3).  

 “We care for others and how we affect the world around us. To make people 

wear our products with pride we have to be conscious in all of our 

actions” (H&M, 2014: 6).  

The corporations are describing themselves as “conscious” in “all of our actions” 

and are “continuously seeking” to empower women with a “passion” that 

inherently moves beyond the legal compliance of respecting women’s rights. The 

discourse constructs the companies as engaged to take on societal 

responsibilities in understanding the needs of society and addressing them 
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through social activities. Women’s empowerment is hereby understood as a 

moral obligation of being a good citizen, which drives the corporations to 

empower women. The good citizen discourse is rooted in the scholarly line of 

research on CSR, where corporate responsibilities build upon concepts of moral, 

ethics and the common good (Melé, 2009; Scherer and Palazzo, 2012) rather 

than self-interest of the firm (Friedman, 1970).  

 

The good citizen discourse implicitly stresses the voluntary nature of the 

initiatives for women’s empowerment. The expression of free will and voluntary 

initiatives, on the basis of a self-determined choice to integrate women’s 

empowerment in a corporate agenda, is rooted in discourses of “no rights 

without responsibilities” (Giddens, 1998). Hereby, the corporations are 

portraying themselves as good citizens of society. The pressing need to address 

women’s empowerment remains indisputable in the material, however the 

required change is constructed as voluntary, and adds to the corporate moral 

legitimacy as the corporations are “addressing principled ideas, rather than 

instrumental demands” (Suchman, 1995: 579). Through implicitly emphasizing 

the voluntary nature of the initiatives, the corporations construct their activities 

as conscious efforts. This implies that the corporations are committed to work 

with women’s empowerment and move beyond corporate boundaries and own 

business operations. Hereby the corporations are situating themselves as the 

driver of change. The corporations situate themselves as political actors, which 

protect, enable and implement citizenship rights (Matten and Crane, 2005) in 

compliance with societal expectations (See section 2.2; Carroll, 2008). This is 

done through the creation of their self-regulatory initiatives on women’s 

empowerment, stressing their moral legitimacy and their position as legitimate 

global governance actors: 

 “Formalized principles and policies are important for defining common 

standards for human rights and ensuring they are upheld throughout an 

organization” (Coca-Cola, 2015: 21). 

 “The management of H&M is responsible for preparing and presenting the 

H&M Conscious Actions Sustainability Report in accordance with the 
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reporting criteria as set out in the company’s own reporting guidelines” 

(H&M, 2015: 123).  

The voluntary nature of the initiative is in stark contrast to the traditional 

coercive regulation of laws. Law becomes a guiding principle rather than a 

definite coercive pressure, and the voluntary initiatives on women’s 

empowerment relies on self-regulation with a variety of “guidelines”, “standards” 

or “codes of conduct”, where state regulation is diminished and at best becomes a 

means of last resort (Parker, 2007). Regulation becomes a shared problem-

solving process, between the corporations and its stakeholders, rather than a 

ruling activity (ibid.). Hereby the regulation of women’s empowerment 

initiatives is left in the hands of the corporations, who then hold the 

responsibility to regulate their own activities. This understanding is rooted in 

the neoliberal ideology of society where responsibilization assumes the moral 

agency of autonomous and self-determined rational actors: “As the choice of 

options for actions is, or so the neo-liberal notion of rationality would have it, the 

expression of free will on the basis of a self-determined decision, the consequences 

of the action are borne by the subject alone, who is also solely responsible for them” 

(Lemke, 2001: 201).  Hereby the good citizen discourses assume a neoliberal 

rationality concerning institutional autonomy and self-determination of the 

corporations. The scholarly debate on CSR hereby moves from a focus of 

business ethics (See section 2.2; Melé, 2009; Scherer and Palazzo, 2012; Young, 

2008) towards emphasizing the normative underpinnings of the economic 

approach where the role of the state should be diminished on behalf of an 

increasingly important private sector (Reed and Reed, 2006).  

The corporations are performing tasks that were considered to reside within the 

traditional domain of the state in managing social goods other than their core 

business activities and other than profits or interests of their shareholders 

(Shamir, 2005). By undertaking responsibilities in regards to women’s 

empowerment and their self-regulatory activities, the corporations are adding to 

the debate of the relocation of regulatory functions from public to private 

authorities (Sassen, 1996).  

The good citizen discourse and its moral characteristics are thereby embedded 

in an institutionalized neoliberal understanding of society. Neoliberal activities 
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become morally accepted in society and the dynamic of the market becomes 

means for the realization of public interests in women’s empowerment, 

legitimizing the corporations as global governance actors.  

 

The managerial discourse - business as usual 

This part of the social practice analysis analyses how women’s empowerment is 

integrated in corporate activities and reports. The analysis examines how 

women’s empowerment is managed and realized by the corporations and 

examines how empowerment and women are portrayed. This additionally adds 

to the understanding of the corporations as legitimate global governance actors.  

 

The materials present discourses rooted in the business case for women’s 

empowerment and business justification of the empowerment activities (See 

section 2.4). Conducting work on women’s empowerment is described as an 

integral part of the business strategy, infused in several parts of the value chain 

in both Coca-Cola and H&M: 

 “5by20 uses the world’s economy as a springboard to implement our 

programs that assist women through Coca-Cola’s networks of producers, 

distributors, recyclers, suppliers, retailers, and artisans” (Coca-cola, 

2016B).  

 “Sustainability needs to be integrated into all parts of the business. (…) 

Therefore, we have integrated sustainability goals into our major 

performance measurement tool. Our head of sustainability is part of the 

management group and report progress made regularly to our Board of 

Directors. In other words: We think it is very important that sustainability is 

completely integrated into the business and part of the company’s DNA 

and values”. (H&M, 2016B).  

Realising women’s empowerment through “the world’s economy”, the 

corporation’s “networks” as “integrated”, “part of” the corporations strategies, 

draw on discourses that frame women’s empowerment as core business 

activities.  The managerial furthermore emphasizes empowerment as a 

contribution to growth, economic opportunities, profitability and sustainability 

of the business, where the means towards empowerment is to be found in the 
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business sphere. By emphasizing the contribution to growth, women’s 

empowerment becomes embedded in the research on CSR focusing on corporate 

benefits of social responsibilities (See section 2.2; Kramer and Kania, 2006).  

Women’s empowerment thereby becomes a source of opportunity, which should 

be capitalized upon (Porter and Kramer, 2006).  

 

Both of the corporations’ sustainability reports state that their initiatives on 

women’s empowerment are “on track” framing the progress on women’s 

empowerment in terms of numbers of women empowered: 

 “Enabled nearly 865,000 women in total since 2010. Approximately 

313,000 women were impacted in 2014, an increase of 22 per cent over 

the previous year” (Coca-Cola, 2016B) 

 “So far almost 75,000 women from various underprivileged communities 

have been supported in their entrepreneurship and strengthened 

economically through the projects between H&M Foundation and CARE” 

(H&M, 2015A).  

The discourse draws on managerial language and emphasizes the identification 

of key focus areas, priorities and effectiveness to maximize the influence of their 

activities. By proclaiming that the initiatives are on track in terms of women 

empowered, the corporations are taking a role as evaluator of their own 

activities. The corporations are consequently expressing their approval of their 

own activities in regards to their progress. Here empowerment becomes 

manageable in terms of detailed progress tables measuring the continuation in 

reaching the goals related to women’s empowerment. This is much similar to 

yearly financial reports on corporate progress and financial management of 

businesses.  

 

The discourses identify the increasing external demands from stakeholders and 

society. At the same time the corporations present themselves as committed and 

engaged partners driving the development objectives and women’s 

empowerment through engagement with their stakeholders: 

 “Our development of goals and strategies will continue to benefit from 

collaborative conversations with our stakeholders. Additionally, once 
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our reports are published, we listen carefully to stakeholders’ feedback 

about where more clarification and explanation are desired within our 

disclosure topics” (Coca-Cola, 2016B: 52).  

 “Stakeholder insights help us prioritize the Conscious Actions we take and 

the recourses we invest. This is why a constant and open dialogue with our 

stakeholders is so important to us” (H&M, 2014: 12).  

Through “stakeholder insights”, “dialogue” and “collaborative conversation”, the 

corporations are managing their stakeholders’ expectations, both in clarifying, 

but also in prioritizing and determining their socially responsible business 

activities.  

Through the use of stakeholder-consultations, setting measureable 

empowerment targets and figures the corporations are making small 

modifications to traditional business tools and rationales. Stakeholder 

consultation is traditionally used for branding and marketing purposes to 

identify customer preferences for co-creation or new products. The corporations 

refer to tangible goals or figures that are used to manage traditional 

organizational requirements e.g. in yearly financial auditing reports. 

Communicating women’s empowerment is founded on processes and rationales 

already used within the dominant institution of business. Both corporations are 

thereby utilizing systems that already have legitimacy within the dominant 

institution of business. By mimicking their own practices of traditional business 

activities the corporations are responding to formal and informal pressures from 

society. This makes them able to reduce uncertainty around their CSR activities 

on women’s empowerment in engaging with the topic through already 

acceptable and institutionalized rationales within society (DiMaggio and Powell, 

1991).   

 

The conceptualisation of women’s empowerment is furthermore based on 

enhanced financial capabilities and skills training that can be used to overcome 

inequality: 

 “The initiative offers women access to business skills training courses, 

financial services and connections with peers or mentors” (Coca-Cola, 

2016A).  
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 “100 000 women in poor communities get access to tools, knowledge, 

skills and/or seed capital to start up or to expand their enterprise” (H&M, 

2016A).  

Empowerment becomes tangible in form of “business skills training”, “financial 

services” or through the “access to tools, knowledge and skills” where women can 

start or expand commercial activities. The corporations construct labour as 

necessary to leading and fulfilling life, whereby social justice will be 

accomplished through business. Hereby the greater income of women is 

connected to the happiness and well being of themselves, their families and 

societies. 

 

Women’s empowerment is framed in a language that business can understand 

and manage. Hereby, the discourses construct subjectivities and frame women in 

terms of economic processes or their importance to economic progress:  

 “As pillars of their communities, women invest a sizeable portion of the 

income they earn on the health and education of their children and in their 

local economies, creating a tremendous economic impact” (Coca-Cola, 

2016A).  

 “Empowering women in a lasting, sustainable way, will benefit themselves 

and many people around them, and is as such a catalyst for positive 

change” (H&M, 2016A).  

Women are presented as a good investment opportunity and represented 

through their statistically beneficial characteristics such as “catalysts” for 

“tremendous economic impact” in contrast to other development objectives or 

men. Hereby women are referred to as a homogenous group, through their 

shared identities e.g. as mothers or community leaders, and represented through 

statistics. Women’s empowerment and social justice are realised through their 

functionalization and classified in terms of their gender, and becomes a means 

instead of an end goal of development efforts. Hereby the empowerment of 

women is important, primarily because of the potential for empowered women 

to eradicate poverty in their families and communities, and to a larger extension 

produce growth (Calkin, 2015). Women’s empowerment thereby becomes a 

narrative of efficiency and growth as by-products of equality.  
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Both corporations draw on the idea that “gender economics is smart economics” 

(World Bank, 2006) and that empowerment is realised through business skills 

enhancement and income generation. The idea of women as smart economics is 

a trend in international development thinking (See section 2.4; The Economist, 

2006; World Bank, 2006). This is replicated and taking up by various actors and 

constitutes a good example of mimetic isomorphism (McCarthy 2015, DiMaggio 

and Powell, 1983). The material is thus having a dialectic effect by incorporating 

the idea of women as smart economics and rearticulating and altering the 

discourse (Fairclough, 2003). The idea of Womenomics (The Economist, 2006) is 

that women are catalysts for positive change as they reinvest their income in 

their children and families creating greater benefits for societies at large scale. 

Women are hereby portrayed as in need of empowerment, but also as agents of 

change when promoting their entrepreneurship and labour market participation 

as poverty reducing strategies (Bedford, 2009). Thereby women are seen as both 

powerful as catalyst for growth and vulnerable, in need of empowerment by the 

corporate initiatives. The focus on income as a facilitator of development enables 

the corporations to concentrate on women’s empowerment in a way that fits 

particularly well with their business rationales. Women’s empowerment as 

smart economics is fitting into existing institutional frames of business 

rationality. This enables the corporations to build on institutionalized discourses 

and business reasoning to legitimise their roles as global governance actors of 

women’s empowerment.  

 
Collaborating or turning the tables of power? 

This part of the social practice analysis analyses how the corporations are 

describing their collaborative efforts to empower women with their partners, UN 

and CARE. The analysis of collaborative discourses in the material serves to 

answer how the corporations are legitimizing themselves as global governance 

actors of women’s empowerment through their public-private efforts. 

 

The materials describe corporate responsibilities to society as characterised 

with an emphasis on partnership, collaboration and encouragement of others to 
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act in a responsible manner. This collaborative discourse features traditional 

development actors such as the UN and CARE, and associates the corporations 

with these organizations. Hence, it becomes taken-for-granted that the corporate 

initiatives are aligned with the values and messages of traditional development 

organizations. The taken-for-granted assumptions related to collaborating with 

traditional development actors are evoking cognitive legitimacy (Suchman, 

1995). Cognitive legitimacy involves passive support (ibid.) and affirmative 

backing for an organization, where the acceptance is based on taken-for-granted 

social account (Scott, 2001; Suchman, 1995).  Making references to other actors 

can thus serve as a means to achieve cognitive legitimacy: 

 “Working together (with UN Women), we are addressing barriers 

commonly faced by women entrepreneurs by providing business skills 

training, leadership training and access to financial assets” (Coca-Cola, 

2016B).  

 “In partnership with the international humanitarian and development 

organisation CARE, The H&M Conscious Foundation is committed to 

empowering women in developing countries” (H&M, 2014: 111).  

By collaborating and emphasizing the notion of partnerships the corporations 

associate themselves with the traditional governance actors of development 

work. Hence, it becomes taken-for-granted that the corporate initiatives on 

women’s empowerment are aligned with their partners’ and promote corporate 

cognitive legitimacy. In describing the collaboration with the UN and CARE in 

terms of “partnership” and “working together”, the partnership discourse is 

constructed in egalitarian terms. The corporations are positioned as equal 

partners to the UN and CARE, as the two parties collaborate on women’s 

empowerment. This indicates that the corporations are seeking a governing role 

where they are not simply submissive to traditional governmental regulation, 

but they collaborate with recognized organizations on women’s empowerment. 

Hereby the collaborative discourse portrays the corporations as leading the 

action for women’s empowerment or actively participating to accomplish 

achievements. Through the collaborative discourses, the corporations emerge as 

important development actors, who together with NGOs and multinational 

organizations can drive change. The discourse is hence used to constitute a sense 
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of identity where the language serves as a source of establishing self-

identification with recognized development organizations. The collaboration 

with the UN and CARE thereby enables the corporations to conform to socially 

accepted practices of traditional development actors and reflects a mimetic 

isomorphic strategy, in adopting already institutionalized development norms 

on women’s empowerment.  

 

However, the notion of collaborating in equal terms is represented differently in 

a quote from Coca-Cola:  

 “In our signature global partnership with UN Women, we are able to 

leverage their reach and influence as a leader in promoting gender 

equality and economic empowerment while also capitalizing on Coca-

Cola’s global value chain and extensive business expertise” (Coca-Cola, 

2016B: 18).  

In Coca-Cola’s statement, the notion of collaborating is taken a step further as the 

term of equal partnerships are turned in who is assisting whom. Here Coca-Cola 

suggests that their capabilities are needed for the UN in order to reach their 

goals on women’s empowerment.  Coca Cola is hereby constructed, not only as 

an important partner, but an essential one, which permits the UN to “capitalize” 

on their resources.  

The style of the collaborative discourse constitutes a part of the corporations’ 

identities and illustrates how the corporations are willing to collaborate for the 

greater good.  By emphasizing collaboration, the corporations draw on social 

notions of sharing responsibilities, which construct positive connotations of 

power distribution and emphasize the reasonable characteristics of the 

corporations and prudent approach to women’s empowerment. However, the 

egalitarian power distribution is turned in Coca-Cola’s materials, where the 

company is not describing itself in need of lent legitimacy from traditional 

development actors. The tables are turned and the UN is the partner in need of 

Coca-Cola’s capabilities. Hereby Coca-Cola is emphasizing the importance of their 

expertise to “leverage their (the UN’s) reach”. By portraying themselves as having 

broader and more far-reaching capacities, Coca-Cola taps into the debate of the 

limitations of purely intergovernmental efforts to coordinate effective solutions 
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to social issues (Hewson and Sinclair, 1999). Coca-Cola hereby presents 

themselves and their capabilities as solution to the limitation of the traditional 

development actors. This articulation of a shift in perception of power 

distribution in development work emphasizes the importance of Coca-Cola’s role 

as global governance actor of women’s empowerment, not only in collaborative 

or egalitarian terms, but also as a leading and powerful driver of development.  

 

Where Coca-Cola expresses their leading role in their partnership with the UN, 

H&M are engaging, not only with their partners, but also nation-state 

governments.  

 “In order to ensure income equality and competition-neutral playing fields, 

the governments concerned need to strengthen their legal frameworks 

such as regular wage revisions and functioning industrial relations. (…) In 

recent years, we have on several occasions been in contact with the 

Bangladeshi Government and requested increases in minimum wages 

and systematic minim wage revisions, most recently during a meeting 

between our CEO and the Bangladeshi Minister of Commerce in autumn 

2014. Also in 2014, we initiated a joint letter with several other brands 

urging the Cambodian government to ensure fair collective bargaining 

processes and expressed our support for increasing wages in the country 

(…).” (H&M, 2015: 46).  

The sustainability report portrays H&M as instructing “governments” in what 

areas they “need” to place a certain focus. H&M have “requested”, “initiated” and 

is “urging” the Bangladeshi and Cambodian governments to steer their governing 

direction towards issues selected by H&M. Hereby H&M are positioning 

themselves as a powerful actor, who are not only collaborating, but setting 

standards for sovereign nation-states and guiding them in the focus of their 

political policies. This means that H&M describes themselves as compatible to 

nation-states and in a position to exercise political influence towards 

governments with the appropriate expertise to do so. By emphasizing the past, 

present and future engagement with the Bangladeshi and Cambodian 

administration, H&M stresses that the governments recognize H&M’s power 

position and that they trust their capabilities when entering a dialogue - and 
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perhaps implicitly obey the corporation in adopting policies social issues. In 

doing so, H&M are legitimizing their role as global governance actors of women’s 

empowerment in portraying themselves with significant authority to pursue 

development objectives: “if obedience is the counterpart of power, trust is the 

counterpart of authority” (Krieger, 1977: 259).  

 

The articulation of Coca-Cola’s and H&M’s positions can be perceived as a shift in 

the traditional governance understanding. Both corporations are emphasizing 

collaborative discourses when describing their partnerships with the UN and 

CARE, stressing their cognitive legitimacy in the taken-for-granted assumptions 

about the efforts with traditional development actors. By aligning their efforts 

with those of UN and CARE, the corporations are isomorphic mimicking already 

institutionalized norms of the traditional development sector. However, where 

the collaborative discourses stress the importance of partnerships, the 

corporations are furthermore emphasizing their significant capabilities as global 

governance actors in guiding and setting standards for the traditional global 

governance actors of development: NGOs, multinational organizations and 

nation-states. The egalitarian partnership discourses and the balance of power 

are hence shifted towards the authority of the corporations. This adds to the 

theoretical debate on the term of governance and the movement from 

government to governance, steering away from state-based authority, towards 

one characterised by interactions between several actors (Peters, 2005; 

Rosenau, 1995; Shapiro, 2001).  

 

5.3.1. Social practice analysis summary 

 

The social practice analysis examined how corporations draw on different 

discourses with roots in the institutionalized rationalities of recognized views on 

society. The social practice analysis found, that the isomorphic pressures on the 

corporate initiatives are met by embedding the initiatives in already existing 

institutionalized neoliberal rationalities, which influence the way of managing 

and framing women’s empowerment.  
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The good citizen discourse emphasizes how the corporations are describing their 

engagement with women’s empowerment. The discourses describe the 

corporations as good citizens of society in undertaking social purposes beyond 

their traditional business scope in a voluntary approach. The analysis revealed 

that the materials draw on an institutionalized neoliberal understanding of 

autonomy of the private sector. This is underlined by the self-regulatory nature 

of the initiatives and the significance of the corporate role as global governance 

actors of women’s empowerment. Hereby the conceptualization of CSR moves 

from a focus on business ethics towards corporate self-interests.  

The analysis of the managerial discourse found that the corporations are 

drawing on already institutionalized tools and business rationalities, such as 

stakeholder-consultation and setting measureable targets when describing how 

women’s empowerment should be managed. Hereby the corporations are 

engaging with women’s empowerment through already accepted and 

institutionalized rationales within society, to legitimize their roles as global 

governance actors. Both corporations draw on the institutionalized idea that 

empowering women is smart economics (World Bank, 2006), which enables the 

corporations to work with the empowerment of women in a way that fits with 

their traditional business rationales.  

The collaborative discourse describes the corporations’ united efforts to 

empower women with their partners, UN and CARE. However the analysis 

discovered that the discourses are not only describing the partnerships in 

egalitarian terms to the traditional development actors, but the corporations are 

turning the tables and portraying themselves as in a position of power to guide 

and set standards for the traditional global governance actors of development: 

NGOs, multinational organisations and nation-states.  

 

Through the social practice analysis, it can be argued that the corporations are 

drawing on their social contexts and institutionalized rationalities to legitimate 

themselves as global governance actors of women’s empowerment. 

Empowerment is furthermore described as best realized through business skills 

enhancement where women are the entrepreneurial subjects to catalyse a 

positive change for society. Hereby the concepts of both women and 
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empowerment becomes embedded in business rationalities where the 

realization of women’s empowerment can be effectively managed by 

corporations.  

 

5.4. CONCLUSION ON ANALYSIS AND FINDINGS 

 

The three levels of critical discursive analysis examine how Coca-Cola and H&M 

legitimize their activities on women’s empowerment and their role as global 

governance actors, in pursuing development tasks that previously belonged to 

traditional development actors. Through a critical discourse analysis of the 

materials produced by Coca-Cola and H&M, the analysis found that the relations 

between the three levels of analysis indicates that text, discursive and social 

practices are all necessary in order to comprehend the legitimization of 

corporations as global governance actors of women’s empowerment.  

 

The textual practice analysis examined how the linguistic elements in the 

corporate material represent a set of options that the corporations utilise in the 

construction of themselves as legitimate global governance actors of women’s 

empowerment.  The textual analysis found that the materials consist of various 

interpersonal features, which serve to construct responsible corporate profiles. 

Furthermore the corporations apply modal verbs, which emphasize the 

corporate engagement and commitment to initiatives on women’s 

empowerment. The linguistic characteristics are applied to construct certain 

realities and to legitimize the corporate involvement in initiatives on women’s 

empowerment. Hence, the textual elements are used to construct certain morally 

responsible corporate profiles to legitimize the corporate involvement and 

initiatives on women’s empowerment.  

 

The discursive practice analysis serves as an intermediary analytical level 

between the textual analysis and social practice. The analysis emphasized the 

production and interpretation of the materials and builds on how the 

corporations are constructing and producing texts in order to create and 

construct meaningful realities. The analysis found that the corporations portray 
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themselves in human-like terms throughout the material, which serves to 

reshape the interface between business and society. Personifying the 

corporations in discourses with human attributes is equalizing the corporations 

with their stakeholders and audiences and serves to create legitimacy in 

performing the role as global governance actor of women’s empowerment. 

Furthermore the materials draw on intertextuality and interdiscursivity when 

referring to other developmental texts and frameworks, which demonstrate the 

commonality between the traditional development actors and to leverage the 

corporate legitimacy in the association with them.  

The corporations describe their initiatives on women’s empowerment in 

tangible narratives, where they frame the context for gender inequality. The 

thesis analysed how women are both seen as victims, but also agents of change 

in need of empowering interactions with the corporate initiatives. The analysis 

found that the tangible narratives serve to illustrate the corporate capabilities to 

govern women’s empowerment.  

 

The social practice analysis examined how corporations are drawing on different 

discourses with roots in institutionalized rationalities of recognized views on 

society. The analysis found that private governance efforts on women’s 

empowerment and the exercise of private political authority are legitimized by 

the corporations when framing themselves and their activities as appropriate 

within socially constructed system of norm and values.  

 

The materials draw on a good citizen discourse to describe their engagement 

with women’s empowerment. The corporations portray themselves as good 

citizens of society, undertaking work on social issues beyond their traditional 

business scope in a voluntary manner, to stress their moral legitimacy. The 

analysis found that the material draw on institutionalized neoliberal 

understanding of society and autonomy of individual actors in order to establish 

the importance of the corporations as global governance actors of women’s 

empowerment. Hereby the conceptualization of CSR moves from a focus on 

business ethics towards corporate self-interests. 
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The analysis of the managerial discourse found that the corporations are 

mimicking institutionalized business rationalities and tools when describing 

how women’s empowerment should be managed. Women’s empowerment 

becomes embedded in an institutionalized neoliberal idea of women as smart 

economics, which enable the corporations to engage with the initiatives in a way 

that fits with their traditional business rationales to stress their pragmatic 

legitimacy.  

The collaborative discourse describes the partnerships with UN and CARE and 

how the corporations are collaborating on women’s empowerment issues to 

stress their cognitive legitimacy. However the analysis found that the 

corporations are disturbing the equilibrium of the partnerships and portraying 

themselves in a position of authority to guide and set standards for the 

traditional global governance actors of women’s empowerment.  

 

The thesis examined how legitimacy is pursued through both a micro-level in 

studying the organizational, firm specific and strategic approaches to women’s 

empowerment through textual and discursive analyses; and at a macro-level in 

analysing how the organisational structures are gaining acceptance from society 

at large in incorporating institutionalized rationalities through the social practice 

analysis. The thesis found that the corporations use textual and discursive 

methods to portray themselves as legitimate global governance actors. At the 

same time the corporations draw on institutionalized rationalities to construct 

themselves and their initiatives as appropriate within socially accepted norms of 

society. This creates a context where the corporations appear legitimate by 

portraying a challenge, that they themselves are best capable of solving. By doing 

so, the corporations take a position as legitimate global governors of women’s 

empowerment.  
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_____________________________________________________________________________________________ 

6.0 DISCUSSION 
_____________________________________________________________________________________________ 
 

The analysis found that corporations are framing themselves and their activities 

to attain legitimacy and authority as global governors of women’s 

empowerment. The analysis found that corporations use textual and discursive 

means to frame language for strategic purposes. These findings tap into the 

debate of global governance and CSR, where scholars have theoretically 

discussed the politicization of corporations and the emergence of diverse actors 

in the international system (Black, 2009; Haufler, 2001; Pattberg, 2006; Scherer 

and Palazzo, 2011).  

This chapter discusses how the corporations have described the women they are 

to govern, and thereby also how the corporations have portrayed themselves as 

capable of solving the issue. The discussion begins with reviewing and discussing 

how the corporations have portrayed women’s empowerment. This 

consequently leads to a discussion of how the corporations are portraying 

themselves, which is followed by a discussion of the implications of these 

findings.  

 

The analysis has shown that corporations tend to be isomorphic in their framing 

of CSR issues, when responding to institutional pressures.  The analysis 

emphasized that corporations are isomorphic conforming on CSR issues because 

of coercive stakeholder pressure (Meyer and Rowan, 1977; Scott, 2001) to 

comply with societal expectations (Carroll, 2008). 

However, when conforming to institutional pressures to undertake social 

responsibilities, the corporations remain in charge of determining the form of 

CSR and their specific solutions to social inequalities (Bondy et.al., 2012). This 

allows them to focus on subjects such as women’s empowerment through 

market rationalities. By framing women’s empowerment through market 

rationalities, the corporations also portray themselves as actors that are able to 

accomplish the task of empowering women. The analysis found that women are 

portrayed as in need of empowerment, but they are also capable of managing 

resources and spreading wealth beyond themselves (Bent, 2015; Bexell, 2012; 
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Kantola and Squires, 2012). Women are therefore having profound potential, but 

need help to take advantage of it. B The individual woman acts as a responsible 

agent of her own empowerment in acquiring business skills and resources. In 

contrast to the traditional development thinking, such as foreign aid delivery, 

each woman is hereby portrayed as stimulating economic success by assuming 

responsibilities for their own productivity and empowerment. By constructing 

empowerment as attainable through business skills, women’s empowerment 

becomes embedded in a business rationality, which is open to corporate 

intervention.  

Furthermore, when describing women as having societal ripple effects and as 

catalysts of development of the broader community, the corporations are further 

enhancing their legitimacy as global governance actors, not only of women’s 

empowerment, but also of broader development objectives. The business 

rationality thereby provides a valorisation of rights, where the discourses of 

women’s empowerment are translated into discourses on cost-benefit 

calculations, which emphasize growth and development (Bent, 2015; Bexell, 

2012; Kantola and Squires, 2012).  

 

However, making women work for the market is not the same as making the 

market work for the women. When considering the role of private sector 

involvement in global governance, the implications of trade-offs between these 

elements are paramount. Can the corporate initiatives promise on democratic 

notions of accountability when fulfilling their pragmatic legitimizing self-

interests? 

One might argue that the enhancement of market-based solutions to women’s 

empowerment tend to overlook the complexities of socioeconomic and political 

problems such as cultural differences, conflict and unequal power relations both 

in the household and broader society, whilst reinforcing the authority of the 

market (Eisenstein, 2009; Elias, 2013; Fraser, 2009; Kantola and Squires, 2012; 

Roberts, 2012, 2015).   

 

The implications of these findings are important. When framing women through 

neoliberal business rationalities the corporations are discursively constructing 
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development and solutions in particular ways, which can be subjected to 

corporate intervention. Defining women’s empowerment through business 

rationalities allows the corporations able of realizing this form of development, 

thereby legitimizing the corporations as global governors.  

 

The analysis found that the corporations are portraying themselves in a 

legitimate position of power to guide and set standards for the traditional global 

governance actors of development, which empirically adds to the global 

governance debate on private actors assuming state-like roles (See section 2.1; 

Matten and Crane, 2005).  

Through dialogues and partnerships, the corporate approach to women’s 

empowerment can be dispersed to other traditional developmental spheres, 

where the corporate approach to empower women may be considered as 

legitimate as the corporations have framed it. The market rationality can 

potentially influence public developmental fields, as the private corporations are 

collaborating with public actors.  

The initial attractiveness of PPPs is that the initiatives can capitalize on a broad 

set of public-private resources and capabilities (See section 2.3; Crane et. al., 

2008; Berger et. al., 2004; Bull and McNeill, 2007). However, as this thesis has 

empirically demonstrated, the market rationality is setting the terms of 

reference for collaborations: Whilst corporations guide and set standards for 

nation-states, they may expand neoliberal market rationalities to other spheres. 

These findings suggest that corporations are potentially not only pressured by 

and mimicking their institutional environments (DiMaggio and Powell; 1991; 

Scott, 2001), but they are dialectically having potential to pressure the 

traditional development actors when guiding them to adopt market compatible 

development policies. This discussion contributes empirically to Hurd’s (1999) 

theoretical perspective of authority as a combination of power and legitimacy 

(see section 3.1). The corporations seek legitimacy as global governance actors 

and thereby come to possess a position of power of those accepting their claims. 

Their position, however, should not be understood as coercive power, but rather 

in a broader sense of authority, where the corporations find themselves in 

positions to pressure the traditional development actors to adopt market 
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compatible development policies. Hereby changes in the institutional 

environment are not only dictated by external factors in a top-down approach, 

but also by corporations in positions of authority in the global governance arena.   

 

These findings have further implications: If market rationalities gain influence in 

the way development is conducted in the future, the question remains where 

these market compatible development policies leave the women that are to be 

governed by both traditional development actors and corporations. By leaving 

out the complexities of socioeconomic and political problems for women, it is the 

silence that is deafening - and perhaps conceals the realities of how 

empowerment should be achieved in the future. 

 

The corporate engagement with PPPs thereby present a paradox: on the one 

hand they constitute an innovative institutional arrangement, bringing together 

diverse actors to address global governance deficits such as women’s 

empowerment (Matten and Crane, 2005; Scherer and Palazzo, 2011); on the 

other hand, their growing presence can lead to a fragmentation of authority and 

challenge the democratic and normative foundation on which global governance 

is based.  Governments that are democratically elected to regulate, have less 

power to act, whilst corporations who start engaging in voluntary self-

regulation, have no democratic mandate for this engagement and cannot be held 

accountable (Kobrin, 2008; Bondy et. al. 2012; Scherer and Palazzo, 2012). In 

other words, political authorities are elected and subjected to parliamentary 

control, where corporations in contrast are neither elected by the public, nor are 

their guidance or interventions in global policies on women’s empowerment 

controlled by democratic procedures (Scherer and Palazzo, 2012). This suggests 

that strategic perspectives can undermine the core of performing social 

activities, which calls to Friedman’s (1970) perspective on social responsibilities 

as self-interested activities. Framing CSR through business rationalities may 

therefore serve the problem that CSR was intended to address in the first place: 

The pursuit of self-interests on the expense of social responsibilities. 
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_____________________________________________________________________________________________ 

7.0 CONCLUSION 
_____________________________________________________________________________________________ 
 

This thesis has sought to provide an answer to the two-part research question: 

“How are private corporations legitimizing themselves as global governors of 

women’s empowerment, and how are they portraying the women they are to 

govern?” To answer this research question the thesis applied critical discourse 

analysis and examined the published material of corporations’ social 

responsibilities. The thesis applied a social constructivist ontology and 

interpretative epistemology to the research as it allows the thesis to understand 

how social realities are interpreted, constructed and assigned meaning.  

 

This thesis contributes to the existing literature on corporate engagement in 

women’s empowerment (Eisenstein, 2009; Elias, 2013; Fraser, 2009; Kantola 

and Squires, 2012; Koffman et. al., 2015; Roberts, 2012, 2015; Woehl, 2008). By 

drawing on insights from sociological analyses of organizational legitimacy the 

thesis applied a constructivist perspective on how corporations are strategically 

pursuing legitimate governing roles of women’s empowerment. This is 

fundamentally different from the existing normative literature, as legitimacy is 

not evaluated against pre-defined standards of legitimacy, but as something that 

can be constructed through strategic actions. In addition, this thesis contributes 

to the research field on legitimacy in global governance by analysing how the 

presence of market actors affects the evolution of legitimacy in such governance 

settings. Furthermore the interdisciplinary approach, in complementing the 

analysis with insights from institutional theory, contributes to the limited 

literature (Campbell, 2007) on institutional theory, CSR and private sector 

governance and empirically adds to the understanding of actor-centred 

processes of institutional change.  

 

Through the use of different theoretical perspectives the thesis analysed how 

legitimacy is pursued through both a micro-level in analysing the organizational, 

firm specific and strategic approaches to women’s empowerment, and at a 
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macro-level in analysing how the organisational structures are gaining 

acceptance from society at large in incorporating institutionalized rationalities.  

 

The analysis found that the corporations are using various textual, linguistic and 

discursive means to portray themselves as legitimate global governance actors. 

Through the examination of the text and discursive levels of analysis the thesis 

demonstrated how the corporations are constructing the material in order to 

create meaning and portray themselves and their engagement as legitimate. The 

corporations construct the concept of women’s empowerment in a way where 

external intervention is needed in order to succeed. Hence, women in developing 

countries are relying on corporate interventions to get empowered. This creates 

a context where the corporations frame a challenge, that they themselves are 

best capable of solving. By doing so, the corporations take a position as 

legitimate global governors of women’s empowerment.  

 

The final level of analysis demonstrated how the corporations are legitimizing 

their roles as global governors of women’s empowerment by relying on 

normatively accepted and institutionalized rationalities of society. The 

corporations frame themselves as good citizens of society, grounding their 

commitments in the CSR line of research focusing on business ethics and 

morality. However the good citizen discourses assume a neoliberal rationality 

concerning institutional autonomy and self-determination of the corporations, 

moving the focus on business ethics towards emphasizing the normative 

underpinnings of the self-interested CSR approach, where the role of the state 

should be diminished on behalf of an increasingly important private sector.  

 

The analysis found that the corporations are applying business rationalities and 

institutionalized business tools, such as stakeholder management, financial 

reporting or setting tangible goals and targets for the empowerment of women. 

This is done, while embedding discourses of collaborative partnerships with the 

UN and CARE into realms of private authority and governance, where the 

corporations portray themselves as in positions to guide and set standards for 

traditional development actors.   
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By describing women’s empowerment through institutionalized business 

rationalities the corporations are also constructing themselves as able of 

realizing empowerment. However, the corporations are further seeking an 

authoritative position in guiding and setting standards for traditional 

development actors, NGOs, multinational organisations and even nation-states. 

Hence, the portrayal of women’s empowerment can have future implications for 

how development is approached in future collaboration between the private 

sector and traditional global governance actors. However, while challenging the 

traditional development approach to women’s empowerment, the corporations 

tend to overlook the complexities of socioeconomic and structural political 

problems, and one may ask where the corporate solution of empowerment 

leaves the women they are to govern.  

In practice, the conclusions of this thesis mean that market rationalities can 

potentially expand to other spheres, as private market actors are claiming 

legitimate global governors of new responsibilities and set standards in both 

traditional business and developmental fields. These implications could speak to 

future research of a wide range of CSR contexts and issues where corporations 

are involved in social challenges such as corporate engagement in climate 

change, child labour, public health etc. 

 

This thesis answered the research question in demonstrating that through the 

use of linguistic and textual means the corporations are constructing themselves 

and their actions as legitimate. Through the use of language and by drawing on 

institutionalised rationalities the corporations come to possess a position of 

authority. However, it is particularly evident through the portrayal of the women 

the corporations are to govern, that they are framing a challenge, which they 

themselves are most capable of solving through their business capabilities. 

Hereby, the corporations are assuming legitimacy as global governance actors of 

development objectives, and one may ask: 

 

Are the corporations’ empowerment initiatives the solution to women, or are 

women the solution to empowering the corporations? 
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APPENDIX	  A:	  PRIVATE	  INITIATIVES	  FOR	  WOMEN’S	  EMPOWERMENT	  
	  
Corporate	  
Partners	  

Women’s	  
empowerment	  
programme	  

Other	  partners	   Purpose	   Reasoning	   Method	  to	  
empower	  

Impact	  according	  to	  
corporate	  materials	  

Source	  	  

Bank	  of	  
America	  

“Empowering	  
women”	  

• Calvert	  
Foundation	  

• Cherie	  Blair	  
Foundation.	  	  

To	  connect	  
women	  to	  
human,	  social	  
and	  financial	  
capital	  
resources.	  

“Our	  efforts	  are	  
empowering	  women	  
to	  enrich	  their	  lives,	  
as	  well	  as	  those	  of	  
their	  families	  and	  
communities,	  and	  
helping	  create	  
stronger	  economies	  
worldwide”(Bank	  of	  
America,	  2016).	  	  

• Skills	  training	  
• Financial	  
support	  

Since	  2014,	  more	  than	  
$3	  million	  in	  loans	  have	  
been	  delivered	  to	  
nearly	  100	  women-‐
owned	  small	  
businesses	  across	  the	  
United	  States,	  and	  
provided	  mentoring	  
and	  networking	  
opportunities	  to	  more	  
than	  630	  women	  
entrepreneurs.	  	  

Bank	  of	  America	  (2016):	  
“Empowering	  women”.	  Available	  
online:http://about.bankofameri
ca.com/en-‐us/partnering-‐
locally/empowering-‐women-‐
leaders.html#fbid=Y7CK3Y0X6GI	  	  
Accessed	  21.02.2016	  

Chevron	   “Empowering	  
Women	  in	  Latin	  
America”	  

• SAIL	  	  
• Banauge	  
• Emprered	  
• Empremujer	  
• Rede	  Asta	  
• Entrepreneurs	  
in	  action.	  	  

• Dressed	  with	  
Dreams	  

• Other	  voices	  
Foundation	  

Supporting	  
female	  
entrepreneursh
ip	  in	  Latin	  
America	  

“Our	  business	  
success	  is	  deeply	  
linked	  to	  society’s	  
progress.	  Through	  
our	  support	  of	  
efforts	  that	  improve	  
livelihoods,	  
communities	  benefit	  
and	  so	  does	  out	  
business”	  (Chevron,	  
2016;	  p.	  3).	  	  

• Skills	  training	  
• Financial	  
support	  

Since	  2011,	  more	  than	  
10	  000	  women	  
throughout	  Latin	  
America	  have	  received	  
job	  training,	  skills	  
development	  and	  
microloans.	  	  

Chevron	  (2016):	  “Empowering	  
women	  in	  Latin	  America”	  
Available	  online:	  
http://www.chevron.com/	  
documents/pdf/EmpoweringWo
men/	  
empowering-‐women-‐in-‐latin-‐
america-‐casestudy.pdf	  	  
Accessed	  21.02.2016	  

Coca	  Cola	   “5by20”	   • UN	  Women	  
• IFC	  
• Bill	  and	  
Melinda	  Gates	  
Foundation	  

• TechnoServe	  

To	  enable	  the	  
economic	  
empowerment	  
of	  5	  million	  
women	  
entrepreneurs	  
across	  the	  

“(…)	  achieving	  
equality	  and	  
empowerment	  for	  
women	  has	  both	  
immediate	  impacts	  
that	  benefit	  them	  
directly	  and	  larger	  

• Skills	  and	  
training	  

• Financial	  
services	  

865,000	  women	  
entrepreneurs	  has	  been	  
reached	  since	  2010.	  	  

Coca	  Cola	  (2016):	  “2014/2015	  
Sustainability	  Report”.	  Available	  
online	  at:	  http://www.coca-‐
colacompany.com/content/dam/
journey/us/en/private/fileassets
/pdf/2015/07/2014-‐2015-‐
sustainability-‐
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value	  chain	  by	  
2020.	  	  

ripple	  effects	  that	  
are	  good	  for	  society	  
more	  broadly”	  (Coca	  
Cola,	  2016:	  p.	  17).	  	  

report.15_080415.pdf	  
Accessed	  21.02.2016	  

Credit	  
Suisse	  

“Credit	  Suisse	  
Microfinance	  
Capacity	  
Building	  
Initiative”	  

	   Empower	  the	  
leaders	  of	  
financial	  
institutions	  to	  
serve	  low-‐
income	  women	  
clients	  with	  
innovative	  
products.	  	  

“Engaging	  in	  women	  
is	  a	  crucial	  step	  to	  
the	  advancement	  of	  
families	  and	  
societies	  as	  a	  whole,	  
and	  results	  in	  
sustained	  economic	  
growth”	  (Credit	  
Suisse,	  2015).	  	  

• Skills	  training	  
• Financial	  
support	  

Individual	  success	  
stories.	  No	  other	  
information	  available.	  

Credit	  Suisse	  (2016):	  “Best	  way	  
to	  empower	  women)	  Helt	  them	  
open	  a	  Bank	  Account”.	  Available	  
online:	  https://www.credit-‐
suisse.com/ch/en/about-‐
us/responsibility/news-‐
stories/articles/news-‐and-‐
expertise/2015/10/en/best-‐
way-‐to-‐empower-‐women-‐let-‐
them-‐open-‐a-‐bank-‐account.html	  
Accessed	  21.02.2016	  

Danone	   “Danone	  
Ecosysteme”	  

	   Empowering	  
women	  
through	  
Danone’s	  
societal	  
mission.	  	  

“Danone’s	  mission	  is	  
to	  bring	  health	  
through	  food,	  to	  as	  
many	  people	  as	  
possible.	  Investing	  in	  
women	  has	  a	  
snowball	  effect	  on	  
families,	  
communities,	  
economies	  and	  
environment”	  
(Danone,	  2016:	  p.	  
32).	  	  

• Improve	  
working	  
environments	  

• Skills	  training	  
• Health	  services	  

	  

Over	  a	  5	  year	  period,	  
the	  project	  have	  
empowered	  13	  500	  
women	  and	  created	  
1500	  jobs	  for	  women	  

Danone	  (2016):	  “Women	  
Empowerment”.	  Available	  online:	  
http://ecosysteme.danone.com/
wp-‐content/uploads/2015/10/	  
Booklet-‐Women-‐Empowerment-‐
VD-‐jpo.pdf	  Accessed	  21.02.2016	  

Diageo	   “Plan	  W:	  
Empowering	  
Women	  through	  
learning”	  

	   To	  empower	  
two	  million	  
women	  by	  
2017.	  

“Ensuring	  a	  diverse	  
and	  inclusive	  talent	  
base	  to	  actively	  
shape	  the	  future	  of	  
Diageo.	  When	  
women	  have	  access	  
to	  education	  and	  
learning,	  there	  is	  a	  

• Skills	  training	  
• Financial	  
support	  

• Improve	  
working	  
environments	  

• Raising	  

90	  575	  women	  
empowered	  across	  15	  
countries.	  	  

Diageo	  (2016):	  “To	  Empower	  2	  
million	  women”.	  Available	  online:	  
http://www.diageoplanw.com	  	  
Accessed	  21.02.2016	  
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powerful	  ripple	  
effect	  that	  positively	  
impacts	  society	  
around	  them”	  
(Diageo,	  2016).	  	  

awareness	  

DKNY	   “pureDKNY”	   • CARE	   Empowering	  
women	  
through	  
purchase	  of	  
ingredients.	  	  

“The	  philosophy	  of	  
making	  a	  difference	  
pure	  and	  simple”	  
(DKNY,	  2016)	  

• Financial	  
support	  

Empowering	  Ugandan	  
women	  farmers	  who	  
produce	  vanilla	  beans.	  	  
Empowering	  female	  
farmers	  in	  Togo	  
producing	  verbena	  
basil.	  	  
No	  other	  information	  
available.	  

DKNY	  (2016):	  “pureDKNY	  ROSE”.	  
Available	  online:	  
http://m.dknyfragrances.com/en
/pure.php	  	  
Accessed	  21.02.2016	  

ExxonMobil	   “Women’s	  
economic	  
opportunity”	  

• Africare	  
• Cherie	  Blair	  
Foundation	  for	  
Women	  

• United	  Nation	  
Foundation	  

All	  the	  others	  
partners	  can	  be	  
found	  here:	  
http://corporate.e
xxonmobil.com/e
n/community/wo
mens-‐economic-‐
opportunity/weoi
-‐
partners/overvie
w	  	  

Helping	  women	  
fulfil	  their	  
economic	  
potential	  and	  
drive	  economic	  
and	  social	  
change	  in	  their	  
communities.	  	  

“Research	  shows	  
that	  when	  women	  
have	  control	  over	  
their	  incomes,	  they	  
invest	  in	  the	  health,	  
education	  and	  well-‐
being	  of	  their	  
families.	  They	  also	  
tend	  to	  reach	  out	  to	  
propel	  other	  women	  
forward,	  creating	  a	  
powerful	  multiplier	  
effect	  that	  benefits	  
all	  of	  society”	  
(ExxonMobil,	  2016)	  

• Skills	  training	  
• Improve	  
working	  
environments.	  

Invested	  more	  than	  $80	  
million	  in	  programs	  
benefitting	  tens	  of	  
thousands	  of	  women	  in	  
over	  90	  countries.	  	  

ExxonMobil	  (2016):	  “ExxonMobil	  
Women’s	  Economic	  Opportunity	  
Initiative”.	  Available	  online:	  
http://corporate.exxonmobil.com
/en/community/womens-‐
economic-‐opportunity/investing-‐
in-‐women	  
Accessed	  21.02.2016	  	  

Gap	  Inc.	   “P.A.C.E.	  
program”	  

• CARE,	  	  
• ICRW	  	  
• Swasti	  Health	  

Resource	  

To	  empower	  
one	  million	  
women	  in	  the	  
garment	  

“Improve	  the	  life	  of	  
female	  garment	  
workers	  by	  creating	  
sustainable	  and	  

• Skills	  training	   More	  than	  30	  000	  
women	  in	  10	  countries	  
have	  participated	  in	  the	  
program.	  	  

Gap	  (2016):	  “P.A.C.E.”	  Available	  
online:	  
https://www.bewhatspossible.co
m/pace	  	  
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Centre.	  	  	   industry	  by	  
2020.	  	  

scalable	  programs	  
that	  benefit	  the	  
participants.	  
Positively	  impact	  the	  
communities	  by	  
strengthening	  
relationships	  with	  
vendors	  and	  
improve	  efficacy“	  
(Gap,	  2016:	  p.	  6).	  	  

Accessed	  21.02.2016	  

General	  
Mills	  

“Nourishing	  
Lives”	  

• CARE	   Empowering	  
female	  
employees	  
throughout	  the	  
value	  chain.	  

Supporting	  women	  
is	  “delivering	  
remarkable	  and	  
measureable	  
philanthropy,	  and	  
creating	  shared	  
value	  across	  our	  
supply	  chain	  “	  
(General	  Mills,	  
2015).	  	  

• Skills	  training	  
• Improve	  
working	  
environments.	  

• Financial	  
support	  

Women	  now	  hold	  53%	  
of	  all	  salaried	  positions	  
and	  44%	  of	  
management	  position	  
at	  General	  Mills’	  U.S.	  
operations.	  	  
	  
Investing	  in	  women-‐
owned	  suppliers	  from	  
Sweet	  Harvest	  Foods	  
has	  increased	  from	  
$250	  000	  to	  $20	  million	  
over	  the	  past	  20	  years.	  	  
	  
Supporting	  a	  CARE’s	  
program	  in	  Peru	  
benefitting	  160	  
families.	  
	  
Supporting	  Join	  My	  
Village	  (CARE)	  which	  
have	  provided	  125	  new	  
village	  savings	  and	  
loans	  associations	  and	  
more	  than	  6700	  
women.	  	  	  

General	  Mills	  (2015):	  “Our	  
commitment	  to	  empowering	  
women”.	  Available	  online:	  
http://www.blog.generalmills.co
m/2015/03/our-‐commitment-‐to-‐
empowering-‐women/	  	  
Accessed	  21.02.2016	  	  
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Goldman	  
Sachs	  

“10,000	  women”	   More	  than	  40	  
partners	  such	  as:	  	  
CARE	  and	  the	  
World	  Bank	  
All	  the	  others	  
partners	  can	  be	  
found	  here:	  	  
http://www.	  
goldmansachs.co
m/	  
citizenship/	  
10000women/	  
partners-‐and-‐
support/index.ht
ml	  	  

To	  empower	  
women	  
entrepreneurs	  
with	  business	  
and	  
management	  
education,	  
mentoring	  and	  
networking,	  
and	  access	  to	  
capital.	  	  

“Research	  report	  
after	  research	  report	  
has	  identified	  the	  
greatest	  single	  
investment	  in	  
enhancing	  the	  
prosperity	  and	  
peace	  of	  a	  country	  is	  
economically	  
empowering	  its	  
women”	  (Goldman	  
Sachs,	  2015).	  	  

• Skills	  training	  
• Financial	  
support	  

The	  initiative	  has	  
reached	  over	  10	  000	  
women	  from	  across	  43	  
countries.	  

Goldman	  Sachs	  (2015):	  “The	  case	  
for	  women’s	  economic	  
empowerment”.	  Available	  online:	  
http://www.goldmansachs.com/
citizenship/10000women/news-‐
and-‐events/10kw-‐progress-‐
report/progress-‐report-‐full.pdf	  	  
Accessed	  21.02.2016	  

H&M	  
Conscious	  
Foundation	  

“Strengthening	  
Women”	  

• CARE	   Empowering	  
100	  000	  
women	  by	  
providing	  them	  
with	  to	  tools,	  
knowledge,	  
skills	  and	  or	  
seed	  capital	  to	  
expand	  their	  
enterprises.	  
Raising	  
awareness	  
through	  
rolemodels	  

“Economic	  
empowerment	  
minimizes	  women’s	  
dependency,	  
improves	  the	  
abilities	  for	  her	  
children	  to	  get	  a	  
better	  start	  in	  life	  
and	  strengthens	  
women’s	  position	  in	  
society	  in	  general.	  So	  
empowering	  women	  
in	  a	  lasting,	  
sustainable	  way,	  will	  
benefit	  themselves	  
and	  many	  people	  
around	  them,	  and	  is	  
as	  such	  a	  catalyst	  for	  
positive	  change”	  
(H&M,	  2016)	  

• Skills	  training	  
• Financial	  
support	  

• Raising	  
awareness	  
	  

No	  available	  
information.	  	  

H&M	  (2016):	  “Strengthening	  
Women”.	  Available	  online:	  
http://sustainability.hm.com/en/
sustainability/about/hm-‐
conscious/hm-‐conscious-‐
foundation/our-‐global-‐
programs/strengthening-‐
women.html	  	  
Accessed	  21.02.2016	  

HSBC	   “The	  HSBC	   • AMIDEAST	   To	  support	  the	   “The	  program	   • Skills	  training	   In	  2009,	  24	  women	   HSBC	  (2016):	  “HSBC	  Finance	  &	  
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Financial	  and	  
Entrepreneurshi
p	  Awareness	  
Program”.	  	  

• Wilson	  College	   career	  goals	  of	  
young	  Arab	  
women	  by	  
training	  their	  
skills	  in	  
business	  and	  
entrepreneursh
ip.	  

addressed	  the	  need	  
among	  young	  Arab	  
women	  to	  acquire	  
skills	  that	  enhance	  
their	  employability,	  
thereby	  meeting	  a	  
vitally	  important	  
goal	  in	  a	  region	  with	  
high	  rates	  of	  
unemployment	  
among	  women”	  
(HSBC,	  2016).	  	  

from	  Jordan,	  Kuwait,	  
Lebanon,	  Oman	  and	  the	  
UAE	  have	  undergone	  
training.	  	  

Entrepreneurship	  Awareness	  
Program”.	  Available	  online	  
http://www.amideast.org/our-‐
work/academic-‐and-‐cultural-‐
exchange/empowering-‐women-‐
and-‐girls/hsbc-‐finance-‐
entrepreneurship-‐awareness-‐
program	  	  
Accessed	  21.02.2016	  

Intel	   “She	  Will	  
Connect”	  

	   The	  program	  
will	  help	  5	  
million	  young	  
women	  acquire	  
or	  improve	  
digital	  literacy	  
skills	  and	  
expand	  their	  
understanding	  
and	  use	  of	  
technology.	  	  

“Educating	  girls	  and	  
closing	  the	  Internet	  
gender	  gap	  has	  an	  
important	  multiplier	  
effect	  –	  expending	  
opportunities	  for	  
families,	  
communities,	  and	  
nations”	  (Intel,	  
2016).	  	  

• Skills	  training	   No	  information	  
available.	  	  

Intel	  (2016):	  “Empowering	  girls	  
and	  women	  through	  education	  
and	  technology”.	  Available	  online:	  
http://www.intel.com/content/	  
www/us/en/technology-‐in-‐
education/	  
technology-‐empowerment.html	  	  
Accessed	  21.02.2016	  	  

Kellogg	  
Compagny	  

“Corporate	  
Responsibility”	  
programs	  

	   To	  ensure	  non-‐
discrimination	  
against	  female	  
farmers.	  	  

“Female	  farmers	  
play	  a	  critical	  role	  in	  
the	  global	  food	  
supply,	  by	  fostering	  
food	  security	  in	  their	  
own	  families	  and	  
communities.	  
Therefore	  women	  
play	  a	  key	  role	  in	  
global	  food	  security,	  
which	  is	  part	  of	  
Kellogg’s	  2020	  
Sustainability	  

• Financial	  
support	  
	  

Supporting	  women-‐run	  
farm	  cooperative	  
growing	  quinoa	  in	  
Bolivia.	  	  
	  
Supporting	  women	  
farmers	  through	  
“MasAgro”	  in	  Mexico,	  
has	  helped	  in	  
supporting	  
development	  and	  
training	  for	  
smallholder	  farmer	  

Kellogg	  (2016):	  “Responsible	  
sourcing”.	  Available	  online	  at:	  
http://www.kelloggcompany.co
m/content/dam/kelloggcompany
us/corporate_responsibility/pdf/
2015/Kelloggs_CRR_2014_Respo
nsible_Sourcing.pdf	  	  
Accessed	  21.02.2016.	  	  
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Commitments”	  
(Kellogg,	  2016).	  	  

groups.	  	  

Levi-‐
Strauss	  
Foundation	  

“HERproject”	   • BSR	   Empowering	  
low-‐income	  
women	  at	  their	  
workplace.	  

Studies	  “showed	  that	  
for	  every	  dollar	  
invested	  in	  building	  
the	  capacity	  of	  
factory	  health	  clinics	  
and	  providing	  health	  
trainings	  to	  women,	  
three	  dollars	  of	  
return	  can	  be	  
realized	  in	  the	  form	  
of	  increased	  
productivity	  and	  
reduced	  
absenteeism”	  (Levi-‐
Strauss,	  2016).	  	  

• Skills	  training	  
• Raising	  
awareness	  
	  

The	  program	  has	  
reached	  over	  250,000	  
low-‐income	  women	  
workers	  in	  more	  than	  
225	  factories	  in	  9	  
countries.	  	  

Levi-‐Strauss	  (2016):	  
“Empowering	  women,	  one	  
worker	  at	  a	  time”.	  Available	  
online:	  
http://levistrauss.com/unzipped-‐
blog/2013/09/	  
empowering-‐women-‐one-‐
worker-‐time/	  	  
Accessed	  21.02.2016	  

MAS	  
Holdings	  

“Women	  Go	  
Beyond”	  

	   To	  empower	  
female	  
employees	  in	  
the	  workplace	  
and	  at	  home.	  	  

“In	  recognition	  of	  
the	  need	  to	  address	  
gender	  inequality	  
and	  empower	  
women”	  (Mas	  
Holdings,	  2016).	  	  

• Skills	  training	  
• Raising	  
awareness	  

The	  programme	  
received	  the	  Women	  
Empowerment	  Principle	  
Award	  in	  2013,	  but	  
there	  is	  no	  available	  
information	  on	  other	  
results.	  	  

Mas	  Holdings	  (2016):	  “Overview”.	  
Available	  online:	  
http://www.masholdings.com/	  
women-‐go-‐beyond.html#women-‐
go-‐beyond	  Accessed	  21.02.2016	  

MetLife	  
Foundation	  

“Corporate	  Social	  
Responsibility:	  
Women	  &	  
Building	  a	  Secure	  
Financial	  
Future”.	  	  

• Pro	  Mujer	   To	  help	  low-‐
income	  women	  
access	  
knowledge,	  
products	  and	  
services”.	  	  

“Promoting	  the	  
development	  of	  
women	  and	  social	  
enterprise	  is	  key	  to	  
the	  overall	  economic	  
development	  of	  the	  
country”	  (MetLife,	  
2016).	  	  

• Skills	  training	  
• Financial	  
services	  

• Health	  services	  

Establishment	  of	  a	  
neighbourhood	  centre	  
in	  Oaxaca,	  Mexico	  and	  
launch	  of	  35	  women’s	  
community	  
associations.	  	  

MetLife	  (2016):	  “Empowering	  
women	  in	  Latin	  America	  by	  
providing	  them	  access	  to	  financial	  
services”.	  Available	  online:	  
https://www.metlife.com/metlife
-‐foundation/empowering-‐
women.html?media=print	  	  
Accessed	  21.02.2016	  

MTN	  
Foundation	  

“MTNF	  Widows’	  
Empowerment	  
Scheme”	  

• Federal	  
Ministry	  of	  
Women	  Affairs	  
&	  Social	  

Providing	  
business	  
management	  
skills	  training	  

Through	  a	  micro-‐
credit	  model,	  the	  
program	  aims	  at	  
“contributing	  to	  the	  

• Skills	  training	   No	  information	  
available	  

MTN	  Foundation	  (2016):	  
“Economic	  Empowerment”.	  
Available	  online	  
http://foundation.mtnonline.com
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Development	  
(Nigeria)	  

and	  tools	  of	  
trade	  to	  boost	  
the	  business	  of	  
300	  widows.	  	  

socio-‐economic	  
development	  and	  
social	  inclusion	  of	  
widows	  in	  Nigeria.”	  
(MTN	  Foundation,	  
2016).	  	  

/economic-‐empowerment	  	  
Accessed	  21.02.2016	  

Nestlé	   “Nestlé	  in	  
society:	  
Women’s	  
empowerment”	  

	   To	  empower	  
female	  workers	  
in	  Nestlé’s	  
value	  chain	  

“Women’s	  
empowerment	  are	  
critical	  to	  Creating	  
Shared	  Value	  for	  our	  
business	  and	  for	  
society”	  (Nestle,	  
2016).	  	  

• Skills	  training	  
• Raising	  
awareness	  

Individual	  success	  
stories.	  No	  other	  
information	  available.	  

Nestle	  (2016):	  “Women’s	  
empowerment”.	  Available	  online:	  
http://www.nestle.com/csv/	  
what-‐is-‐csv/women-‐
empowerment	  	  
Accessed	  21.02.2016	  

Nike	  
Foundation	  

“Girl	  effect”	   • United	  Nations	  
Foundation	  

• NoVo	  
Foundation	  	  

• DFID	  

Connecting	  
girls	  to	  each	  
other	  by	  
building	  social	  
networks	  

“Change	  the	  world	  
for	  girls	  and	  enable	  
girls	  in	  their	  unique	  
capacity	  to	  change	  
the	  world.	  This	  
approach	  creates	  a	  
virtuous	  cycle	  of	  
change,	  lifting	  girls,	  
their	  families	  and	  
communities	  out	  of	  
poverty”	  (Nike,	  
2016)	  

• Raising	  
awareness	  

“Impacted	  the	  lives	  of	  
millions	  of	  girls	  and	  
influenced	  investment	  
in	  them”	  (Nike,	  2016)	  
individual	  success	  
stories,	  no	  other	  
information	  available.	  	  

Nike	  (2016):	  “About	  Girl	  Effect”.	  
Available	  online:	  
http://www.girleffect.org/	  
about-‐us/	  
Accessed	  21.02.2016	  

Nokia	   “Nokia	  Life:	  
Usaha	  Wanita”	  

• Qtel	  Group	  
• Cherie	  Blair	  
Foundation	  for	  
women	  

• Foundation	  for	  
Social	  Change	  

Empowering	  
women	  
entrepreneurs	  
who	  are	  
running	  or	  
hope	  to	  start	  
micro-‐
businesses	  in	  
Indonesia.	  	  

“The	  impact	  of	  
women’s	  economic	  
empowerment	  can’t	  
be	  underestimated.	  
That’s	  where	  the	  big	  
lever	  comes	  in	  –	  
empowerment	  helps	  
individual	  women,	  
their	  families	  and	  
the	  wider	  
community”	  (Nokia,	  

• Skills	  training	   Individual	  success	  
stories.	  	  

Nokia	  (2012):	  “Empowering	  
Indonedia’s	  women	  
entrepreneurs	  with	  Nokia	  Life+”.	  
Available	  online:	  
https://blogs.windows.com/	  
devices/2012/12/06/empowerin
g-‐indonesias-‐women-‐
entrepreneurs-‐with-‐nokia-‐life/	  	  
Accessed	  21.02.2016	  
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2012).	  	  
Qualcomm	   “Women	  

Enhancing	  
Technology	  
program	  
(WeTech)”.	  	  

• IEE	  
Other	  partners	  
can	  be	  found	  here:	  	  
http://www.iie.or
g/Programs/WeT
ech/Partners#Par
tners	  	  

To	  enhance	  
women’s	  
talents	  and	  
skills	  needed	  to	  
fuel	  
technological	  
and	  economic	  
growth.	  

“The	  activities	  
develop	  the	  skills	  
urgently	  needed	  to	  
fuel	  technological	  
and	  economic	  
growth	  for	  women	  
and	  their	  societies”	  
(Qualcomm,	  2015).	  	  

• Skills	  training	  
• Financial	  
services	  
	  

Individual	  success	  
stories.	  	  

Qualcomm	  (2015):	  “Qcampers	  
hack	  for	  social	  impact”.	  Available	  
online:https://www.qualcomm.c
om/news/onq/2015/01/20/qca
mpers-‐hack-‐social-‐impact	  	  
Accessed	  21.02.2016	  

Vodafone	   “Connected	  
women”	  

• Self-‐Employed	  
Women's	  
Association	  of	  
India	  (SEWA)	  

• The	  Cherie	  
Blair	  
Foundation	  for	  
Women	  

Empowering	  
8.7	  million	  
women	  by	  
2020	  

“Mobile	  technology	  
has	  the	  potential	  to	  
transform	  people’s	  
lives	  and	  create	  
significant	  
opportunities	  to	  
improve	  economic	  
development	  and	  
individual	  wellbeing	  
–	  for	  women	  in	  
particular.	  (…)	  We	  
estimate	  that	  91	  
million	  of	  these	  
women	  without	  a	  
mobile	  phone	  live	  in	  
markets	  where	  we	  
operate,	  which	  
represents	  a	  
substantial	  
unfulfilled	  market	  
and	  a	  significant	  
opportunity	  for	  our	  
business.”	  
(Vodafone,	  2016)	  

• Skills	  training	  
• Health	  services	  
• Improve	  
working	  
environments.	  	  

Attracted	  75	  000	  
women	  in	  to	  the	  
programme	  in	  Turkey.	  
	  
Expanded	  job	  
opportunities	  for	  
women	  through	  26	  new	  
Vodafone	  Angel	  stores	  
in	  India.	  	  

Vodafone	  (2016):	  “Women	  	  	  
-‐	  Our	  approach”.	  Available	  online:	  
https://www.vodafone.com/cont
ent/	  
sustainabilityreport/2014/index
/	  
transformationalsolutions/wome
n.html	  	  
Accessed	  21.02.2016	  	  

Walmart	   “Global	  Women's	  
Economic	  
Empowerment	  

	   To	  change	  the	  
lives	  for	  
countless	  

“For	  Walmart,	  
empowering	  women	  
isn't	  just	  the	  right	  

• Skills	  training	  
• Improve	  
working	  

Individual	  success	  
stories.	  No	  other	  
information	  available.	  

Walmart	  (2016):	  “Women’s	  
economic	  Empowerment”	  
Available	  online:	  
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Initiative”	   women	  around	  
the	  world	  by	  
2016.	  	  

thing	  to	  do,	  it's	  
smart	  business-‐	  
helping	  us	  better	  
understand	  and	  
serve	  our	  customers,	  
find	  the	  best	  talent	  
and	  promote	  
economic	  growth	  in	  
our	  communities.”	  
(Walmart,	  2016)	  

environments.	   http://corporate.walmart.com/gl
obal-‐responsibility/opportunity	  
Accessed	  21.02.2016	  
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APPENDIX	  B:	  MATERIALS	  
	  

Theme	   	   Corporation	   Title	   Data	  Content	   Media	   Source	  
About	  the	  
Foundations	  

Coca-‐Cola:	  
5by20	  

“Our	  Company:	  
The	  Coca-‐Cola	  
Foundation”	  

About	  the	  
Coca-‐Cola	  
Foundation	  
and	  their	  
priority	  areas.	  

Website	  
material.	  

Coca-‐Cola	  (2016C):	  “Our	  
Company:	  The	  Coca-‐Cola	  
Foundation”.	  Available	  online	  
at:	  	  http://www.coca-‐
colacompany.com/our-‐
company/the-‐coca-‐cola-‐
foundation/	  Accessed	  on	  April	  
9,	  2016.	  	  

H&M:	  
Strengthening	  
Women	  

“H&M	  
Foundation”	  

About	  H&M	  
Foundation	  
and	  their	  
priority	  areas.	  

Website	  
material	  

H&M	  (2016C):	  “H&M	  
Foundation”.	  	  
Available	  online	  at:	  
http://about.hm.com/en/	  
About/sustainability/hm-‐
conscious/conscious-‐
foundation.html	  	  
Accessed	  on	  April	  9,	  2016.	  

About	  the	  
initiatives	  

Coca-‐Cola:	  
5by20	  

“5by20:	  What	  
We’re	  Doing”	  
	  
“How	  we’re	  
doing	  this”	  

About	  the	  
5by20	  
initiative	  and	  
Coca-‐Cola’s	  
approach	  to	  
women’s	  
empowerment	  

Website	  
material	  

Coca-‐Cola	  (2016A):	  “5by20:	  
What	  We’re	  Doing”.	  Available	  
online	  at:	  http://www.coca-‐
colacompany.com/our-‐
company/5by20-‐what-‐were-‐
doing/	  Accessed	  on	  April	  9,	  
2016.	  
	  
Coca-‐Cola	  (2016D):	  “How	  we’re	  
doing	  this”.	  Available	  online	  at:	  
http://www.coca-‐
colacompany.com/our-‐
company/5by20-‐how-‐were-‐
doing-‐this/	  Accessed	  on	  April	  9,	  
2016.	  

Coca-‐Cola:	  
5by20	  

“Infographic:	  
The	  Ripple	  
Effect”	  

About	  the	  
effect	  that	  
empowerment	  
of	  women	  can	  
have	  on	  
society.	  

Website	  
material	  

Coca-‐Cola	  (2016):	  “Infographic:	  
The	  Ripple	  Effect”	  Available	  
online	  at:	  	  http://www.coca-‐
colacompany.com/stories/infog
raphic-‐5by20-‐the-‐ripple-‐effect/	  
Accessed	  on	  April	  9,	  2016.	  

H&M:	  
Strengthening	  
Women	  

“Strengthening	  
Women”	  

About	  the	  
“Strengthening	  
Women”	  
initiative,	  
H&M’s	  
approach	  to	  
women’s	  
empowerment	  
and	  the	  goals	  
for	  the	  

Video	  and	  
website	  
material.	  

H&M	  (2016A):	  “Strengthening	  
Women”.	  Available	  online	  at:	  
http://sustainability.hm.com/e
n/sustainability/about/hm-‐
conscious/hm-‐conscious-‐
foundation/our-‐global-‐
programs/strengthening-‐
women.html	  Accessed	  on	  April	  
9,	  2016.	  
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initiative.	  
Examples	  of	  
work	  

Coca-‐Cola:	  
5by20	  

“Artisan	  Crafts	  
and	  Products”	  

About	  the	  
5by20	  
initiative,	  with	  
references	  to	  
partners	  with	  
link	  to	  5by20	  
success	  stories	  
and	  shop.	  	  	  

Website	  
material	  

Coca-‐Cola	  (2016F):	  “Artisan	  
Crafts	  and	  Products”.	  Available	  
online	  at:	  http://www.coca-‐
colastore.com/5by20.	  Accessed	  
on	  April	  9,	  2016.	  

	   H&M:	  
Strengthening	  
Women	  

“Empowering	  
women	  
entrepreneurs	  
in	  Ethiopia”.	  

About	  the	  
“Strengthening	  
Women”	  
initiative	  and	  
their	  approach	  
through	  an	  
example	  of	  
Ethiopia.	  

Website	  
material.	  	  

H&M	  (2016):	  “Empowering	  
women	  entrepreneurs	  in	  
Ethiopia”.	  Available	  online	  at:	  
http://sustainability.hm.com/e
n/sustainability/about/hm-‐
conscious/hm-‐conscious-‐
foundation/our-‐local-‐
projects/care.html	  Accessed	  on	  
April	  9,	  2016.	  

Examples	  of	  
success	  
stories	  	  

Coca-‐Cola:	  
5by20	  

“The	  Art	  of	  
Entrepreneurs
hip:	  Meet	  
5by20	  Artisans	  
Jocelyn	  and	  
Marlene”	  
	  
“Meet	  Preeti	  
Gupta”	  

Three	  success	  
stories	  of	  the	  
5by20	  
initiative.	  

Videos	  
and	  
Website	  
material	  

Coca-‐Cola	  (2015):	  “The	  Art	  of	  
Entrepreneurship:	  Meet	  5by20	  
Artisans	  Jocelyn	  and	  Marlene”.	  
Available	  online	  at:	  	  	  
“http://www.coca-‐
colacompany.com/stories/the-‐
art-‐of-‐entrepreneurship-‐meet-‐
5by20-‐artisans-‐jocelyn-‐and-‐
marlene/	  Accessed	  on	  April	  9,	  
2016.	  
	  
Coca-‐Cola	  (2016E):	  “Meet	  Preeti	  
Gupta”.	  Available	  online	  at:	  
http://www.coca-‐
colacompany.com/stories/pree
ti-‐gupta/	  Accessed	  on	  April	  9,	  
2016.	  
	  

H&M:	  
Strengthening	  
Women	  

“The	  Happiest	  
Women	  in	  the	  
World”	  

An	  example	  of	  
a	  success	  story	  
of	  the	  
“Strengthening	  
Women”	  
initiative.	  

Website	  
material.	  

H&M	  (2016D):	  “The	  Happiest	  
Women	  in	  the	  World”.	  Available	  
online	  at:	  
http://sustainability.hm.com/e
n/sustainability/about/hm-‐
conscious/hm-‐conscious-‐
foundation/global-‐stories-‐of-‐
change/strengthening-‐
women.html	  Accessed	  on	  April	  
9,	  2016.	  

Reports	  
	  
	  

Coca-‐Cola:	  
5by20	  

“Coca-‐Cola	  
2014/2015	  
Sustainability	  
Report”	  

Coca-‐Cola’s	  
sustainability	  
report	  of	  year	  
2014-‐2015.	  

Report.	   Coca-‐Cola	  (2016B):	  “Coca-‐Cola	  
2014/2015	  Sustainability	  
Report”.	  Available	  online	  at:	  
http://www.coca-‐
colacompany.com/	  
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content/dam/journey/us/en/p
rivate/	  
fileassets/pdf/2015/09/2014-‐
2015-‐sustainability-‐report.pdf	  
Accessed	  on	  April	  9,	  2016.	  

H&M:	  
Strengthening	  
Women	  

“H&M	  
Conscious	  
Action:	  
Sustainability	  
Report	  2015”	  
	  
“H&M	  
Conscious	  
Actions	  
Highlights	  
2015”.	  

H&M’s	  
commitment	  
and	  approach	  
to	  
sustainability	  
emphasized	  in	  
highlights	  from	  
the	  year	  of	  
2015.	  

Report.	   H&M	  (2015B).	  “H&M	  Conscious	  
Action:	  Sustainability	  Report	  
2015”.	  Available	  online	  at:	  
http://sustainability.hm.com/e
n/sustainability/downloads-‐
resources/reports/sustainabilit
y-‐reports.html	  Accessed	  on	  
April	  15,	  2016.	  
	  
	  
H&M	  (2015A):	  “H&M	  Conscious	  
Actions	  Highlights	  2015”.	  
Available	  online	  at:	  
http://sustainability.hm.com/c
ontent/dam/hm/about/docum
ents/en/CSR/reports/HM_Sust
ainabilityFolder_2015_en.pdf	  
Accessed	  on	  April	  9,	  2016.	  

H&M:	  
Strengthening	  
Women	  

“H&M	  
Conscious	  
Actions:	  
Sustainability	  
Report	  2014”.	  

H&M’s	  
sustainability	  
report	  of	  2014.	  

Report.	   H&M	  (2014):	  “H&M	  Conscious	  
Actions:	  Sustainability	  Report	  
2014”.	  Available	  online	  at:	  
http://sustainability.hm.com/c
ontent/dam/hm/about/docum
ents/en/CSR/reports/Consciou
s%20Actions%20Sustainability
%20Report%202014_en.pdf	  
Accessed	  on	  April	  9,	  2016.	  

Social	  media	  
material	  

Coca-‐Cola:	  
5by20	  

“Twitter	  Chat	  
Recap:	  Coke	  
and	  women’s	  
empowerment”	  

Twitter	  chat	  
with	  Chief	  
Sustainability	  
Officer	  (CSO)	  
about	  the	  
5by20	  
initiative.	  

Social	  
media	  and	  
website	  
material	  

Coca-‐Cola	  (2013):	  “Twitter	  Chat	  
Recap:	  Coke	  and	  women’s	  
empowerment”.	  Available	  
online	  at:	  http://www.coca-‐
colacompany.com/coca-‐cola-‐
unbottled/twitter-‐chat-‐recap-‐
coke-‐and-‐womens-‐
empowerment/	  Accessed	  on	  
April	  9,	  2016.	  

H&M:	  
Strengthening	  
Women	  

“H&M	  
Facebook”	  

Social	  media	  
advertisement	  
to	  vote	  for	  
H&M’s	  
sustainable	  
priority	  areas	  	  

Social	  
media:	  
Facebook	  

H&M	  (2014B):	  “H&M	  
Facebook”.	  Available	  online:	  
https://www.facebook.com/hm
/photos/a.69048985912.80299
.21415640912/101519081307
65913/	  Accessed	  on	  April	  9,	  
2016.	  	  

Other	  
material	  

H&M:	  
Strengthening	  
Women	  

“Choose	  and	  
reward	  
responsible	  

About	  H&Ms	  
interaction	  
with	  

Website	  
material.	  

H&M	  (2016B):	  “Choose	  and	  
reward	  responsible	  partners	  –	  
our	  Conscious	  Actions”.	  
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partners	  –	  our	  
Conscious	  
Actions”	  

stakeholders	  
and	  suppliers	  
on	  sustainable	  
development	  
issues.	  

Available	  online	  at:	  
http://sustainability.hm.com/e
n/sustainability/commitments/
choose-‐and-‐reward-‐
responsible-‐
partners/about.html	  Accessed	  
on	  April	  9,	  2016.	  


