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Abstract 

The concepts of Corporate Social Responsibility and Corporate Sustainability are becoming a 

standard part of business strategy. For the North American Ocean Cruise Industry, there is a lack of 

research in this area.  

 

Therefore, this research thesis is an addition to the scarce literature on the topic. The cruise industry 

is a growing industry, which means that now and, in the future, there will be a focus on their 

initiatives in regard to the impacts they have on the environment and society.  

 

This research is a case study, limited to the North American Ocean Cruise Industry, the purpose of 

this research is to find out what the North American Ocean Cruise Industry, is doing in regard to 

showing social and environmental responsibility. This thesis is based on one main research 

question:  

• How can the North American Ocean Cruise Industry improve their CSR and CS?  

 

The thesis will first be answering the sub-questions, by using frameworks such as and secondary 

data collected from the websites of the 19 cruise companies, that are taking the lead in this thesis.  

After looking at the individual companies, an overview of the general initiatives in the case study 

industry is provided, in order to place the cruise companies in the chosen frameworks.  

The analysis found that the industry is using a stakeholder approach, with an ambition level that is 

profit driven, a stance that is enlightened self-interest, and the industry is placed at the “engaged 

stage of corporate citizenship”.  

 

These findings from the analysis leads to the conclusion, that the cruise lines in the North American 

Ocean Cruise Industry can do a lot more to both inform customers and to improve their negative 

impact on the environment.  

 

Furthermore, a closer look at their value chain in combination with the Diamond Framework, would 

help the North American Ocean Cruise Industry achieve a greater competitive advantage.  
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Introduction 

Corporate Social Responsibility and Corporate Sustainability, concepts that have many different 

definitions and even more ideas for what it entails for corporations to show that they are 

responsible and sustainable. These concepts are becoming more and more important to customers 

and consumers, which puts a pressure on corporations, to focus on the impacts that they put on the 

environment. This focus only became more intense after the media started focusing on a young 

Swedish girl who, in august 2018, placed herself in front of the Swedish parliament with a sign saying 

“School strike for climate” (BBC, 2019). Since then Greta Thunberg and her speech to world leaders 

have been a sensation the world over and started a new wave of focus towards environmental 

responsibility and sustainability (Milman, 2019).  

 

Although, some might not agree with her statements, she has made it a discussion for all 

generations. This growing concern and focus on the environment and sustainability, puts pressure 

on most industries, to lessen their environmental impact. Many companies have therefore put more 

focus on making their CSR and CS strategies visible for their customers, in order to show that they 

are trying to make a positive difference.  

 

With more people becoming increasingly conscious towards their environmental impact, businesses 

are being forced to consider how they can become more socially and environmentally conscious as 

well. The tourist industry is being affected as well and sustainable tourism has become more 

popular. People are now thinking more about how their travels might have a negative impact on 

the environment. Therefore, many actors in the tourism industry in general have chosen to develop 

their strategy and put a focus on becoming more responsible and sustainable. 

  

As part of the tourism industry, the cruise industry is increasingly becoming a popular leisure choice 

worldwide, with a growth on 10% from 2016 to 2018 (The Florida-Caribbean Cruise Association, 

2018). The cruise industry is evidently a strong and growing industry. It has been growing and 

expanding since its modern-day inception in the 1960s (Cruise Industry News, 2020)  This report 

indicates that the best is yet to come for the industry. The cruise industry consists of a fleet of 400 

cruise ships and is estimated to rise to 500 by 2030 (Cruise Industry News, 2020). Just as the rest of 
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the tourism industry is becoming more environmentally aware, and are putting in efforts to 

minimize the impact, so is the cruise industry, or are they? 

 

Problem Formulation 

The cruise industry is known as one of the bigger sinners, when it comes to their negative impact 

on the environment. The cruise industry has often been called out in the media with their lack of 

concern for the environment and the impact of their actions. In an article in Business Insider the 

headline says: “Carnival got hit with $20 million fine after dumping garbage into the ocean”, but it’s 

not the only cruise line guilty of trashing the ocean (Matousek, Business Insider, 2019). It is against 

the international cruise-ship pollution regulations, for cruise-ships to dump trash and plastic in the 

ocean. However, according to the expert in the article, Ross Klein, it is more common than people 

would expect.  

  

In Forbes the headline goes: “Cruise Ship Pollution Is Causing Serious Health and Environmental 

Problems”. Cruise ships have often been described as ‘floating cities’, and as environmental groups 

have pointed out, they are just as, if not more, polluting than cities. A passenger’s carbon footprint 

triples in size when taking a cruise and the emissions produced can contribute to serious health 

issues (Wheeling, 2018). On top of the pollution caused by their exhaust fumes, cruise ships have 

been caught discarding trash, fuel, and sewage directly into the (Ellsmoor, 2019). 

 

These headlines are what the public read about the cruise industry. Therefore, this is what some 

associate with the cruise industry, that is, cruise companies being environmental sinners and not 

caring about the negative impact that they create. Looking at the cruise industry, it is a growing 

industry and has been since the 1960s (Baker, 2016). However, this does not mean that the industry 

is not facing challenges, as most other industries do. To them it is still important to be an expanding 

industry and convince more people of taking cruises. According to an interview with the CEO of 

Carnival Cruises, Arnold Donald; “the biggest challenge that the cruise industry faces is to convince 

more people to take cruises” (Matousek, Business Insider, 2019). In the interview Arnold Donald 

stated that: “The cruise industry is tiny”, referring to percentage of less than 2%, which is the total 
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number of cabins on all of the world’s cruise ships compared to the world’s hotel rooms (Matousek, 

Business Insider, 2019).  

 

One of the things that might help them convince more people to take cruises, could be to show their 

future customers, that they are trying to minimize their negative environmental impact and that 

they have strong CSR strategies in place. Consumers are becoming more aware of the environmental 

impacts of leisure with large cruises, and the cruise industry needs to realize this.  

 

With both the climate debate flourishing in the media, consumer awareness and increased 

regulations; are companies prepared to take appropriate and effective actions on transparency, 

governance, community economic development, work-family balance, environmental 

sustainability, human rights protection, and ethical investor relationships? These are questions that 

are relevant to ask in regard to the cruise industry, if they want to change the negative image that 

has been put on them. When it comes to CSR and CS, much depends on what a company has 

accomplished to date and how far it wants (and has to) go., This is therefore also the case for the 

cruise industry (Googins, 2006). Therefore, it would be interesting to find out how much focus they 

actually put on CSR and CS and if it is a visible part of their external image, and if they can improve 

on their image. 

 

Research Question  

The main research question of this thesis is:  

• How can the North American Ocean Cruise Industry improve their Corporate Social 

Responsibility and Corporate Sustainability? 

In order to answer the main research question, the following sub-questions will first be answered 

o What initiatives do the North American Ocean Cruise Industry companies have? 

§ To answer this question the thesis will first look at the cruise companies’ 

approach, ambition level and stance towards CSR and CS.  

§ Secondly look at the stage of corporate citizenship of the North American 

Ocean Cruise Industry companies. 

o How can CSR and CS, give them a competitive advantage? 
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Delimitations 

This thesis will only focus on the North American Ocean Cruise Industry. There are many small cruise 

lines and many Asian cruise lines, where the information is another language than English or not 

easily obtainable from company websites. By focusing on the North American Ocean Cruise 

Industry, it was possible to gather data from these companies.  

  

The main source of data for this thesis is in the form of secondary data, which can be found in 

appendices. After reaching out to all cruise line companies present in the case study, there were no 

responses and no interest in helping in the form of interviews, emails or phone calls. It was hard to 

get in contact with the right people, in order to get the necessary data. Therefore, an interview with 

a Danish travel agent, was the only possibility for gathering an interview. This interview, however, 

was not used much in the thesis, due to the lack of credibility.  

  

There is a lack of information on subject of CSR and CS on some of the cruise line companies 

websites. The lack of transparency from the companies, has put a limit on the research in the form 

of the full extent of their different initiatives.  

 

It would have been interesting to explore a wide range of themes with the subjects of sustainability and 

travelling, such as consumer behavior while staying at the cruise ship, or employee behavior on the cruise. 

However, with limited time, space and resources to explore how consumers and employees are acting 

sustainable while travelling on a cruise, the research would have been too extensive.  

 

The thesis is limited to explore how North American Ocean Cruise Industry can improve their CSR and CS 

strategy, with a predetermined mindset that North American Ocean Cruise Industry can improve their CSR 

and CS strategy. While it would have been interesting to analyze every aspect of the initiatives and 

partnerships of North American Ocean Cruise Industry, the focus of this thesis is narrowed to analyze on 

possible improvements.  
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Method 

This following section will look at the different methods used in this research paper. The research 

onion, by Saunders et al. (2012), is used as guidance for this section, and provide a structure for 

explaining the different methods used. Before looking at the research onion, the purpose of the 

thesis will be established. Starting from the outside of the onion by looking at the philosophy, 

approach to theory development, methodological choice and the research strategies, used for this 

thesis. The section will end with the methods used for the time horizon for the research and the 

techniques and procedures there is used for the data collection and analysis. 

 

Purpose 

Before starting on the philosophy of the research, it is important to establish the purpose of the 

research paper. This thesis starts with a descriptive purpose. First finding a definition of what 

Corporate Social Responsibility and Corporate Sustainability is in this industry and this thesis. Then 

moving on to what the companies and the industry is doing in order to be more responsible and 

sustainable. After the first descriptive part of the thesis, the thesis is moving to a more exploratory 

purpose, looking into the way these companies are communicating their CSR and CS efforts and 

their responsibility and sustainability strategies. Also exploring whether some of the companies are 

able to be more responsible and sustainable. The thesis will end with a discussion, exploring other 

research papers found on the subject and comparing them with the results found in this research 

paper.  

 

Perspective  

The perspective or philosophy in a research paper, refers to a system of beliefs and assumptions 

about the development of knowledge (Mark N.K. Saunders, 2019). Before looking at the 

philosophies of this thesis it is important to look at the underlying assumptions. Saunders et al. 

explains that there are three main assumptions:  

-       Ontology – refers to assumptions about the nature of reality (Mark N.K. Saunders, 2019, s. 133). 
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-       Epistemology – refers to assumptions about knowledge, what constitutes acceptable, valid and 

legitimate knowledge, and how we can communicate knowledge to others (Mark N.K. Saunders, 

2019, s. 133). 

-       Axiology – refers to the role of values and ethics (Mark N.K. Saunders, 2019, s. 134) 

All these assumptions have been used throughout the paper, some have been used consciously and 

some unconsciously.  

 

This thesis will be using the constructivist perspective, also known as the interpretivist perspective, 

which is based on the ontological perspective that there are multiple realities and that these 

realities need to be interpreted to discover meaning. A constructivist perspective means that reality 

is different to different people, and people adjust their reality when meeting other realities. The 

data gathered for this thesis is interpreted by the researcher. The companies, that have been 

explored and analyzed in this thesis, have constructed their own view of reality, they have then 

formulated this on their websites and in their catalogues as information to the consumers, as their 

responsibility and sustainability initiatives. After reading the information provided by the cruise 

companies, the researcher has then analyzed this information and made her own reality out of the 

information given to her. The perspective or philosophy of interpretivism/constructivism is 

explained by Saunders et al. (2019), has emphasized that humans are different from physical 

phenomena because they create meanings (Mark N.K. Saunders, 2019), which is in short what has 

happened in this paper.  

 

Approach 

In this research different theories are explored therefore; it is also important to look at the 

approaches to these theories. Saunders et al. (2019) explains; there are two main approaches to 

theory: deductive or inductive, and a third which is abductive.  

  

Deduction explained by Saunders et al. (2019) is an approach where you develop a number of 

hypotheses. To test the hypotheses you collect quantitative data, and use a structured 

methodology, to facilitate replication in order to ensure reliability. Additionally, concepts need to 

be operationalized in a way that enables facts to be measured, often quantitatively. Also, the sample 
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need to be of a certain size in order for generalization to be possible. Induction is opposite deduction 

in the sense that the qualitative data collection is more common. An inductive approach to 

reasoning is likely to be particularly concerned with the context in which set events take place.  

  

This thesis is using the abductive approach. Abduction is moving from theory to data or data to 

theory. Using the abductive approach, you are moving between the two approaches of deduction 

and induction. First finding an initial research problem and then interviewing a person of interest 

for this problem. However, after the interview, it was found that the interview and the initial 

research problem was not sufficient. Then moving on to finding a problem based on theory on the 

subject or a lack thereof. The abductive approach is more flexible, and lets you move between the 

two approach and therefore, not forcing to use one approach. This gave a more rounded research. 

 

Methodological Choice 

Methodology refers to how knowledge and understanding is created. Both qualitative and 

quantitative methods are used for this thesis. First the qualitative methods are used to explore at 

what the content of the data is, the qualitative lies in the interpretation of how, why and what, the 

cruise lines are writing on their websites, because of the limitation of not being able to interview 

the cruise lines, a need for this type of qualitative data was found necessary. Describing and 

analyzing the content on the different websites, together with the different catalogues, have been 

used for data as well.  

 

The quantitative methods are used when the measuring of the different initiatives, in order to make 

diagrams, which is used to back up the data found using both methods, gives a full use of the data 

collected for this research. 

 

Strategies 

The research strategies used for this thesis have been multiple. The main strategy for this thesis has 

been case study. Studying the case of North American Ocean Cruise Industry. The sampling for this 

thesis is covered by analyzing all the companies in this specific case. Therefore, the sampling of the 
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thesis is representative. Only the big ocean cruise lines are of importance to this thesis, the same 

goes for that it is only North American cruise lines, used for this research paper.   

 

Archival is the second main strategy used for this research. Because knowledge gathered from the 

interview in the beginning of the process is limited, most of the data gathered for this thesis is based 

on the documents and websites of the relevant cruise lines of the case study. There has been one 

interview for this research, an in-depth interview, which was semi-structured. The person chosen 

for the interview was Karsten Schön, who has his own travel agency, that specializes in Cruise 

vacations. Karsten Schön has been on 162 cruises during his 16 year in the industry (INTERVIEW 

22:10) and is therefore considered an expert on the subject of cruise vacations, which is why he was 

chosen for the initial interview for the thesis. Karsten encouraged the researcher to visit a cruise fair 

in Herning, where the researcher had the opportunity to make observations and talk to others in 

the industry., However both the interview and the observations, were not found relevant enough 

to base the analysis on, due to the lack of information on CSR and sustainability. 

 

Time Horizon 

A cross-sectional time horizon is used, because the subject of CSR and CS is being researched at the 

present time and not over a longer period of time. To create an analysis of the historic development 

in the industry, the researcher would have had to collect data from the past to the present and the 

time horizon would then be longitudinal. This thesis, however, is a snapshot in time where the 

current state of the industry is analyzed.  Using the cross-sectional time horizon provides the benefit 

of the possibility of studying and compare many different variables. It has not been possible to study 

the development of the different initiatives over a longer period of time. In addition, it was found 

more relevant to analyze the current initiatives, and present acknowledgements of responsibilities 

and sustainability in the North American Ocean Cruises, in order to answer the research question.  

  

The process used for this paper is shown by picture 1, below: 
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Picture 1 

 

Techniques & Procedures 

The empirical data consists of both primary and secondary data, which have been collected for this 

research. The primary data consist of the interview with Karsten Schön and the observations made 

during the Cruise Fair in Herning. The Researcher observed multiple vacation stands at the fair in 

order to try and find usable data about for CSR or related themes. The data however proved 

insufficient and have therefore not been used in the thesis. The secondary data, which make up the 

majority of the data collected for this thesis, consist of texts. These texts were found at the fair, the 

company websites and catalogues provided on the company websites. The data collected from the 

catalogues are placed in Appendix 4. In Appendix 3, is starting point for collecting the secondary 

date. The spread sheet was made to get an overview of the different companies. The focus of the 

data in the overview were, country, age of the company, where their CSR strategy is located, 

number of clicks it is from the homepage, if a CSR report is available, CSR in general on their website, 

and then comments. As mentioned, this is used to provide an overview of the different companies. 

After the overview, parameters were made, in order to collect data on the different initiatives the 

companies might have. Here the parameters were; sponsorship, partnership, environmental 

initiatives, social initiatives and workforce initiatives. After looking at the websites, the observed 

data, is placed in the spreadsheet and used for the analysis, this spreadsheet is Appendix 5. This 

data has been transferred to statistics and the sampling is representative in the sense that all USA 

Ocean Cruise Lines are represented. Appendix 5 have resulted in the many diagrams, which is in 

Appendix 6. This data collection is used in the different frameworks.  

 

Credibility 

For this research it is important to mention the credibility of the different data found. Most of the 

data is gathered from the individual cruise line company’s own websites. Therefore, it is also 
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important to emphasize that some of the data might be colored by this. This also means that the 

data collected is only, what the North American Ocean Cruise Industry have decided to put on their 

websites and in their catalogues.  

  

For the interview, it is important to note, that Karsten Schön is a travel agent, who is cooperating 

with cruise lines, in order to promote the best experience for his customers. Therefore, his opinion 

on cruise line initiatives, might be colored by the fact that he works with them and therefore also 

have to protect this relationship. In addition, his company’s main source of income is made through 

the cruise vacations that he sells, and therefore he might be biased by this as well. The same can be 

said about the presentation about cruise ships that Profil Rejser made at the vacation fair.  

  

Triangulation is used in this thesis, in order to establish the credibility of the interviewee Karsten 

Schön. He mentioned: Karsten Schön, he shows his opinion by stating: “So I am very honest to say 

that I am very skeptical of all this environmental debate. To be completely honest because Denmark 

represents 0.5 per cent of the total CO2 emissions in the world. But why do we have to pay a big bill 

because if nobody else are doing anything, then it saves nothing. And the big environmental sinners 

we all know are India, China and the United States. And they make up almost 75 percent of it all.” 

(Schön, 2020, p. 8). After checking his statement it was found that the numbers he mentions are 

not correct, according to Union of Concerned Scientists report from 2020, CO2 emissions from 

China, India and USA combined add up to 49% of the world emissions (Union of Concerned 

Scientists, 2020). 

  

The theoretical articles used for this research, are mainly articles that have been cited by other 

authors and are published by acknowledged research journals. This makes the literature credible.  
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Theoretical Framework 

Literature review 

In this thesis it was important to divide the literature into different topics, in order to ensure clarity 

throughout the thesis and also when finding the relevant literature. Therefore, a mind map was 

made in order to look at the different topics and literature and connect it in that way. 

 

 
Picture 2 

 

There are the different articles which explain the North American Ocean Cruise Industry. In order to 

give a better picture of the industry in general, these articles were used to help with the analysis in 

this thesis.  

 

In the report from the Cruise Industry News “Cruise 101” (Cruise Industry News, 2020) there is an 

overview of the cruise industry worldwide, which mentions different facts of what the industry 

consists of; 423 ships, $67 billion orderbook, 95+ cruise brands, 5 major companies etc. (Cruise 

Industry News, 2020). Then there is an overview of the different cruise lines, the trends for 2020 

(Cruise Industry News, 2020). In addition to this overview of the industry the Cruise Line 

International Association, has made a 2020 outlook of the state of the cruise industry, this report 

offers a look at the research, analytics and trends that are driving the industry forward in the coming 

years (Cruise Line International Association). The first trend that is mentioned in this report is 

environmental sustainability, with a target of 40% in reduction rate for carbon emissions by 2030 

(Cruise Line International Association). 
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A demographic segmentation of the Cruise Industry, was made in the article by Bhaduria et al. In 

this article they segment cruise passengers into five most common groups. Based on passengers’ 

demographics and they determines the impact and relative importance of different cruise ship 

attributes on each segments satisfaction. The five segments that they have made are: singles, 

honeymoon & romantic, family, seniors and disabled.  

 

The results of this research were among other, that the cruise industry should specialize and target 

their marketing more efficiently, in order to attract a more specific demographic segment (Amita 

Bhadauria, 2014). The article by David Mc.A Baker “The Cruise Industry: Past, Present and Future”, 

explains the development of the industry over time, and what could be expected by the industry in 

the future. He mentions the rapid growth of the cruising industry over the past 20 years. It is 

expected that this growth will continue, especially in Asia. Cruise lines are also placing more focus 

on the cruise experience, offering more amenities, while the cruise market is expanding (Baker, 

2016). 

  

In order to answer the research question; How can North American Ocean Cruise Industrys improve 

their CSR and CS?, it was important to find a definition for corporate social responsibility and 

corporate sustainability .Therefore, part of the literature used for this thesis has been ascertained 

by reviewing different articles and thesis about this topic.  

  

Jeremy Moon’s (2014) book “Corporate Social Responsibility: A very Short Introduction” indicated 

that there are three different definitions (Moon, 2014, p. 4):  

1. ‘the firm’s consideration of, and response to, issues beyond the narrow economic, technical, and legal 

requirements of the firm’ (Keith Davis, 1973) (Moon, 2014, p. 4). 

2. ‘the economic, legal, ethical and discretionary expectations that society has of organizations’ (Archie 

Carroll, 1979) (Moon, 2014, p. 4) 

3. ‘policies and practices of corporations that reflect business responsibility for some of the wider societal 

good. Yet the precise manifestation and direction of the responsibility lie at the discretion of the 

corporation’ (Dirk Matten and Jeremy Moon, 2008) (Moon, 2014). 
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These definitions are considered when finding the definition for CSR that fits for this research thesis 

and in the discussion part of the thesis.  

  

One article that is used often, when talking about corporate responsibility, is Milton Friedman’s 

article; “The Social Responsibility of Business is to Increase Profits”. In his point of view, it is not up 

to businesses to be socially responsible, that should be up to the different governments, and 

businesses should concentrate on earning a profit and pay their taxes, that should be their 

responsibility, also that the responsibility of corporations are to their shareholders (Friedman, 

1970). 

  

Elkington’s (1997) article “Accounting for the triple bottom line” reflects on the economic, social 

and environmental performance, due to the pressure on businesses from governments and citizens, 

in order to measure and manage the impacts and outcomes of its behavior in a range of different 

areas. The triple bottom line also looks at it is possible for corporations to focus on all three aspects 

and not just the economic bottom line (Elkington, 1997). 

  

Another category in the literature that was found was, looking at the efforts in the industry:   

The article “Model of sustainable behavior: assessing cognitive, emotional and normative influence 

in the cruise context” by Han et al. Are looking at the individuals’ decision-making for pro-

environmental behaviors while travelling on cruise ships. This study includes the cognitive, affective 

and normative processes related to this, and considered their interrelations in the prediction model 

of passenger cruising intention in an environmentally responsible way (Heesup Han H. G., 2017). 

Building on this Han et al. published another article in 2019; “Vacationers’ norm-based behavior in 

developing environmentally sustainable cruise tourism”, this article studies the reasoning behind 

cruise travelers’ decision formation for choosing environmentally responsible cruise product rather 

than a conventional cruise. It was found that personal norm and ascribed responsibility played a 

crucial role (Heesup Han J. Y., 2019). 

  

Another article concerning the impact that the industry has on the environment is: “Direct pollution 

cost assessment of cruising tourism in the Croatian Adriatic” the article looks at the impacts 
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environmental, economic and social impacts that cruising tourism have on target destination, in this 

case the Croatian coastline. An assessments is offered, which quantifies and financially estimates 

emissions and waste streams so they can be compared with the direct income generated to the 

local economy by cruising tourism (Caric, 2010). Building on this the article “Antarctic cruise tourism: 

the paradoxes of ambassadorship, “last chance tourism” and greenhouse gas emissions”, mention 

the paradoxes that many of the cruise lines take tourists to destinations threatened by climate 

change, with Antarctic and other polar regions as favorites. The selling point being is to see fa 

destination before it disappears, a form of last chance tourism (Eke Eijgelaar, 2010). Looking at the 

environmental impact that the cruise industry has, the article: “Cruise tourism environmental 

impacts – The perspective from the Adriatic Sea”, examines this cruise ship emissions and impacts, 

points to existing environmental management (Hrvoje Caric P. M., 2014). In order to evaluate 

antifouling-pollution environmental risk, an article by Caric et al. (2016), an interdisciplinary 

triangulation is proposed (Hrvoje Caric G. K., 2016). A report from the European Research Center, 

suggest that air emissions from the maritime transport sector account for a significant portion of 

the total emissions, affecting air quality and contributing to climate change and human health 

problems (Apollonia Miola, 2010). Then there is a look at what the industry is could do in order to 

become more sustainable. Strazza et al. have made a case study of circular economy from cruise 

ships to aquaculture. The thesis investigates a potential innovative pattern of recycling food waste 

from cruise ships for use as feed in aquaculture, in terms of environmental sustainability (C. Strazza, 

2015). 

 

Another article by Danuta de Grosbois, looks at the CSR reporting of the industry. The analysis 

indicates a limited use of formal international reporting guidelines and that cruise lines reported on 

commitments, fewer reported on specific initiatives (Grosbois, 2016). Looking at the lack of 

reporting, the concept of “greenwashing” has been found important to look at. According to the 

book “Corporate Social Responsibility – strategy, communication, governance” the concept of 

greenwashing refers to the simultaneous existence of two firm behaviors: poor CSR performance 

and positive communication about this performance (Waddock, 2017). Looking at it in the tourism 

industry this article was found; “Consequences of ‘greenwashing’ consumers’ reactions to hotels’ 

green initiatives” (Imran Rahman, 2014). In their study they found that an ulterior motive of hotels’ 
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environmental claims brought skepticism to the consumers, and that in turn negatively influenced 

consumers’ intention to participate in the linen reuse program and intention to revisit the hotel 

(Imran Rahman, 2014). 

 

Introducing frameworks 

The framework used to analyze the data for this research thesis, is explain in the next part of the 

theoretical framework. 

 

The thesis of Marcel van Marrewijk (2002), provides an overview of the contemporary debate on 

the concepts and definition of corporate social responsibility and corporate sustainability. The look 

at the historical perspectives, philosophical analyses and it concludes that a ‘one solution fits all’-

definition should be abandoned, instead accepting various and more specific definitions matching 

the development, awareness and ambition levels of organizations (Marrewijk, 2002). Their article 

looks at the three different approaches there are and the different ambition levels, that companies 

can have towards CSR and CS. This is used as one of the main resources for analyzing the data.  

  

“Concepts and Definitions of CSR and Corporate Sustainability: Between Agency and Communion” 

Marcel van Marrewijk – explains in their article, that over time there have been three approaches 

to CSR: Shareholder -, Stakeholder-, and Social approach. The shareholder approach is considered 

the classical view on CSR. Here the responsibility of businesses is to increase profits for its 

shareholders – this is also the view of Milton Friedman (1970), who has a more critical view on what 

corporate responsibility is and should be. In short, he thinks that businesses corporate responsibility 

is to make a profit and, in that way, contribute to society through taxes. He thinks that it is up to the 

governments to be socially responsible, and make sure that the people who need help will get it. 

The stakeholder approach is concerned with more than just profits, looking out for the stakeholders 

in the company, people or businesses that rely on the company to survive. In the social approach it 

is claimed that companies are responsible for the society in which they operate, and that society 

will be affected by the performance of the company. The societal approach appears to be a strategic 

response to the changing circumstances and to the new corporate challenges that did not previously 

occur (Marrewijk, 2002). 
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“The Erasmus University’s Business Society Management has also placed CS as the goal, with CSR as 

an intermediate stage where companies try to balance the Triple Bottom Line (Wempe, 2002)” 

(Marrewijk, 2002) 

 

Figure 1 (Marrewijk, 2002, p. 8) 

According to Marcel van Marrewijk (2002) article there is a small distinction between CSR and CS: 

Associate CSR with the communion aspect of people and organizations and CS with the agency 

principle (Marrewijk, 2002). Therefore, CSR relates to phenomena such as transparency, 

stakeholder dialogue and sustainability reporting, while CS focuses on value creation, 

environmental friendly production systems, human capital management and so forth (Marrewijk, 

2002). The broad definition that was used in this article is:  

“In general, both corporate sustainability and CSR refer to company activities – voluntary by 

definition – demonstrating the inclusion of social and environmental concerns in business operations 

and in interactions with stakeholders” (Marrewijk, 2002). 

 

Then it was differentiated in five different interpretations, ambition levels of CSR/CS: 

1. Compliance-driven: Providing welfare to society, within limits of regulations from the 

rightful authorities – charity and stewardship (Blue) 

2. Profit-driven: Integration of social, ethical and ecological aspects into business operations 

and decision-making, provided it contribute to the financial bottom line (Orange). 
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3. Caring: Balancing economic, social and ecological concerns, which are all three important 

in themselves. Initiatives go beyond legal compliance and beyond profit considerations 

(Green). 

4. Synergistic: Consists of a search for well-balanced, functional solutions creating value in 

the economic, social and ecological realms of corporate performance, in a synergistic, win-

together approach with all relevant stakeholders. Sustainability in itself is important 

(purple). 

5. Holistic: Fully integrated and embedded in every aspect of the organization, aimed at 

contributing to the quality of continuation of life of every being and entity, now and in the 

future. Each person or organization has a universal responsibility towards all other beings 

(Turquoise) (Marrewijk, 2002).  

 The ambition levels are divided into different colors, which will be used for placing the different 

cruise lines later in the analysis, to make it easier for the reader.  

  

In the book “Exploring Strategy” by Johnson et al. (2014), there is a table where they are describing 

the different corporate social responsibility stances, which companies might take. There is described 

four basic types of stances, in order to illustrate the differences. They represent a progressively 

more inclusive ‘list’ of stakeholder interests and a greater breadth of criteria against which 

strategies and performance will be judged (Gerry Johnson, 2014). This is used in a combination with 

the ambition levels from (Marrewijk, 2002). 

  

There are four different stances on CSR: 

• Laissez-faire stance is where organizations argue that the only responsibility of business is to 

make a profit and provide for the interest of the shareholders (Gerry Johnson, 2014, p. 128). 

This stance could be compared to the compliance-driven ambition level from Marcel Van Marrewijk 

(2002), where it is the legal requirements that are met and organizations, do not engage in further 

efforts, than the absolute necessary. This would also be categorized as the shareholder approach to 

corporate social responsibility, and what Friedman mentions as the responsibility of organizations.  
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• Enlightened self-interest, it is a more long-term view of the financial benefits it might have to 

the shareholders and looking at the relationships with the stakeholders. In this stance 

organizations do CSR if it makes good business sense (Gerry Johnson, 2014, p. 128). 

This stance could be compared to the profit-driven ambition level, where the main concern is to 

make profit. This stance is in the middle of the shareholder and stakeholder approach, there is still 

a main concern for the profit-making side of the CSR initiatives, when implemented, but the 

stakeholder concern is also evident in this stance. 

• Forum for stakeholder interaction (a mix of green and purple), this incorporates multiple 

stakeholder interest and expectations. Here organizations are moving from only looking at the 

financial part of the triple bottom line and trying to adapt a principle of sustainability in their 

strategy (Gerry Johnson, 2014, p. 129). 

This would be a combination of the caring and the synergistic ambition level, where the 

sustainability and responsibility become part of the company’s strategy. And therefore, CSR moves 

to become a way for business to do business. Which tells us that companies taking this stance is also 

moving towards a social approach to CSR, however it would be a stakeholder and social approach, 

since the financial aspect of the triple bottom line is still a part of their CSR strategy.  

• Shapers of society, here the financial considerations become a secondary concern for 

organizations. Financial viability is important only as providing the means for continuing the 

social mission. Organizations taking this stance are visionaries, seeking to change society and 

social norms (Gerry Johnson, 2014, p. 129).  

This can be compared to the holistic ambition level and it is the social approach to both the 

corporate responsibility and sustainability. Companies strategy at this level is merely concerned 

with the doing good and it is the core of their business. 

 

Another framework used for this topic is; “Stages of Corporate Citizenship” Mirvis et al. (2006). Here 

they have five different stages of responsibilities that companies take. Many executives are 

wondering and worrying if their citizenship initiatives make sense, are companies prepared to take 

appropriate and effective actions on transparency, governance, community economic 

development, work-family balance, environmental sustainability, human rights protection, and 

ethical investor relationships? (Googins, 2006). When it comes to corporate citizenship, much 
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depends on what a company has accomplished to date and how far it wants (and has to) go 

(Googins, 2006). 

  

Knowing at what stage a company is, and what challenges it faces in advancing citizenship, can clear 

up an executive’s confusion about where things stand, frame strategic choices about where to go, 

aid in setting benchmarks and goals, and perhaps speed movement forward.  

In order to track the developmental path of citizenship in companies, they have chosen to focus on 

seven dimensions of citizenship that vary at each stage:  

-       Citizenship Concept: How is citizenship defined? How comprehensive is it? 

-       Strategic Intent: What is the purpose of citizenship in a company? What it is trying to 

achieve through citizenship?  

-       Leadership: Do top leaders support citizenship? Do they lead the effort?  

-       Structure: How are responsibilities for citizenship managed?  

-       Issues Management: How does a company deal with citizenship issues that arise? 

-       Stakeholder Relationships: How does a company engage its stakeholders? 

-       Transparency: How “open” is a company about its financial, social, and environmental 

performance? (Googins, 2006, p. 107). 

 

Then comes the five stages and the challenges for each stage:  

-       Stage 1. Elementary: In this base stage, citizenship activity in a company is episodic and its 

programs are undeveloped. Often centered around simple compliance with laws and 

industry standards. Challenge: Gain Credibility: Society expects more from companies today 

– particularly larger businesses. (Poll found that over 80 percent agree that “larger 

companies should do more than give money to solve social problems) (Googins, 2006, p. 

109). 

-       Stage 2. Engaged: At this second stage, engagement, top management often “wakes up” to 

what is involved and adopts a new outlook on their company’s role in society. Policies are 

often adopt a “policy-based approach” – and the policies are typically drafted that call on 

the firm to “exceed the law” with respect to employment and health, safety, and 

environmental practices. Challenge: Build Capacity: At this development point, staff units 
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are often overwhelmed by engagements with stakeholders and are seldom equipped to 

respond to new issues, opportunities, and threats. A company simply needs more capacity 

to address a spectrum of varied interests and needs (Googins, 2006, pp. 110-111).  

-       Stage 3. Innovative: In the article there are illustrated two ways that a company can move 

forward in this stage: broadening its agenda by embracing a more comprehensive concept 

of citizenship; and deepening its involvements as top leaders assume more of a stewardship 

role. High levels of innovation and learning mark this stage. Challenge: Create Coherence: 

Ironically, the launch of so many new programs, the increased requests for information and 

exposure, and the dialogues with stakeholders often mean a new development crisis: coping 

with extensive differentiated activity (Googins, 2006, pp. 112-114).  

-       Stage 4. Integrated: Companies at this stage take serious steps to drive citizenship into their 

lines of business. In operational terms, this involves setting targets, establishing key 

performance indicators, and monitoring performance through balanced scorecards. 

Companies that move into this integrative phase premise their citizenship efforts less on a 

specific business case and more on core corporate values. Challenge: Deepen Commitment: 

A small but growing number of companies are facing a question: how deep is their 

commitment to citizenship? Such questions are raised when companies seriously consider 

the complexity of sustainability and the relative impact of their efforts versus the social, 

economic, and environmental problems they encounter in the world (Googins, 2006, pp. 

114-116).  

-       Stage 5. Transformative: At this stage of development, firms that innovate, rather than 

imitate, are often led by visible, visionary leaders. These firms take stated corporate values 

seriously. Firms at this stage are seldom operating solo in the social and environmental 

realm. They partner extensively with other businesses, community groups, and NGOs to 

address problems, reach new markets, and develop local economies (Googins, 2006, pp. 

116-118). 

  

The framework of the five stages of corporate citizenship, will be used to analyze where the 

different cruise line companies are located and what stages they are all in. This should give a view 
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of where the industry in general is located and furthermore help with the analysis of how they can 

move to a different stage of development, by improving their strategy to be more responsible.  

 

Building on the previous frameworks the framework by Porter and Kramer’s (2006) “Strategy and 

Society: The link between competitive advantage and corporate social responsibility”. According to 

this article CSR has emerged as an inescapable priority for business leaders in every country. They 

argue that the reasons why some businesses have not been successful in their efforts to improve 

the social and environmental consequences of their activities, due to; first they pit business against 

society, when clearly the two are interdependent. Second, they pressure companies to think of 

corporate social responsibility in generic ways instead of in the way most appropriate to each firm’s 

strategy (Kramer, 2006). They advise companies to go beyond compliance.  

 

No business can solve all of society’s problems or bear the cost of doing so. Instead, each company 

must select issues that intersect with its particular business (Kramer, 2006, p. 6). Which is why their 

framework suggest that the social issues affecting a company fall into three categories, which 

distinguish between the many worthy causes and the narrower set of social issues that are both 

important and strategic for the business (Kramer, 2006, p. 6) Shown in figure 2: Prioritizing Social 

Issues. 

 

 
 

 
Figure 2 - (Kramer, 2006, p. 7) 
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The goal for companies should be to create an explicit and affirmative social agenda. This agenda 

should look beyond community expectations to opportunities to achieve social and economic 

benefits simultaneously. Moving from mitigating harm to findings ways to reinforce corporate 

strategy by advancing social conditions (Kramer, 2006). They explain that such a social agenda must 

be responsive to stakeholders, and that a portion of the corporate resources and attention must go 

to truly strategic CSR (Kramer, 2006). It is through this that the company will make the most 

significant social impact and reap the greatest business benefits (Kramer, 2006). As is shown by 

figure 3. 

 

 
 

This framework is used as an analysis tool for the cruise lines, in this thesis. In order to see how 

some of the cruise lines might gain a competitive advantage, and if so they will need to change their 

CSR strategy.  

 

Findings 

Spreadsheets and Diagrams 

The main findings and the basis for the entire analysis, is the extensive work shown in Appendix 3 
through 7.  
 
Appendix 3 is an overview of the case study companies. Here the country and age of the companies 

are established. Then going to main website of the individual company, it was observed where they 

Figure 3 - (Kramer, 2006, p. 11) 
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had put their CSR strategy, and then how many clicks it would take to get from the homepage to 

their CSR and CS strategies or initiatives. What was found from doing this, is that none of the 

companies, have anything regarding responsibility or sustainability on the homepage. Likewise, it 

was observed, whether they had a CSR report available on their website. CSR in general was, given 

a score from 0-5, with 0 being no mention of it at all and 5 being mentioning something on their 

homepage. The score-span given to the companies were 0-2. Lastly there are a section of comments, 

with some thoughts made by the researcher.  

 

In Appendix 4, is observations made, from looking at the catalogues available by the companies. 

Here it was first established whether they had a catalogue available on their website (aside from 

the ones gathered at the fair). Only one company, did not have a catalogue available (Bahamas 

Paradise Cruise Line). Then the length of the catalogue, in order to compare the number of pages 

they used on CSR or CS. Then whether or not they actually mention CSR or CS in their catalogue. 

Only four out of the 19 cruise lines, mentions CSR or CS in their catalogues. Lastly, it was observed, 

what was said.  

Azamara, have dedicated one page to the World Wildlife Fund, where they mention, the work this 

fund is doing, and how Azamara are supporting them.  

 

The cruise line; Costa, four-page explanation of their CSR and CS activities and how they are 

sustainable. The heading of the first two pages are: “Heading towards the future – Designing a 

better future together with us.” They are trying to reduce food waste and donating good food to 

communities and their goal is to reduce food waste on board by 50% by 2020. They have a campaign 

on board called: “Taste don’t waste”, which is trying to kindly ask guests to only put what you want 

to eat on your plate. They are also helping a non-profit organization opening gardens in Africa, and 

they have already helped open 50 gardens in Mozambique. And they donate food that have been 

prepared, but not eaten, to foodbanks in the ports that they are in. Furthermore, they have 

integrated systems that can desalinate the water, so that saltwater can be used, and they can then 

take the water from areas where there is no shortage of water. 100% of their waste is separated 

and recycled, and they are committed to reducing the use of plastic and instead using biodegradable 

material. The second two page spread in their catalogues, explains the work of the Costa Crociere 
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Foundation, and through this foundation they help combat poverty, social exclusion, and violence 

against women and they fight to improve the environment. For the environment they help promote 

the protection of the marine environment in to fronts; education and action. They have training and 

awareness programs that help educate and then they have activities for the whole family in order 

to protect the sea and coastlines. For the people aspect of their foundation they select and finance 

different projects together with well-respected non-profit organizations.  

 

Oceania Cruise Line is also one of the cruise lines, which have dedicated two pages of their brochure 

called “The Next Chapter”, in the two pages they mention their Environmental Awareness and the 

second pages is dedicated to their different initiatives; Minimizing waste, Increasing Efficiency, and 

Preserving Biodiversity.  

 

Princess Cruises in their catalogue they have half a page dedicated to their responsibility efforts. 

Here they introduce the Planet Princess (Protect, Conserve, and Recycle). They are introducing the 

ships planned for 2023 and 2025, which is going to be a ship that can sail on Liquified Natural Gas, 

reducing their CO2 emissions.  

 

Appendix 5 is the main data used for the analysis in this theory and this spreadsheet resulted in the 

diagrams made for each of the companies (Appendix 6). Going through each of the company’s 

websites exploring the different sponsorships, partnerships, environmental initiatives, social 

initiatives and the workforce initiatives. After writing down each of the initiatives and placing them 

within one of the parameters, they were counted for each of the companies, this led to the making 

of the different diagrams in Appendix 6. After having counted the different initiatives, partnerships, 

and sponsorships for each company, an average for the American Cruise Industry was made, this is 

portrayed in Appendix 7.  

 

Regulations 

The picture below illustrates the system of regulations for the cruise line industry.  
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Picture 3 (CLIA, n.d.) 

 

The system includes four parts:  

- The Port States are responsible for reviewing the design and safety certifications, before the 

ship sails. Conducting announced and unannounced inspections, in order to check 

compliance with international and domestic laws and regulations. And detain ships, if there 

is a vialation of the previous.  

- International Maritime Organizations & International Labour Organization set the 

comprehensive standards for the ship, which include safety, security, crewmember 

protection, and environmental practices.  

- Classification Societies set safety and environmental rules and guidelines. And the conduct 

inspections and surveys on behalf of members of the maritime community.  

- Countries of Registration are there to ensure that registered ships meet national and 

international requirements.  
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According to the Cruise Line Industry Association these regulations were mentioned about the 

environmental stewardship: 

 

- Air: Cruise lines work with scientists and engineers to develop cutting edge, sustainable 

environmental innovations and practices. Among these advancements, the industry 

designed and installed exhaust gas cleaning systems (EGCS) on ships to reduce emissions 

by as much as 98 percent the level of sulfur oxides in a ship's exhaust. In addition, cruise 

lines have announced plans to build ships powered by liquefied natural gas (LNG), a 

clean source of fuel, with the first one expected in service in 2019.  

- Energy: Cruise lines place a high priority on energy efficiency as part of their 

environmental protection programs. Innovative investments include energy-efficient 

engines and hull coatings that reduce friction and fuel consumption, as well as energy-

saving LED lights and higher efficiency appliances. Cruise lines recycle hot water to heat 

passenger cabins and use special evaporators to distill the water used to cool engines 

into fresh water for shipboard air conditioning systems – while special window coatings 

keep cabins and passageways cool with less air conditioning.  

- Transparency: The cruise industry participates in regional ocean planning efforts with 

maritime stakeholders and provides direct input and feedback to address ocean 

management challenges and the sustainable use of oceans. 

In U.S. waters, the Environmental Protection Agency (EPA) and the U.S. Coast Guard 

enforce rigorous requirements on air, water, power, and waste, including provisions of 

the Clean Water Act. The cruise industry also participates in International Maritime 

Organization (IMO) working groups and committees to develop global regulations to 

protect the environment. 

- Waste: Cruise lines carefully follow waste management and recycling practices to 

prevent waste in oceans. 

Cruise ship waste management professionals recycle 60 percent more waste per person 

than the average person recycles on shore each day. Cruise lines recycle 80,000 tons of 

paper, plastic, aluminum and glass each year (CLIA, n.d.) 

All the information on the regulations are gathered from the CLIA website.  
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Vacation fair 

As part of my research, to find out more about the sustainability and CSR efforts of cruise lines, I 

went to a vacation fair in Herning to see if it would be possible to find representatives from the 

different cruise lines. However, it was only possible to find representatives from two different cruise 

lines, MSC and Princess Cruises. The representative from Princess Cruises, and she was surprised 

that I wanted to know about their sustainability efforts and had a hard time answering my question. 

She was unaware of what their actual efforts entailed.  

The representative from the other cruise line MSG, was also surprised about my question, but was 

more aware of their efforts, and also claimed that they were frontrunners in the sustainability 

efforts. He explained that they were making new ships, in order to be more sustainable and that 

most of their ships were able to connect to the electricity from the harboring cities, but also said 

that most of the harboring cities did not have the necessary equipment for them to do that, and in 

that way save on fuel. Going in to further conversation about other sustainable efforts, was not 

something he felt he had enough knowledge to do, so instead he said he would email me the 

information, which he has not – seeing as it was a busy fair I understand, how that can slip.  

At the fair it was more a place for travel agencies, and sales representatives. The fair was from a full 

weekend from Friday till Sunday, I went on the Friday, and there were almost sold out. The age 

group when I went was from 65+.  

At the vacation fair in Herning, I collected all the cruise line catalogues, in order to look at how much 

they are talking about sustainability and their CSR initiatives. 

Furthermore, on the fair I went to see a PowerPoint presentation of the trends in the cruise industry 

in order to find out what the focus of the cruise lines are, but also to see how important it might be 

for them to talk about their sustainability efforts. The presentation was done by Profil Rejser and 

again it was more a selling point than anything else. The information collected on the industry 

overall trend in sustainability were: 

- 44% of all new build ships, sail on LNG 

- Carbon filter  

- Advanced freshwater systems 

- Solar powered energy 

- Limited use of plastic 
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- Advanced recyclable systems 

- Limit food waste.  

Gathered from the observed presentation.  

 

Interview  

In the initial phase of the research an interview (See Appendix 1 for Danish and Appendix 2 for 

English) was conducted, with Karsten Schön who is the owner of Seadane, in Sønderborg. The 

company is a travel agency, that has a focus cruise vacations. He was informed of the confidentiality 

agreement that could be signed by all partners involved, however, this was declined. Although the 

research question and the direction of the thesis was revised after doing the interview, there are 

still some things, said in the interview, that are important to highlight.  

 

In the interview he mentions: ”…when such large ships come in then there are many people at once 

and therefore there are really some destinations that have begun to make restrictions” (Schön, 2020, 

p. 4), taking the part of the conversation, where there is talked about the pressure cruise ships, put 

on the port cities, they visit.  

 

Going on to show skepticism towards the environmental debate: “So I am very honest to say that I 

am very skeptical of all this environmental debate. To be completely honest because Denmark 

represents 0.5 per cent of the total CO2 emissions in the world.. But why do we have to pay a big bill 

because if nobody else are doing anything, then it saves nothing. And the big environmental sinners 

we all know are India, China and the United States. And they make up almost 75 percent of it all.” 

(Schön, 2020, p. 8). This shows, his opinion on the topic of environmental responsibility.  

 

According to him, there will be implemented chimneys on the cruise ships, to reduce emissions by 

2021: “they must have reduced this emission of pollution from the chimney by 90% and it should be 

by the end of 2021. And if they have not done so then traveling to the United States will be prohibited. 

Then they must not sail to the United States anymore” (Schön, 2020, p. 8). This would have a great 

impact on the cruise ships, if they were to be prohibited from visiting the US.  

 



 

32 

When asked whether it would be a good idea to reduce the amount of food served, in order to limit 

the food waste he answered: “The food means unbelievably much. If you look at many of the social 

media sites where you can join. Then it is also the people they write, where they write "fantastic 

food" and so on. But there are also some who write "We probably had a bad experience here" And 

it is something that goes viral lightning fast because on the media there are not only hundreds or 

thousands, there are tens or hundreds of thousands of people who see it right away . And then we 

risk some opting out of exactly that place or ship because they say it just wasn't good” (Schön, 2020, 

p. 10).  

 

When discussing the different things that have been implemented recently in the industry he 

explains: “In fact, they only clean once a day, namely in the morning. Like the hotel you know in the 

morning. And it is nevertheless considered natural. But if you've been with these shipping companies 

I work with who make it twice a day. Then people would say "okay, it's service degradation"” (Schön, 

2020, p. 13). Mentioning the cleaning, and further on he goes on to explain about how it is also new, 

that the guests do not get new linen every day.  

 

The customer segment was also discussed, in order to see if the younger customer segment might 

grow in the future: “My customer segment. There are 85 percent are 60+ … Certainly because they 

make it more attractive not only for families with children but also for young people to leave. It 

certainly is. It has changed a lot with families with children.” (Schön, 2020, p. 17). Which says 

something about the change in their customer segment.  

This is what was found the most important statements from the interview.  

 

Analysis 

The analysis will be divided into three sections. The first section will be the descriptive part of the 

research, looking into, what the cruise industry is actually doing in regard to sustainability and what 

their sustainability strategies are. The second section will be the more exploratory, looking into the 

strategies to analyze if the industry is doing enough and how they might be able to do more to 

promote sustainability. The third part will be a discussion of the findings from the analysis. 
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Corporate Social Responsibility and Corporate Sustainability: Definition 

From previous research the researcher has gathered knowledge about both CSR and CS strategies. 

The previous research concerned hotels in Copenhagen, specifically (then) Bella Sky and Crowne 

Plaza. Therefore, this research is building upon previous knowledge about both CSR, CS and the 

tourism industry, and the definitions of CSR and CS will be partly based on this knowledge. 

 

In order to answer the first question of what the cruise industry is doing in regard to CSR and CS a 

clear definition of these concepts needs to be made. The cruise industry is a global and growing 

industry, where there is a possibility of gaining a certain amount of influence on customers. 

Stakeholders are expecting companies to take more responsibility, which is why CSR and CS is also 

becoming a more important part of a company’s strategy. There are many different perceptions of 

what it means for companies to be responsible and it has been changing over time. Therefore, a 

clear definition for this research will also be made, looking at the different relevant literature on the 

topic.  

 

Jeremy Moon’s (2014) book “Corporate Social Responsibility: A very Short Introduction”, have a 

box, where there are three different definitions (Moon, 2014, p. 4):  

1. ‘the firm’s consideration of, and response to, issues beyond the narrow economic, technical, 

and legal requirements of the firm’ (Keith Davis, 1973) (Moon, 2014, p. 4). 

2. ‘the economic, legal, ethical and discretionary expectations that society has of organizations’ 

(Archie Carroll, 1979) (Moon, 2014, p. 4). 

3. ‘policies and practices of corporations that reflect business responsibility for some of the 

wider societal good. Yet the precise manifestation and direction of the responsibility lie at 

the discretion of the corporation’ (Dirk Matten and Jeremy Moon, 2008). (Moon, 2014, p. 4) 

With these three definitions, it also shows how CSR has changed over time. With Keith Davis’s (1973) 

(Moon, 2014), definition mentioning the firm’s consideration, and not something that is expected 

of them. Where the second definition from Archie Carroll (1979) (Moon, 2014), here this definition 

mentions, a certain expectation, that society has to corporations. The third one, shows that CSR has 



 

34 

become more present in corporation’s strategy, and policies regarding CSR, is now what is expected 

of them.  

According to the definition made in the book “Exploring Strategy” the definition is: “CSR is 

considered a commitment by organizations to behave ethically and contribute to economic 

development while improving the quality of life for their workforce and families, as well as the local 

community and society at large” (Gerry Johnson, 2014, p. 127) 

Since the triple bottom line is mentioned more than once when analyzing the different approaches, 

ambition levels, and stances on CSR and CS, it was found important to look at the meaning of it and 

to see if it could give a greater understanding of what is considered as CSR and CS.  

 

Elkington (1997) triple bottom line, because there was and still is a growing pressure from 

governments and their citizens for business to measure and manage the impacts and outcomes of 

its behavior in a range of areas, was made. To reflect the economic, social and environmental 

performance (Elkington, 1997). There is the economic bottom line, which is how it is assessed and 

what long-term indicators of sustainability might be added. The environmental bottom line, which 

is what is ‘natural capital’ and can it be quantified and accounted for? And then there is the social 

bottom line, the factors which businesses cannot ignore as globalization gathers steam. And lastly 

the triple bottom line, which is concerned with making it all happen. The triple bottom line is still 

used, when looking at businesses strategy and often when looking at their CSR and CS strategies, to 

see where their main focus is.  

 

The triple bottom line could be compared with the approaches that is mentioned earlier, with the 

shareholder approach being concerned with the economic bottom line. The stakeholder approach 

being concerned with the environmental bottom line. And lastly the social approach being 

concerned mostly with the social bottom line. But then the triple bottom line is finding a way to 

make all of the approaches come together, so that businesses can combine all three approaches 

and still be successful.  

 



 

35 

As well as there are different approaches to corporate social responsibility there are also different 

stances that companies can take in order to implement it in their strategy. In order to analyze what 

the cruise lines are doing in order to be responsible, this research thesis will look at both the stances 

on corporate social responsibility, found in the book “Exploring Strategy” by Gerry Johnson et al. 

(2014) and the article: “Stages of Corporate Citizenship” by Mirvis et al. (2006), where it will be 

analyzed at what stage they are in, further in the analysis the article will be used to look at how they 

might be able to move from one stage to another, in order to become more responsible.  

 

Looking to find the right definition of corporate social responsibility and corporate sustainability, 

have made it clear, that the definitions depends greatly on the eye of the beholder. Although after 

looking at the different approaches, ambition levels, and stances on corporate social responsibility 

the definition used for this thesis will be the one made by Marcel van Marrewiik, which is a broader 

definition: 

“In general, both corporate sustainability and CSR refer to company activities – voluntary by 

definition – demonstrating the inclusion of social and environmental concerns in business 

operations and in interactions with stakeholders.” (Marrewijk, 2002, p. 8). 

However, the conclusion of their article, is that one definition of one fit all should be abandoned. 

Therefore, the further analysis will provide a definition for each cruise line and try to find a definition 

for the industry in general.  

 

There is also the definition made in the book by Gerry Johnson et al.:  

“Corporate social responsibility the commitment by organizations to behave ethically and contribute 

to economic development while improving the quality of life of the workforce and their families as 

well as the local community and society at large” (Gerry Johnson, 2014, p. 127) – which is a definition 

based on that by the World Business Council for Sustainable Development. 

 

However, it should be noted that further in this analysis, the use of the different approaches, 

ambition levels and stances on CSR and CS, will be used, in order to give a better analysis of the 

stages in which the different cruise lines operates in, and also where the industry in general is 
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placed, and for the analysis of how the cruise lines and the industry can move from one stage to the 

next, if found possible.  

 

The Approaches to CSR and CS 

There are five different parameters chosen to look at when analyzing the different initiatives 

from the cruise line companies. The parameters were chosen, after looking at the different 

theory on CSR and CS, and parameters were added after looking at the different company 

websites in order to make it fit and taking all initiatives that they have. The five parameters are:  

1. Sponsorship – here are all the sponsorship or donations that the companies might have or 

make.  

2. Partnership – Here are the partnerships, as well as some there might be donations. Likewise, 

it here it is placed, if they mention that they are members of different associations, for 

example CLIA.  

3. Environmental Initiatives – are the initiatives, that should help them decrease the negative 

impact that they have on the environment.  

4. Social Initiatives – are initiatives, that have to do with them helping society in some way, 

whether it is the local society or the global society. 

5. Workforce Initiatives – has to do with the different statements, regarding their employees 

and the work environment.  

 

Looking at the theory behind the different approaches to CSR and CS, there are three different 

approaches that the cruise lines can take. There is the shareholder approach, which is concerned 

with the profit and economy of the company. Then there is the stakeholder approach, which is 

concerned with the stakeholders of the company, so more than just the profit, this approach is also 

about making sure that the employees and the partners of the company can survive. The people 

and businesses that rely on the company. And lastly there is the social approach which also looks at 

the society and since the cruise lines moves globally, these cruise lines should be concerned with 

the global society and not necessarily only in the society in which their headquarters are located.  
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Table 1 

Shareholder Approach Stakeholder Approach Social Approach 

Disney Cruises Oceania Cruises Costa Cruises 

Viking  Norwegian Cruise Line Carnival Cruise Line 

Windstar Cunard Cruises 
 

Azamara Holland America Line 
 

Silversea Cruises Crystal Cruises 
 

Seabourn Cruises Regent Seven Seas Cruises 
 

Paul Gauguin Cruises Princess Cruises 
 

Bahamas Paradise Cruises Celebrity Cruises 
 

 
Royal Caribbean International 

 
 

 

Starting with the shareholder approach, here it is chosen to place the cruise lines that have zero to 

a three initiatives. The cruise lines using this approach are: 

- Disney Cruises: They have zero initiatives, and it was also not possible to find anything 

regarding CSR or CS on their website, neither did they refer to the parent company’s website, 

which have been the case for some of the other cruise lines. 

- Viking: Also have zero initiatives on their website, and they also do not refer to another 

website, partner nor any other initiative that could be gathered from their website.  

- Windstar: Like Disney and Viking, Windstar also have zero information to get from their 

website, so it can be concluded that all three companies do not have any initiatives, nor are 

they concerned about it.  

- Azamara: They highlight only one initiative, which is a partnership with the World Wildlife 

Fund, here they “promote” that when booking a certain type of cruise through their website, 

they will donate part of that to the fund. Which is a clear financial perspective.  

- Silversea Cruises: Is limited to one initiative as well, they have made a foundation which 

helps people that have severe illnesses and their families.  

- Seabourn Cruises: Have two initiatives which are; a partnership with UNESCO, in order to 

promote sustainable tourism, and then they mention diversity and inclusion, in the 
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workforce and for the people on board, however it is mentioned with four sentences, so it 

would not be considered an adequate part of their strategy.  

- Paul Gauguin Cruises: Lastly this cruise line mention three different initiatives in total, one 

of them is that they are members of Tourism Cares, that organization then have different 

things that they do in order to help society. Then they have a partnership, where they help 

education for marine conservation, this looks more like a donation, than an actual 

partnership. Lastly, they mention that they are part of community giving, where they 

mention that they for each holiday season help with local food drives. 

 

Seven out of the 19 cruise lines used for this research are using the shareholder approach to CSR 

and CS. What was found interesting when analyzing at the first approach of the shareholder 

approach, it can be concluded that most of the companies using this approach are considered the 

luxury brands of cruise lines. It might be concluded that the customer segment for these types of 

cruise lines are not necessarily concerned with CSR or CS initiatives since, it would rarely be the 

younger generation that would book cruises with these companies, since they might be too 

expensive and not commercial enough.  

 

These cruises are not mainstream enough. However this should be the companies concerned with 

the shift in peoples way of thinking, cause this might change in a couple of years, people are getting 

more interested in companies CSR and CS strategies, therefore it is concerning that there is no 

excuse for these companies to have more initiatives. It is also important to highlight that initiatives 

do not necessarily have to be expensive for the company to implement.  

 

Since there are 19 different cruise lines, used for this analysis it was found more relevant to first 

look at what companies there could be using the social approach – for cruise line to be said to use 

this approach, it was found important that they would have at least one initiatives for each of the 

parameters. Therefore, only two cruise lines are, in this research, regarded as using the social 

approach to CSR and CS. Carnival Cruise Line and Costa Cruises. Both cruise lines are part of Carnival 

PLC, however, judging from the parameters used in this research Costa Cruises do have more total 

initiatives than Carnival Cruise Line. Costa Cruises have more initiatives in the Workforce - and in 
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the Partnership parameters. However, it is important to highlight, that both have filled out all the 

parameters with different initiatives, and therefore shows, that it is possible for cruise lines to use 

a more social approach.  

 

The cruise lines using the stakeholder approach there are nine out of the 19 companies in this 

research that are using that approach, which makes it 11 out of the 20 cruise lines. What all 11 

companies have in common is that they all mention their environmental initiatives, whether this is 

in regard to donations made to different environmental organizations, or the way in which their 

ships are trying to use newer technology in order to decrease the CO2 emissions that they are 

causing. This is also the reason why they are analyzed to using this approach and not the shareholder 

approach, because they are trying to do something more than simply making a profit. Some of the 

cruise lines only have focus on one of the parameters. Their focus is on the environmental initiatives 

in regard to their CSR and CS strategy.  

 

Most of these initiatives are regarding their vessels and how they have tried to make those more 

sustainable and environmentally friendly. It could therefore be discussed whether or not they are 

actually using the stakeholder approach, since their initiatives are likely to be more financial 

beneficial to them, than to their stakeholders.  

 

Instead of looking at the number of initiatives in this approach, the number of parameters fulfilled, 

will be used as a way of affirming their identity of approach. There are three companies who have 

initiatives in two of the approaches. Oceania Cruise Line and Norwegian Cruises have both 

partnership – and environmental initiatives as part of their strategy, where Cunard Cruise Line, have 

environmental – and workforce initiatives, Cunard also being part of Carnival PLC, they do refer to 

them to get a further explanation of the different initiatives, this is not taking into account for this 

research.  

 

There are four cruise line who fulfill three of the parameters. Holland America -, Crystal -, and Regent 

Seven Seas Cruises all have social initiatives as part of their overall strategy. However, the social 

initiatives are donations, in order to help different communities and relief help. Holland America 
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and Princess both show workforce initiatives, in the sense that they mention diversity and inclusion 

and that they provide training for their employees. This is not necessarily something extraordinary, 

this is often set as a regulation and law for most industries, to provide the necessary training for 

their employees. The same could be said of inclusion and diversity, in most countries it is illegal to 

discriminate.  

 

Celebrity and Royal Caribbean International, are the ones in this approach, who have fulfilled most 

of the parameters, with four out of the five. The cruise line that stands out, is Royal Caribbean 

International, they have the all but the sponsorship parameters, and also have the most initiatives, 

close to Carnival Cruises. It is also one of the bigger cruise lines with Celebrity Cruises and Azamara 

as daughter companies. Therefore, it would also make sense that as a more mainstream and bigger 

company, they would have to do more with their CSR and CS strategy.  

 

Ambition Levels and Stances  

From the extensive analysis of the cruise companies’ websites, it has been possible to create 

diagrams showing the different types of initiatives the cruise lines have (Appendix 6), and from these 

diagrams it will be possible to analyze what ambition levels and stances that the individual 

companies have. 

 

Since Disney Cruises, Viking and Windstar do not have any mentioning of sponsorships, 

partnerships, environmental initiatives, social initiatives and workforce initiatives, on their websites 

or anywhere else (Appendix 3), it is evident that neither have any ambition level. Also, they have 

not taken a stance on the subject either. If they had, it would be mentioned somewhere. However, 

they are obliged to obey the regulations on the subject, it is just not of importance to them. 

 

Combining the ambition levels and the stances that the different cruise lines, have and take. After 

looking at the approaches to CSR and CS, it can be said that the ones taking the shareholder 

approach are all compliance driven and take the Laissez-faire stance to CSR and CS. Here the focus 

is on the legal requirements of the industry, there are no further interest in doing more than the 

necessary.  



 

41 

Silversea Cruises have the one initiative, which is the Maruzza Foundation, which were made, due 

to the fact that their CEO, had a family member who were diagnosed with a severe deadly illness 

(Appendix 5), and that is the reasoning for making the foundation, so that they could help other 

families in the same situation, this is not a legal requirement, nor is it taking an actual stance on CSR 

and CS or having an ambition level for this. It is simply due to their own experiences, and not wanting 

other to go through the same. Therefore, Silversea Cruises are not looked at as having a CSR and CS 

approach, nor stance or ambition level and can therefore not be placed in this. The same can be 

said of Bahamas Paradise Cruises, since first of all it was hard to find any information regarding their 

responsibility and sustainability strategy (Appendix 3), the only thing that were found was a press 

release regarding their initiative of eliminating the use of plastic straws on their cruises (Appendix 

5). This is their only initiative, and it is hard to see as anything but doing the same as the rest of the 

industry.  

 

In the combined profit-driven ambition and enlightened self-interest stance, the rest of the 

companies from the shareholder approach are added, together with companies from the 

stakeholder approach. Cruise line companies, where it has become clear that the main goal for 

them, is to make profit in the long-term, so the reason for them to actually take the different 

initiatives are to gain profit, therefore some of the environmentally initiatives are looked at more 

closely in order to find the initiatives that could be beneficial for the cruise line on the long-term, 

and then the initiatives that do not necessarily have financial gain for the company, but show that 

they are interested in more than only long-term profits. The same goes for the other initiatives, 

however, most of the environmental initiatives could be more beneficial for the company, in the 

sense that they could save money in the long-term, by investing in newer technologies, to make 

them save on electricity and fuel.  

 

After looking at the environmental initiatives, there is looked at the rest of the initiatives in order 

to see whether there is a long-term financial benefit or a legal requirement, behind the initiative. 

Aside from looking at their environmental initiatives, it was found necessary to also take a look at 

the other parameters, in order to validate the chosen ambition level and stance for each of the 

cruise lines. 
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There are three cruise lines, whom have initiatives, but they do not have any environmental 

initiatives, those are: Azamara, Paul Gauguin Cruises, and Seabourn Cruise Line, see diagrams below: 

 
 

Paul Gauguin stands out from the other companies in the shareholder approach, due to the fact 

that they have a social initiative, where they are giving back to the local community, with food banks 

during the holiday seasons (Appendix 5). This might be looked at in the long-term as a benefit for 

the company, since they are able promote these activities, and therefore it could be seen a good 

marketing strategy for them, to show that they care about the local community. However, it does 

also show that they have an ambition and stance in regard to CSR and CS. Their other initiatives are 

that they are members of Tourism Cares and a partnership with a conservation foundation 

(Appendix 5), these however are for this research considered as partly necessary initiative, since it 

is not something that stands out from the other cruise lines initiatives. Paul Gauguin Cruises, would 

be considered to have a profit-driven ambition level and take an enlightened self-interest stance to 

CSR and CS. 

  

They are not doing anything extraordinary with their community giving, although it is considered an 

important initiative in this research, it does not necessarily mean that, one initiative is enough to 

move them to a different ambition level or a different stance. 
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Seabourn Cruise Line have two initiatives, one of them is promoting diversity and inclusion in their 

workforce, which as discussed earlier, will be looked at in this research as simply complying with the 

legal requirements and regulations on discrimination, and can therefore not be looked at as an 

actual part of their CSR and CS strategy. The other initiative is their partnership with UNESCO, in 

order to promote sustainable tourism (Appendix 5). This partnership is Seabourn Cruise Line, 

supporting UNESCO in the sense that they are helping them with their mission to identify, safeguard 

and promote unique cultural and natural heritage around the world, in return Seabourn Cruise 

Line’s guest can get a deeper insight and information about these intriguing destinations while 

supporting their conservation through sustainable tourism (Appendix 5) (Seabourn Cruise Line, 

n.d.). While this is an important partnership and stance for Seabourn to take for their CSR/CS 

strategy, it is more beneficial for them, than it is for UNESCO. This can give Seabourn a chance to 

stand out, from their competition, and provide a unique type of trips to their guests. UNESCO is a 

well-known NGO and therefore promoting a partnership with them can be financial beneficial for 

the company on the long-term. This would be the argument for Seabourn to have taken a more 

enlightened self-interest stance and profit-driven ambition level to CSR/CS.  

 

0
0,2
0,4
0,6
0,8

1
1,2

Sponsorships Partnerships Environmental
initiatives

Social Initiatives Workforce Initiatives

Paul Gauguin Cruises

0
0,2
0,4
0,6
0,8

1
1,2

Sponsorships Partnerships Environmental
initiatives

Social Initiatives Workforce Initiatives

Seabourn Cruise Line



 

44 

 

Where another argument could be that this is the bare minimum, which could be expected from 

them and could be a regulation made by UNESCO, in order for Seabourn, to provide this type of 

trips for the guests (Appendix 5). That this is not actually taking a stance or having an ambition in 

regard to CSR/CS. That there is nothing special with this partnership, it is simply a type of donation, 

in order for Seabourn to get unique trips for their guests.  

 

There is not a lot of information to get from their website in regards to this partnership and 

therefore the first conclusion would be, that the partnership is a way for Seabourn to promote 

some type of partnership with a well-known NGO, which makes them at least have something to 

show that they care just a little about the world.  

 

However, it is also important for Seabourn to maintain these places, if these places would not be 

well kept, there would not be as many places for their guests to visit, and if they did not help 

UNESCO keep these places intact, it would mean that some of their routes would have to change 

and there would not be as many interesting places for their guests to visit.  

Due to the two different arguments, Seabourn would be placed in between the two stances and 

ambition levels.  

 

The majority of the companies have the same environmental initiatives, which would be considered 

as long-term profitable for the company. It is initiatives such as; reduce use of plastic, water 

management, investing in newer technologies (LED lights), shore power, Exhaust Gas Cleaning 

System, and energy saving systems (Appendix 5). 

 

The above mentioned environmental initiatives are good initiatives for the cruise lines to take, 

however it is not considered taking a higher ambition level, it is still in the long-term profit way of 

thinking for the companies, and since most of them are using the same initiatives, it could also be 

considered a normal development in the production of cruise ships and a normal way for them to 

keep up with the society around them.  
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There is development in society where it is almost impossible to find plastic straws, therefore, when 

cruise lines write that as one of their environmental initiatives, it is no longer something that stands 

out from the rest of the initiatives. The same goes for recycling, reducing, and reusing initiatives, 

this is also something that has become a new normal for most.  

 

The environmental initiatives that they all have in common, seems like something all the cruise lines 

are doing, so it is not initiatives, that makes them look like they are doing something extraordinary. 

The companies that all have these initiatives in common, and are the only environmental initiatives 

are: Celebrity, Holland America Line, Norwegian, Princess, Crystal, and Regent Seven Seas (Appendix 

5).  

 

Oceania Cruise Line have these initiatives as well but added is the fact that they have now made a 

cut to the use of paper, which is like the other initiatives, also considered as a long-term financial 

benefit for the company. Like the other initiatives the implementation part of the initiative, might 

have been expensive, however, in time they are saving money on paper, printers and ink (Appendix 

5). Therefore, this is likewise a profit-driven ambition and an enlightened self-interest stance to 

CSR/CS. It is still in the interest of the company’s economic bottom line.  

 
 

Cunard Cruise Line are also standing out with their conservation initiatives to the environment, here 

they are supporting different initiatives form the mother company (Carnival PLC), with coastal 

cleanup initiatives (Appendix 5). Putting it on their website as something they are involved in might, 

though not mean that, that cruise line individually is responsible for this initiative, they might just 

be smart enough to put it on their website (Appendix 5). It looks more like an initiative, that is forced 
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upon them from the mother company. Therefore, they would like the rest to be placed with an 

ambition level of profit-driven and an enlightened self-interest stance to CSR/CS. Also, their only 

other initiative is a workforce initiative with ethics and diversity, which is part of a rule and 

regulatory initiative than anything else.  

 
 

Celebrity Cruises have quite a few other initiatives aside from the environmental initiatives. They 

have three partnerships, the one promoted the most on their website is the partnership that they 

have with the World Wildlife Fund, here they will try with their help to reduce their direct, as well 

as indirect, impact on the environment (Appendix 5) (Celebrity Cruises, n.d.). Celebrity also have a 

great commitment to gender equality and LGBTQ+ equality as part of their workforce initiatives 

(Appendix 5). A connection with their partnerships and workforce initiatives have been observed. 

They have a partnership with the Malala Fund, which is a two year commitment to diversity, 

inclusion and gender equality, where the goal for the fund is to provide 12-years of free quality 

education for every girl (Celebrity Cruises, n.d.). Their partnership with the Best Buddies 

International is about ending social, physical and economic isolation for people with disabilities. 

 

These connections show that there is more to Celebrity Cruises, than simply being concerned with 

the long-term profits of the company. Their initiatives regarding the corporate social responsibility, 

show that the company is trying to do a difference in the world, in the short-term as well as in the 

long term. Therefore, it can be discussed that Celebrity Cruises ambition level and stance on CSR 

might be greater than the profit-driven and enlightened self-interest. They care about their 

partnerships, and what those partnerships might do for other people in the world. Therefore, they 

0

2

4

6

8

Sponsorships Partnerships Environmental
initiatives

Social Initiatives Workforce Initiatives

Cunard Line



 

47 

would be placed in the stakeholder interactions stance with a combined ambition level of caring 

and synergistic, though more caring.  

 
 

Holland America Line other initiatives includes giving back to communities, in form of donations 

(Appendix 5). Then they have an initiative, which is reduced-fare for non-profit fundraising events, 

this is not necessarily observed as a social initiative, since it is still a way for the company to make a 

profit, the reduced fare, does not mean that the company is not making money on this initiative, 

since a fundraising event on one of their ships, might mean that more guests will join the cruise and 

that is also marketing for the company, if a non-profit organization promotes a fundraising event on 

their cruise (Appendix 5). As with most of the cruise lines, their one workforce initiative is diversity 

and inclusion. With these extra initiatives, it shows that Holland America Line are still profit-driven 

in their ambition level and their stance towards CSR and CS are also the enlightened self-interest. 

 
  

Aside from their environmental initiatives Norwegian Cruise Line only have partnerships. What their 

partnerships all have in common is that they all have to do with the environment, specifically the 

maritime/ocean part of the environment (Appendix 5). This shows that they are trying to make up 
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for the environmental impact that they make. Furthermore, the impact that they have on the ocean, 

which is important for them, they are interested in keeping the oceans clean, since this where they 

operate. Therefore, this will still be considered as a profit-driven and enlightened self-interest. 

 
  

Princess Cruises is also still considered to have a profit-driven ambition level and an enlightened 

self-interest stance, since their initiatives aside from the environmental once, are providing 

education and training for their employees, this is only in interest for the company, since they are 

the ones gaining the most from providing this for their employees (Appendix 5). The other initiative 

is a partnership with Ecospray, whom have helped in the production of the advanced air quality 

system, that they are using (Appendix 5). This partnership is also in the interest of Princess Cruises, 

since it helps them in the long-term, by providing new technology systems for their vessels 

(Appendix 5). Therefore, their stance and ambition level are not changed, when taking the other 

parameters into consideration. 

 
  

Crystal Cruises were also placed in the profit-driven ambition level and enlightened self-interest 

stance, after looking at their environmental initiatives. When comparing with the other parameters, 
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this is still the case. Their partnerships are of interest to themselves and their business, by 

partnering with organizations, that help the environment in which they operate (Appendix 5). As a 

social initiative, they are donating money to different organizations, donations, are not considered 

strong enough to change their ambition level or stance to their CSR/CS strategy.  

 
 

As with the rest of the cruise lines, Regent Seven Seas Cruises, does not seem to make an extra 

effort with their other initiatives (Appendix 5). Like most of the other cruise lines, they have also 

partnered up with different organizations, in order to protect the ocean/maritime (Appendix 5). 

Their social initiative mentioned on their website is providing help to the Bahamas Relief Mission 

(Appendix 5), which is also a gesture of self-interest, since most of the cruises travel to Bahamas, it 

is of importance to them to make sure that Bahamas is doing well and is worth a visit for their guests. 

Therefore, Regent Seven Seas Cruises, also remain with the same ambition level (profit-driven) and 

stance (enlightened self-interest) to CSR/CS.  
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The companies doing more than the “common” environmental initiatives for the industry are; 

Carnival Cruise Line, Costa and Royal Caribbean International. These companies have different 

important environmental initiatives, that makes them stand out (Appendix 5).  

 

Carnival Cruise Line, Costa and Royal Caribbean International are doing more. They also have more 

in the other parameters, with involvement of partnerships, social initiatives, workforce initiatives. 

Their ambition level seems to fit better with a combination of the caring and synergistic and the 

stance of the stakeholder interactions, they have a closer relationship with their stakeholders, and 

their concern seems to be stretched to more than simply that of the financial benefits, that these 

different initiatives might give the company on the long-term. Not that their initiatives are holistic 

or shapers of society, companies in these categories are companies like Patagonia, where the whole 

business model is about being sustainable, and they have found a way to be completely profitable, 

while being sustainable and responsible in everything they do. This is not, the case for any of the 

cruise lines, although some of them might be sustainable and show responsibility, it is still not the 

main concern, nor the main income of the company. This is also shown, since none of the cruise 

line, mention their CSR/CS strategies on their front pages of their websites (Appendix 3). 

 
Table 2 

None Laissez-faire 
Profit-driven & Self-
interest 

Caring & Stakeholder 
interest 

Disney Cruise Line Silversea Cruises Azamara Carnival Cruise Line 

Windstar Cruises 
Bahamas Paradise Cruise 
Line Oceania Cruises Celebrity Cruises  

Viking Ocean Cruises Paul Gauguin Cruises Costa Cruises  

  
Regent Seven Seas 
Cruises 

Royal Caribbean 
International 

  Seabourn Cruise Line  

  Cunard Line  

  Holland America Line  

  Norwegian Cruise Line  

  Princess Cruises   

  Crystal Cruises  
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As table 2 shows, most of the cruise line companies profit-driven with a stance of enlightened self-

interest. For some of the cruise line companies, it has not been able analyze their ambition level, 

nor their stance. Only five of out of the 19 companies have a caring ambition level and a stance of 

stakeholder interactions.  

 

Stages of responsibility and sustainability 

As mentioned in the theoretical framework, the article from “Stages of Corporate Citizenship” by 

Mirvis et al. (2006), describes a framework of five stages of corporate citizenship, and the next 

section will look at the different cruise line companies in order to find out at what stage they are at, 

what challenges they might face and what they could do in order to move from the stage they are 

at, to the next and higher stage.  

 

The first companies worth mentioning are: Disney Cruises, Viking Cruises and Windstar cruises, since 

as mentioned previously, they do not mention any initiatives regarding corporate citizenship. They 

could be placed in the outside of this framework, and instead it could be worth mentioning what 

they could do in order to actually reach the first stage. They have to oblige the laws and regulations 

of the industry; however, they do not mention any of those initiatives either. It could be a start for 

them, to mention the different initiatives, that they have to obey, as a good point of departure. It is 

also a simple step, since they do not have to develop a (deep, inclusive) strategy.  

 

The first stage is the elementary, here the citizenship activities are episodic, and the responsibility 

and sustainability programs are undeveloped, which means that they are mostly in compliance with 

the laws of the industry.  

 

The first company placed in this stage is the Bahamas Paradise Cruises, since the only initiative found 

was from their press release, with the elimination of plastic straws. Although this initiative is not a 

law or regulation made by the industry, it is an initiative that most of the cruise companies have 

chosen to take, and since it is the only initiative they have, it shows that there is an undeveloped 

program in the company regarding responsibility and sustainability.  

 



 

52 

The same can be said about Silverseas Cruises, with their single initiative of the Maruzza Foundation, 

which is a social initiative, but likewise not a law or regulation, and shows that the company have 

an undeveloped program/strategy.  

 

Seabourn Cruise Line is another company placed at the elementary stage, due to their partnership 

with UNESCO, which likewise show an undeveloped strategy. Furthermore, they have the workforce 

initiative of diversity and inclusion, which in this research is considered part of the laws and 

regulations, made by the industry, since discrimination is illegal in the US, in regard to the Human 

Rights Act.  

 

Another cruise line, with only a single initiative, present at the elementary stage, is Azamara. Their 

only initiative has previously been discussed, whether this is actually an initiative. However, the 

initiative of donating to the World Wildlife Fund, is a sign of an undeveloped strategy.  

 

Paul Gauguin Cruises are one of the cruise lines, where it can be discussed whether they are at the 

first or second stage of corporate citizenship. Their activities are observed as being episodic, with 

community giving, being members of Tourism Cares, and a partnership with a marine education and 

conservation foundation. There is no, clear strategy in their different activities, and it seems like the 

top management involvement in this is sparse, if there had been a more consequent strategy, 

focusing on more than these sporadic initiatives. Like the other cruise lines in at this stage there is 

a lack of environmental initiatives. 

 

The challenge for cruise line companies finding themselves at this stage is to gain credibility. As the 

theoretical framework showed, society expects more from companies today, especially larger 

businesses, meaning that they should do more than simply donate money and obey the laws and 

regulations set by the industry and the society in which they operate. These four, above mentioned, 

cruise lines are the largest players in this case study industry; however, this does not mean, that 

they are not large cruise lines. These companies should first of all be better at promoting their 

initiatives, not only are there initiatives sparse, but they are also hard to find on the websites, in 

order to move up to the second stage they should focus on finding more initiatives, they could take 
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inspiration from the other cruise lines, look at their strategies, found out, what would be cost-

effective to implement. There are many initiatives, where there is a long-term financial beneficial 

gain for the company, for example the environmental initiatives, mentioned in the previous section.  

 

The second stage in the framework of corporate citizenship is called the engaged stage. Here it is 

described that the top management often “wakes up” and adopts a new outlook on their company’s 

role in society. Thereby they adopt policies which typically call on the firm to exceed the laws and 

regulations.  

 

Since most of the companies placed at the engaged stage of corporate citizenship, have 

environmental initiatives and these initiatives have been analyzed in the previous section, these will 

not be discussed in this section, unless it is found relevant for the individual cruise line.  

 

More of the cruise line companies are placed in the engaged stage, they are trying to exceed the 

laws and regulations with their initiatives.  

 

Cunard Line have a clear strategy, when it comes to the environmental initiatives, which is also 

mentioned in the previous section. Aside from the environmental initiatives, their only other 

initiative is a workforce initiative, here they are proclaiming to obey ethics and diversity, which was 

previously mentioned as part of the law in the US, as part of the Human Rights Act. However, what 

makes them be at the second stage, is that they do show a more developed strategy to responsibility 

and sustainability.  

 

Holland America Line are also at the engaged stage of corporate citizenship. Aside from their 

environmental initiatives, the cruise line is observed as trying to exceed the regulations in the 

industry, with their initiative of giving back to the community. But they are still showing that they 

also obey the law with the initiative of diversity and inclusion in the workforce.  

 

Norwegian Cruise Line have a very clear strategy, in regard to corporate citizenship. Their main 

concern seems to be with the environment, adding to the environmental initiatives with 
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partnerships with different organizations who are trying to help with the environment. They have a 

developed strategy, and with that, they are trying to exceed the laws and regulations of the industry.  

 

The same can be said about Princess Cruises, according to the data collected for this research, it 

shows that their main concern is likewise trying to limit their impact on the environment. The top 

management involvement in this strategy is also showed in the way they are presenting their 

initiatives on their website.  

 

Regent Seven Seas Cruises, have been observed as using the same type of strategy as Norwegian 

Cruise Line and Princess Cruises, adding to their environmental initiatives, with promoting to help 

the Bahamas Relief Mission.  

 

More than one company have shown this type of strategy, with the main concern, being on the 

environment, and adding to the environmental initiatives with partnerships, whom in some way or 

another helping them limit or re-do their impact on the environment. Oceania Cruises have also 

shown this type of strategy for their company.  

 

Crystal Cruises, seems to have the same type of strategy. However, they have made an addition in 

that they are also promoting, the fact that they are giving donations to different charities. Likewise, 

involvement of top management is evident, for this company.  

 

Cruise lines placed the second stage, the engaged stage, all have the same main concern, which is 

the environment. Most of the initiatives seems to be implemented by the top management, since 

most of them are bigger activities, that could not be implemented without the top management. 

These activities are also trying to show customers and potential customers, that they are doing 

more, than what the law and regulations tell them to do. The challenge that the cruise lines at this 

stage faces are the challenge of building capacity. The framework explains that; staff units are often 

overwhelmed by engagement with stakeholders and are seldom equipped to respond to new issues, 

opportunities, and threats. A company simply needs more capacity to address a spectrum of varied 

interests and needs. This challenge becomes clear with these companies, in the sense, that most of 
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them have concerned themselves with the environment and are not putting a lot of focus on other 

responsibility and sustainability initiatives. The solution for these the cruise lines, are for 

management to put more focus on the strategy, be hiring a specific department to handle the 

strategy regarding their responsibility and sustainability. 

 

The third stage of corporate citizenship is called the innovative. Here there is described two ways in 

which a company can move forward. One is by broadening its agenda by embracing more 

comprehensive concept of citizenship. Another way is by deepening its involvements as top leaders 

assume more of a stewardship role. At this stage there is said to be high levels of innovation and 

learning, which is also what marks this stage.  

 

The cruise lines, that are observed to be at this stage are the bigger cruise lines. They have a wider 

palette of responsibility and sustainability activities. Seeing as it is the bigger cruise lines, also gives 

them the capacity, that the smaller cruise lines, might not have. Carnival Cruise Line is one of them. 

They have an activity in all of the parameters (Appendix 5). They are not necessarily innovative 

compared to other industries, however, in regard to the rest of the cruise lines in this research, they 

are more innovative. They have found a way to spread their corporate citizenship to all the 

parameters and are having initiatives such as 4GoodFood, employee volunteering, and port 

community programs (Appendix 5). Their concern goes beyond the environment and also shows 

that they have a concern of the local communities that they visit. 

 

 
 

The same can be said about Costa Cruises, which is in fact part of Carnival PLC.  
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Celebrity Cruises are also at the innovative stage, they stand out with their partnerships, where they 

have focused more on partnerships, that are concerned with the global society. They as well have 

environmental initiatives. However, what stands out are their concern with inclusion and diversity, 

their partnerships reflect this, and so does their workforce initiatives.  

 

Royal Caribbean International, which is also one of the bigger corporations, also show a wider 

palette of activities. Their what makes them stand out, from the other cruise lines in this stage is 

their activities towards children education and programs, that teaches children about the pleasure 

and importance of work. They do this through different partnerships and social initiatives. This is 

where they show that they are innovative in this industry.  

 

Each of these cruise lines, are trying to be innovative, by doing something that separates them from 

the rest of the industry. They are doing this by broadening their agendas and the top management 

involvement is also evident in the sense, that these companies, have been better at promoting their 

citizenship on their websites. However, still none of them show this on the homepages of their 

websites.  

 

A greater stewardship role is evident in the different initiatives. The challenge for this stage is to 

create coherence. Although it is shown above that there is a coherence in the activities of the 

different cruise lines, in the way they are trying to stand out from the rest. There might be a lack in 

the way the exposure they have of the initiatives, it is still not part of their main concern, in showing 

their current and future customers about their initiatives.  
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In the catalogues only Costa Cruises, mention their initiatives. This could be a thing for the rest of 

the cruise lines at this stage, that they could change. Making their initiatives more visible for their 

stakeholders, this might also give them a chance to make other partnerships. 

 
Table 3 

None Elementary Engaged Innovative 

Disney Cruise Line 
Bahamas Paradise Cruise 
Line Cunard Line Carnival Cruise Line 

Viking Ocean 
Cruises Seabourn Cruise Line Holland America Line Celebrity Cruises  
Windstar Cruises Silversea Cruises Norwegian Cruise Line Costa Cruises  

 Azamara Princess Cruises  
Royal Caribbean 
International 

 Paul Gauguin Cruises 
Regent Seven Seas 
Cruises  

  Oceania Cruises  
  Crystal Cruises  
 

 

As shown in table 3 seven of the 19 cruise lines are at the engaged stage of corporate citizenship. 

With three of the cruise lines being not being placed at any stage. Most of the cruise lines are 

observed as being at the engaged stage, which is due to the fact that they show engagement, by 

mentioning CSR and CS initiatives on their websites. What this show is that they go beyond what is 

expected of them. The companies placed in the innovative stage, are the bigger cruise lines, which 

talks to the fact that they might have more capacity, in order to develop are more well thought CSR 

and CS strategy. 

 

 

 

 

 

 

 

 

 



 

58 

The Ocean Cruise Line Industry in The United States of America 

An average of all the initiatives have been made into a diagram:  

 

 
 

This gives a good visual for the reader, to see where the main activities of the industry are placed. 

Looking at the diagram it shows, the main concern of the industry is the environment, this has also 

been evident in the previous sections of the analysis of the different cruise lines.  

 

With the help of the previous analysis and this diagram made for the average of the industry an 

analysis of the industry will be done. Starting with the approach that the industry is taking. Moving 

on to analyzing what the ambition level is and the industry stance on responsibility and 

sustainability. Ending with an analysis of at what stage of corporate citizenship the industry is at.  

 

Starting with the approach taken to corporate social responsibility and corporate sustainability. The 

majority of the cruise lines in the industry have been analyzed to taking a stakeholder approach. 

With shareholder approach being the second largest. Only two of the cruise line companies are 

analyzed to be using the social approach. Having most of the companies in the stakeholder 

approach, would thereby also place the industry as a general in the stakeholder approach.  

 

However, it could be discussed whether it is fitting that this industry is actually taking this approach. 

I would like to argue that most of them are using the shareholder approach, since after doing the 

analysis, it has shown that all of the companies have a concern about the financial bottom line, 

creating a profit for their shareholders. This is also shown by none of them making their initiatives 
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visible for their stakeholders (their customers). Also taking into account the visibility of their 

initiatives in their catalogues, this is another reason for not placing them in the stakeholder 

approach. 

  

Although the industry taking the stakeholder approach can argued for in the sense, that the 

stakeholder approach is still concerned with the financial benefits. However, there is also a concern 

for the different stakeholders of the company, in this case that would be the many different 

partnerships that the cruise line companies have.  

 

Moving on to look at the general ambition level and stance of the industry. Here most of the 

companies in the industry have been analyzed to be having a profit-driven ambition level, as 

mentioned before most of have the main concern of making a profit. Which is also analyzed for the 

industry in general. Only four of the companies have a caring/synergistic ambition level. It is also 

important to mention that there are three of the cruise lines in the industry, that have zero ambition 

level, and has not even taken a stance on responsibility or sustainability. What the previous analysis 

also have shown is that most of the companies have an enlightened self-interest stance to 

responsibility and sustainability. What that shows that most of the companies are using their 

initiatives to serve themselves, most of the initiatives have long-term benefits for the companies.  

 

Most of the initiatives are, before, environmental initiatives, and since this industry has a greater 

impact on the environment than many other industries, it could be said, that they are trying to make 

up for this impact by having a main focus on environmental initiatives, and other initiatives such as 

partnerships with organizations, who try to also do some good for the environment and  with 

organizations who are helping to lessen the burden on the ocean/maritime, where the cruise 

industry operates. Therefore, the industry’s ambition level is profit-driven, and the stance is 

enlightened self-interest.  

 

Most of the companies are placed at the engaged stage, as they should be However, there are still 

three companies in this industry who are not at any stage, when it comes to corporate responsibility 

and corporate sustainability. 
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Sub Conclusion 

Most of the cruise lines in this case are concerned with the impact that they make on the 

environment, and therefore they are trying to take some pre-cautions, trying to show that they are 

doing more than what the laws and regulations of the industry are. The challenge for the industry 

in this, is that there is a need for the industry to show that they are concerned with more than the 

environment. Only some of the cruise line, show a greater concern for more than simply the 

environment, with visible concern for the both the local communities in which they operate (the 

ports) and the global community as a whole. The rest of the cruise lines in the industry could learn 

something from these companies, by taking on a bandwagon approach, and copying their initiatives, 

they do not necessarily have to find something completely new that they could do, as long as they 

are willing to do more. The challenge at the stage of engagement, which is where the industry is, is 

that there is a need for capacity, capacity, that some of the cruise lines, might not have. They might 

lack the resource to branch into a more socially responsible strategy.  

 

The competitive advantage of corporate social responsibility 

According to the framework by Kramer fan Porter,, it is important for creating a social dimension to 

the value proposition, that the social impact is integral to the overall strategy (Kramer, 2006).The 

analysis made using this framework, will be of the industry in general, some of the cruise lines, might 

be mentioned, but it will be made on for this specific case study industry, and not for all the 

companies. The framework: Corporate Involvement in Society: A strategic approach. There are the 

generic social impacts, here the strategic approach is called the Responsive CSR, this involves two 

elements; acting as a good corporate citizen, the second part is mitigating the harm arising from the 

firm’s value chain activities, which is an operational challenge. In the middle is the value chain social 

impacts, here there is looked upon the social impacts of the value chain activities, for the Responsive 

CSR approach, corporations mitigate harm from value chain activities. Where moving from 

Responsive CSR to Strategic CSR, involves going through the value chain of the company, and 

transform these activities to benefit society while still reinforcing strategy. In order to that they have 

made the two different models to help managers do that.  
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The first one they call “Looking Inside Out: Mapping the Social Impact of the Value Chain”, here all 

the activities in the value chain is looked upon in order to find the negative and the positive social 

impacts.  

 

 
Picture 4 (Kramer, 2006, p. 8) 

 

Most of the negative social impact for the cruise industry is done through primary activities of the 

value chain. More specifically through the operational activities, since it is here that the cruise 

lines, has the biggest effect on the environment, with emissions & waste, energy & water usage. 

Under the operational is also the worker safety and labor relations. It is also important to note, 

that there are probably a lot of damage done, with manufacturing a cruise ship, this however is 

not analyzed in this research thesis.  

 

In the support activities of the value chain, here the cruise lines are analyzed to be trying to have 

more of a positive social impact. This is seen through their declaration of being diverse and non-

discriminating policies, which is part of the Human Resource Management. Some of the cruise line 

companies, even mention, that they are providing education and training for their employees. 
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However, transparency in the industry is observed as lacking. They are not as transparent with the 

actual activities, first of all, it should not be that difficult to find information on their websites. 

These are viewed as the most important activities in the cruise industry, in regard to their social 

impact.  

 

After looking inside out, the next step is; “Looking Outside In: Social Influences on Competitiveness”. 

They explain that effective CSR requires an understanding of the social dimensions of the company’s 

competitive context, linkages that affect its ability to improve productivity and execute strategy 

(Kramer, 2006). In order to understand the linkages better, they explain, that it might help using the 

Diamond Framework, which is illustrate on this page as picture 5. This framework shows how the 

conditions at a company’s locations affect its ability to compete (Kramer, 2006). 

 

 
Picture 5 (Kramer, 2006, p. 9) 

 
The first box in picture 5 is: Context for Firm Strategy and Rivalry, here there is talk of the fair and 

open local competition, which is the case of the cruise industry, it is such a big industry, that there 

are regulations, rules, laws, incentives etc. put in place in order to provide a fair competitive market.  
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The second is: Local Demand Conditions, here there is talk of the nature and sophistication of the 

local customer needs, and since the industry’s customers are globally, it is harder for them to please 

everyone at the same time, in regard to the regulatory demands that customers might expect. 

However, since they are operating on a global market, there are many opportunities for them to 

have different activities for the local communities, in the ports they visit. Some of the cruise lines, 

have their workers offer voluntary work when they are at port, this is a way to help with the local 

demands and needs. Another example could also be the 4GoodFood, where they are donating the 

food, that has not been served to the local foodbanks. These are activities, that could easily be put 

in place at most of the cruise lines but are only present at a few of them.  

 

The third box: Related and Supporting Industries, which is the local availability of supporting 

industries. Again, since the industry moves globally, they reach a lot of different ‘local’ suppliers, 

some of the cruise line companies also mention that they are using the suppliers, for different 

things, such as getting fresh and local food. But it should not be underestimated that the local 

communities, that the cruise line companies visit, makes a lot of money on the cruise passengers. 

There is talk of hundreds of passengers onboard a cruise ship, and often they only have one day in 

the ‘local’ city, and here they can shop, eat, do sightseeing, etc. The downside to this is of course 

that some of the smaller cities do not have the capacity for all these people at the same time, and 

some cities have even banned cruise ships, because it puts a strain on their community.  

 

The last box is: Factor (Input) Conditions, here there is talk of the inputs available for the firm. An 

example that Kramer and Porter give in their article is Mariott’s Job Training Program, where they 

provide job-training for chronically unemployed job candidates, and after the training it is mentions 

that 90% of them take a job with Mariott (Kramer, 2006, p. 11). This would be a good activity for 

the cruise ships to provide the local communities with. Many of the cruise ships go to places where 

there is a high-rate of unemployment, and providing a job-training program, could help them shape 

the perfect employee, for the available jobs they might have. On a positive note, it should however 

be mentioned, that some of the cruise line companies, do invest in different research universities, 

but since Kramer and Porter, argue in their article, that writing a check is not enough, this positive 

initiative, can be discussed.  
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Strategic CSR approach, goes beyond good corporate citizenship, it involves bot inside-out and 

outside-in dimensions working in tandem, it is here that, according to Kramer and Porter, the 

opportunities for shared value lies (Kramer, 2006, p. 10). It is here that the interdependent 

relationship between society and the company, is visible, in the sense that they help each other. 

Here the social strategy of the creates shared value, if the company, does well, it can put more 

resources in to helping the community and it should be vis-à-vis.  

 

After analyzing the industry, it is more or less clear, that the North American Ocean Cruise Industry, 

is not taking the Strategic CSR Approach. Some of the cruise line companies are still practicing good 

citizenship, where others are just doing the bare minimal in regard to the regulations of the industry.  

 

Discussion 

The thesis present definitions of CSR, from different theoretical perspectives, in order to see if there 

is a definition, that fits to the case study industry of this thesis. The definition chosen was:  

“In general, both corporate sustainability and CSR refer to company activities – voluntary by 

definition – demonstrating the inclusion of social and environmental concerns in business operations 

and in interactions with stakeholders.” (Marrewijk, 2002, p. 8). It can be discussed whether or not a 

new definition for this thesis should have been made, since the thesis, also looks at CSR and CS in 

the point of corporate citizenship.  

Another definition referred to in the theoretical framework is: “policies and practices of 

corporations that reflect business responsibility for some of the wider societal good. Yet the precise 

manifestation and direction of the responsibility lie at the discretion of the corporation” (Moon, 

2014, p. 4). This definition takes into account that practices and policies are voluntary to the 

companies.  What it can be discussed is whether or not a definition for this thesis should be created 

in order to make the cruise lines initiatives look better, so they then would  live up to being both 

socially responsible and sustainable creating the definition from a more economic perspective, 

looking at Milton Friedman’s perspective, and the shareholder approach to CSR and CS, if that would 
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have been more the case of the findings from the analysis might have looked different. However, 

since CSR and CS have evolved since 1970, a newer definition was chosen.  

  

Looking at the Appendix 5, there are three companies, that do not have any initiatives. These 

companies are Disney Cruises, Viking Cruises, and Windstar Cruises. Disney Cruises is one of the 

larger cruise line companies, therefore it was surprising, that they did not show any CSR or CS 

strategy. Looking at the Walt Disney Company, their CSR and CS initiatives present on their website 

(The Walt Disney Company, n.d.) and they are transparent when it comes to their strategy, they 

show the exact numbers, in reference to their donations, protected acres, and hours of voluntary 

work (The Walt Disney Company, n.d.). Therefore, it is surprising that their cruise company, does 

not seem to have any initiatives. It can be discussed whether or not these three cruise lines, should 

even be part of the analyses, but it was found important to highlight, that there are companies, who 

do not take on any responsibility and sustainability activities, and that even bigger cruise lines, 

choose not to be transparent. 

 

The placement of the cruise lines in the different approaches to CSR and CS, can also be discussed. 

Costa Cruises and Carnival Cruise Line are placed as having the social approach. However, neither 

of them actually has anything regarding their initiatives on their homepage (Appendix 3), and only 

Costa Cruises mentions their initiatives in their catalogue (Appendix 4). This could be an argument 

against placing them in the social approach, since the information is not easily found. However, 

compared to the other companies in the industry, they do show a greater concern, and since that is 

the comparison, that is also the reason for placing them there. If there were a comparison with 

another industry, the results of the analysis, might look different and the cruise line companies 

initiatives, might seem small in comparison. However, comparing them to a different industry is out 

of the scope of this thesis. 

 

According to the analysis, the main focus of the industry has been on the environmental initiatives. 

A lot of the companies have announced as part of their initiatives, that they implement new 

technology; to help decrease their emissions, use energy in regard to using LED lights, water 

management system and waste management. However, it was found that these are part of the 
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regulations made by the Cruise Line International Association, in order for the companies to show 

environmental stewardship, thereby it can be discussed, whether these are actually initiatives taken 

on voluntarily by the cruise line companies, or if it is part of the regulations that the industry have 

made. It can be misleading for the customers, when reading on a company website, that they are 

doing these things as part of their stewardship towards the environment, when in fact it is 

something most of the companies are obliged to do. In a report from the European Commission it 

suggested that policies would help lessen the emissions, however they also state that the trends of 

the industry suggest that the situation will worsen in the future. The report is made in order to 

provide insight into the maritime transport sector, which is not necessarily the cruise industry 

specifically, but the result should be the same, regulations and laws on the area needs to be clearer, 

in order for them to obey them.  

 

As it is now, the rules and regulations of the industry are not controlled as much as it should be, this 

is also mentioned by the expert Ross Klein in the article from business insider, mentioned in the 

introduction (Matousek, Business Insider, 2019), he mentions that as it is right now, it is hard to 

measure whether the cruise lines are obeying the rules and regulations, that they have to. It can be 

difficult to measure the air emissions both globally and locally. However, it could be interesting to 

see if more policies and rules made for the industry would help them be more responsible, both for 

the society and the environment.  

 

In the article “Direct pollution cost assessment of cruising tourism in the Croatian Adriatic”, they 

mention that although it is not the cruising corporations fault that there is a lack of domestic or 

international regulations, they are to blame for taking advantage of the imperfect system (Caric, 

2010). The lack of regulations and other control mechanisms in the cruising industry leads to a 

situation where the majority of users are free-riding (Caric, 2010), some are paying fines, but others 

breaking the rules are never noticed. They also mention that the in the absence of clear rules of 

management and enforcement of environmental legislation this style of marine management could 

lead to a tragedy of the commons of global proportions (Caric, 2010, p. 173). This supports the 

previously stated problem of the cruise lines only living up to the regulations, however some of 

them are breaking these regulations, are simply paying fines, where others are free-riding and taking 
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advantage of the imperfect system. If the cruise lines had a better CSR strategy, this would could 

solve part of the problem, in the sense that they would have a set of strategic goals to reach, and 

they would want to be more transparent. 

 

The previous mentioned talks to the transparency of the industry, when it comes to CSR and CS, this 

thesis found the industry to not be transparent, there is a lack of information to be gathered. The 

overall findings were not specified in goals or missions, but mostly by what they are trying to help 

and what initiatives they have. In the article by Danuta de Grosbois, she looks at the CSR reporting 

of the cruise industry. In her article it was found that there is a limited use of international reporting 

guidelines, an almost complete absence of third-party assurance of reported information, and 

unclear presentation of information on websites (Grosbois, 2016). This has also shown to be the 

case of this thesis, it was hard to find information, and the information available, were presented 

by the company itself, there were nothing to back up the statements on their websites.  

 

Furthermore her article found that although most cruise lines reported commitments, fewer 

reported on specific initiatives, and still fewer provided meaningful assessments of their impacts or 

performance (Grosbois, 2016). This again backs up the statement that the industry is not 

transparent. There is a lack of information to be gathered on their different initiatives. Due to the 

lack of transparency it can be discussed whether or not all the information available is credible. 

 

This lack of transparency and the credibility of whether or not the cruise lines are actually, doing 

what they say they are doing, this refers to the concept of ‘greenwashing’. Which is used in order 

for companies to create a misleading impression of their CSR and CS in the eyes of the stakeholders 

(Waddock, 2017). In the book it is explained, that organizations can greenwash in different ways; 

for example it can be done by overstating achievements (Waddock, 2017), this might be the case in 

the cruise industry.  

 

Some of the cruise lines, are stating a lot of different initiatives, however, it is hard for the consumer, 

to know whether they have actually implemented them or are doing what they state that they. For 

example, with the voluntary work, that some of them mention, that their employees do, while at 
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port, this is hard to measure. What also makes it hard to figure out if companies are lying about 

their initiatives or exaggerating, because there is not baseline, when it comes to CSR and CS. Another 

way for companies to greenwash is by downplaying misconduct, in the thesis it is mentioned that 

Carnival Cruise Line, had to pay a fine, due to waste dumping, this might be a ‘normal’ occurrence 

and they were just unlucky for getting caught.  

 

There is little research done on greenwashing in the tourism industry. The article:  “Consequences 

of ‘greenwashing’ consumers’ reactions to hotels’ green initiatives” (Imran Rahman, 2014), was 

found in order to get an idea of the consequences it might have, when companies in the tourism 

industry are greenwashing. In their research study they found that if hotels had ulterior motives 

with their environmental claims, it led to skepticism in the consumer, which in turn had a negative 

influence on the consumers’ intentions to participate in the “linen reuse program”, not only that 

but also to their intentions of revisiting the hotel (Imran Rahman, 2014). With the added attention 

by the media on the negative environmental impacts that the cruise industry already creates, they 

should be careful with their environmental initiatives. Likewise, they should put more focus on 

these, in order to make sure that all their ships, are doing what the company ‘promise’ that they are 

doing. They could do that by diversifying their environmental initiatives more, spreading to more 

important partnerships for example, also by putting more focus on having a lot more partnerships, 

with environmental NGOs. They should focus on building a more positive environmental image, 

although this might be difficult. In order for this to happen, drastic measures are necessary.  

 

The analysis main focus has been on, what they cruise line companies are doing, the different 

initiatives, that they all have and whether or not, this have made them socially responsible or 

sustainable.  

 

Another thing that is important to discuss are the different initiatives, that the cruise lines might be 

able to actually implement. There is a thesis which investigates the potential innovative patterns of 

recycling food waste from cruise ships for use as feed in aquaculture (C. Strazza, 2015). This could 

be a new environmentally sustainable option for cruise lines, thereby they could contribute to the 

topic of circular economy. Investing in technology that would make this possible, could be a start 
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for the cruise industry, and in the long term, it would also help them. Instead of throwing food away, 

producing feed for the aquaculture, could help them lessen the burden they put on the aquaculture. 

The assessment made in the article, is used to evaluate the possible benefits of replacing 

conventional formulations of feed mix for salmon with food waste (C. Strazza, 2015). The 

conventional feed formulation shows higher life cycle burden for the whole set of indicators, seeing 

as it might make sense for this to be a new way for the cruise ships to think in the terms of circular 

economy, which has shown to be important when talking sustainability.  

 

According to Karsten Schön, the interviewee for this thesis, he explains: “In fact, they only clean 

once a day, namely in the morning. Like the hotel you know in the morning. And it is nevertheless 

considered natural. But if you've been with these cruise companies, I work with who make it twice a 

day. Then people would say "okay, it's service degradation"” (Schön, 2020, p. 13). Karsten Schön 

goes on to explain about how it is also new, that the guests do not get new linen every day. To some, 

these initiatives important to mention, however, these small steps, have not been clarified by the 

cruise line companies. It might be true, but these are ‘small’ initiatives, seen in the big picture of the 

negative environmental impacts that the cruise ships have.  

 

According to Karsten Schön, he shows his opinion by stating: “So I am very honest to say that I am 

very skeptical of all this environmental debate. To be completely honest because Denmark 

represents 0.5 per cent of the total CO2 emissions in the world.. But why do we have to pay a big bill 

because if nobody else are doing anything, then it saves nothing. And the big environmental sinners 

we all know are India, China and the United States. And they make up almost 75 percent of it all.” 

(Schön, 2020, p. 8). This scepticism towards the environmental debate is also the reason, for limited 

use of his interview in the thesis.  

 

According to Karsten Schön, there will be implemented chimneys on the cruise ships, to reduce 

emissions by 2021: “they must have reduced this emission of pollution from the chimney by 90% and 

it should be by the end of 2021. And if they have not done so then traveling to the United States will 

be prohibited. Then they must not sail to the United States anymore” (Schön, 2020, p. 8). There have 

been indications when finding relevant data, that this is something that is going to be implemented. 
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The way this is presented, is to say that he thinks, that the cruise industry already have enough 

positive environmental initiatives. Again, this shows the reason for the limited use of the interview 

with him  

 

Mirvis et al. (2006) writes about the different stages of corporate citizenship, which is analyzed in 

this thesis, what is not discussed is the drivers behind corporate citizenship. The figure below, from 

the article, explains the drivers behind corporate citizenship.  

 
Figure 4 (Googins, 2006, p. 123) 

 

According to this the internal motivators are mainly traditions and values. Where the external 

pressures are mainly from the customers and consumers and what is expected in the community, 

this is evident in the initiatives that the different cruise lines have. Most of it is concerned with the 

environment, where they are trying to announce to their customers, that they are trying their best 

to be ‘good’ corporate citizens. Where the different partnerships and sponsorships, which more 

roughly could be labeled as ‘donations’, there is nothing new to the fact that the culture in the US, 

are that bigger corporations make donations to different causes.  

 

Building on the external pressure from the customers, the article “Model of Sustainable 

Behavior” found that in particular that passengers had positive anticipated feelings for the 

sustainable actions while cruising. Where the feelings towards being environmentally responsible, 
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towards already existing environmental problems were negative (Heesup Han H. G., 2017). This 

shows that the cruise customers, are aware of the impact that the cruise line companies have on 

the environment. With the growing concern for the environment it should become more important 

for the cruise lines, to take on more environmental initiatives and not just what they have to do. 

Hopefully future customers will demand more from the cruise lines, so that there will be a new 

standard responsibility and sustainability strategies.  

 

Although the previous sections have shown that cruise passengers, show environmental awareness, 

the article by Eijgelaar et al. (2010) found that ‘last chance’ tourism exist, it is where the tourist want 

to see a place before it disappears.  

 

This is the case of the Antarctic; the article mentions that passengers to the destination have tripled 

from 2000 to 2007. With this in mind the article also found that high levels of greenhouse gas 

emissions are created by cruise ship tourists are especially high for those visiting the Antarctic, up 

to eight times higher per capita and per day than average international tourism trips (Eke Eijgelaar, 

2010). So, the question after reading this should be whether or not cruise passengers are actually 

aware of the impact they have on the environment? If not, they should be enlightened and informed 

about the impact that trips like these have, for some this might make a difference.  

 

A way to inform on the impact, could be that each trip on the website, gave an estimation of the 

emissions they produce, by informing of this, it might make people think twice before booking a trip 

with a high impact. They could also inform of what the cruise line is doing in order to reverse the 

impact, for example if they are then either donating some organization that help preserve the 

Antarctic, this is of course just examples. However, a survey made in this article actually found that 

59% of the passenger survey found that their travel did not impact on climate change (Eke Eijgelaar, 

2010). This shows, that passengers are not aware of the impact that they on the environment. The 

same survey also found that fewer than 7% had or might offset their emissions (Eke Eijgelaar, 2010). 

However, it is not entirely the individual passenger who can be placed responsible for the trips. The 

ideal would be, if the cruise company offered to offset the emission, by adding the ‘cost’ of that to 

the price of the cruise and in that way, they would make the choice for the passenger.  
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In the article from Kramer and Porter (2006), they conclude their research with the sentence:  NGOs, 

governments, and companies must stop thinking in terms of “corporate social responsibility” and 

start thinking in terms of “corporate social integration” (Kramer, 2006, p. 13). Throughout their 

article they mention the importance of the interdependence of society and corporations, that they 

should find the shared value, there can be, when the two are interdependent. This was found 

important to discuss in this thesis, because it is observed that many of the cruise lines, are doing the 

bare minimum expected by them. Instead of finding a way in which they might be able to find a way 

to make CSR as a competitive advantage for them. This could be reached by some different 

initiatives, for example what is mentioned in the analysis job-training for unemployed people or 

finding a way to implement circular economy by taking the food waste they produce and make feed 

for the aquaculture. Making CSR an integrated part of their business, in some way or the other, by 

helping the communities, there should see it as helping them in the end. As explained in the article, 

if one is successful, the other will likewise be successful. If society is doing well, it is more likely that 

people can afford and want to take a cruise vacation and in turn if the cruise lines are doing well, 

they contribute more to the communities. 

 

Conclusion 

First and foremost, this thesis can conclude that, there is little research done on CSR and CS in the 

cruise industry. This thesis helps provide a better view of the different initiatives that the industry 

and the individual companies provides to their customers. 

 

Due to the lack of previous research on the subject of CSR and CS in the cruise industry this thesis 

found it necessary to look at the different definitions of CSR and find one that could be used 

throughout the thesis. The definition best suited was: “In general, both corporate sustainability and 

CSR refer to company activities – voluntary by definition – demonstrating the inclusion of social and 

environmental concerns in business operations and in interactions with stakeholders.” (Marrewijk, 

2002, p. 8). The reason for choosing this definition and not the other definitions discussed, is that it 
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is broader, and it connects CSR and CS, in an understandable way. It was discussed whether a 

definition with a more shareholder perspective would be more fitting for this particular case study. 

However, it was found important to take into account the expectations of todays society.  

 

The approaches to CSR and CS are three folded; first there is the shareholder approach, where the 

main focus of the company is to make a profit for their shareholders. The second approach is the 

stakeholder approach, here the focus is still to make a profit, but the relationships with the different 

stakeholders are also important for the company. The third approach is the social approach, here 

the focus of the company is more on helping society. The majority of the companies in the case 

study, were found to take the stakeholder approach to CSR, only two companies were observed to 

be taking the social approach, and even placing them there is discussed. Three of these case-study 

companies, have shown no signs of a CSR or CS strategy on their websites, one of the companies 

are Disney Cruises, which is a relatively large cruise line in the industry, and therefore that was 

surprising to find out.  

 

The ambition levels and the stances were combined in this thesis, because they reminded of each 

other. Here two cruise line companies, (Silverseas Cruises and Bahamas Paradise Cruise Line) were 

observed to be at the Laissez-faire stance, they showed a lack of commitment to being responsible 

and sustainable, with a bare minimum of initiatives. The main ambition level and stance taken by 

the cruise line companies were at the profit-driven and self-interest. These companies had different 

initiatives, however, most of them were observed as long-term financial beneficial for the 

companies, and therefore, in their own interest to implementing these initiatives. Again only a few 

(four) of the cruise line companies showed to have more initiatives in the different parameters, than 

the rest of the cruise lines. Carnival Cruise Line and Costa Cruises, were in this category, having a 

caring and synergistic ambition level and a stakeholder interest stance. Where there is a greater 

focus on the stakeholders of the company. The cruise line companies in this category were observed 

to be more caring about both the society and environment in which they operate.  

 

When analysis the different ambition levels and stances, it gave a view of the different initiatives, 

that the cruise line companies have. It was found that most of the initiatives are environmental. 
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However, at a closer look, most of the environmental initiatives, that they have are the same as the 

regulations of environmental stewardship, made by CLIA. Therefore, it is also discussed, whether 

these should actually count as initiatives.  

 

The framework stages of corporate citizenship explain that there are five stages; the first being the 

elementary, here are the cruise line companies, that live up to the laws and regulations for the 

industry standards, are placed. For this case study there are five companies at this stage. The second 

stage is the engaged stage of corporate citizenship. Here top management is often involved, and 

they often adopt a “policy-based approach”. The companies at this stage have shown to have a 

deeper and more rounded set of initiatives, which is the reason for assuming that the top 

management, have been involved. At this stage seven out of the 19 cruise line companies are 

placed. The third stage is the innovative, here four out of the 19 cruise lines are placed. The 

companies placed at this stage, are innovative, compared to the other cruise lines. They have 

initiatives that go beyond, what the other cruise lines do, and these companies, seem to be thinking 

of different ways, in which they can stand out. The some of the initiatives that stand out are the 

4GoodFood, different port community programs, and different workforce initiatives.  

 

Going through these different frameworks for all the cruise line companies, helped in determining 

where the North American Ocean Cruise Industry is placed, when it comes to CSR and CS, as well as 

how they might be able to improve it. It was found that the industry is using the stakeholder 

approach, where there is a focus on the different stakeholder, but also on making a profit. The 

ambition level and stance were, the profit-driven and enlightened self-interest. Since most of the 

companies in the industry are focused on the long-term financial benefits, that they might gain, by 

having implemented the CSR and CS activities that they have. Placed at the engaged stage the 

industry, shows that there is involvement and policies in place, to help become more responsible 

and sustainable.  

 

Looking at this case study industry in terms of how CSR and CS strategy might help them achieve a 

competitive advantage. There is a need for the industry, and the companies within, to go through 

the value chains, to see which changes need to be made in order to take more responsibility and 
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become more sustainable. There is a need for them to lessen their emissions as well as looking at 

the transparency, which is lacking for the industry in general. 

 

Then the Diamond Framework, is used in order to see outside-in, which gives a better view of the 

industry from the outside. Here there are also things that could be improved for the industry, such 

as implementing a job-training program, in order to help chronically unemployed people get the 

training needed and then after offering them a job. This is one of the examples, used as a way for 

the industry to improve their CSR. However, in order to the industry to be at the Strategic CSR 

approach, the value chain and the Diamond Framework, need to be connected and the industry and 

society needs to realize that they are interdependent.  

 

Going through the analysis and the discussion, it has become clear, that there are many things that 

needs to change in order for the cruise industry to improve their CSR and CS. Their initiatives need 

to be concerned with more than simply the financial benefits that they might gain with time, by 

implementing new technologies. In regard to the social responsibility that they have, there is also 

observed to be a lack of initiatives. The example of the job-training program could be a way for them 

to improve this. The North American Ocean Cruise Industry have different environmental initiatives; 

however, this does not make up for the lack of concern there seems to be, regarding the negative 

impact that they put on the environment. According to some of the literature some of the cruise 

lines, are not obeying the regulations about dumping waste in the water, they are taking advantage 

of the imperfect system in which they operate.  

Limitation  

As mentioned throughout the thesis, there is a lack of transparency in this particular industry and 

data gathering has proven very difficult. Not made any easier by the corona virus, which limited the 

ability to add more primary data. Therefore, the information gathered have also been limited. The 

cruise industry has suffered in many different ways due to COVID-19. Which might also be the 

reason behind the lack of interest in this particular research.  
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Corona is not singular at fault for not being able to gather more primary data. The cruise industry is 

so closed, that it has been impossible to find people working in the industry, other than the one 

interviewee.  

 

Perspective and future research 

If gathering primary data had been easier, the  results of the thesis might have looked different. 

There might have been highlighted more initiatives, than the ones on the cruise lines websites. in 

addition, it would have been possible to go more in-depth with the different initiatives, in order to 

understand the underlying reasoning for the specific initiatives. With the use of the constructivism 

perspective, means that the researcher has created her own reality based on the information 

available.  

 

The initial topic of this research thesis, were suppose to look at how the cruise lines, might be able 

to limit their food waste. However, When asked whether it would be a good idea to reduce the 

amount of food served, in order to limit the food waste he answered: “The food means unbelievably 

much. If you look at many of the social media sites where you can join. Then it is also the people they 

write, where they write "fantastic food" and so on. But there are also some who write "We probably 

had a bad experience here" And it is something that goes viral lightning fast because on the media 

there are not only hundreds or thousands, there are tens or hundreds of thousands of people who 

see it right away . And then we risk some opting out of exactly that place or ship because they say it 

just wasn't good” (Schön, 2020, p. 10). However, this is a topic that would be interesting to look into 

for future research, in order to find out how this might be changed.  

 

It would be interesting to look further into the value chain for the industry, in order to go into a 

deeper analysis of the competitive advantages there could possibly be obtained through CSR and 

CS in the cruise industry. Combining it with a deeper look at the external variables that affects the 

American Ocean Industry. In order to find an answer on what exactly needs to be changed in order 

for them to achieve a greater market share of tourism worldwide. However, more data would be 

needed in order to analyze this further.  
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For future research it could interesting to look more at the communication of CSR and CS, that the 

cruise lines use. This could be analyzed using the GAP-model framework, looking into the gap 

between the cruise line managers and the customers perception of the importance of responsibility 

and sustainability initiatives. Due to the lack of information available, it would be interesting to see 

whether a change, in available CSR and CS information, would be able change the minds of the 

possible customers. 
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