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Abstract 

The success of a business in today’s market is not only driven by financial values, but also by 

the business’s behavior1. The triple bottom line (TBL) is an expansion of the traditional 

reporting framework of accounting, where organizational and environmental issues are 

included. The TBL was first phrased by John Elkington in 1994. It has later been rephrased as 

the three P’s, profit, people and planet, which are meant to express the triple bottom line and 

the aim for sustainability2.  

After reading an article about a tragic death-accident at one of Telenor’s production sites in 

Bangladesh, I was once again introduced to the term CSR. Because of the increased focus on 

this accident and similar incidents, the interest for Corporate Social Responsibility has grown.  

Social responsibility has in recent years received a lot of attention from many holds, the 

media, managers, individuals and from the society at large.  

CSR was first mentioned in the 1950s, but still it is a fairly new phenomenon and it is first in 

the recent years that the term has received increased attention. I therefore believe that it is 

necessary to thoroughly investigate the theories of social responsibility and other closely 

related theories in the thesis. It can be hard to explain the term CSR without looking at the 

similarities between this theory and the theories of Ethics and The Stakeholders Approach. In 

many ways it seems like Ethics and Stakeholder Theory are of the factors that make the 

foundation of CSR, and it is hard to mention one of the theories without touching at least one 

of the other two theories. 

Because of high global competition, businesses are forced to produce goods and services at a 

lowest possible price. To fulfill this demand in the market many business activities are 

outsourced to organizations worldwide. This way of doing business makes firms able to 

satisfy the consumer market on both price and quality. The downside to the global business 

making is the consequences of the increased production and transportation. Two of the issues 

involved are environmental damage because of global warming, and large companies that are 

ignoring human rights in under-developed countries because of the country’s lack of structure 

and restrictions.  

                                                           
1
 Masteroppgave, CSR, Universitetet i Tromsø, 2007 

2
 http://en.wikipedia.org/wiki/Triple_bottom_line  
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Accidents like the death in Bangladesh help to put CSR on the agenda, and it also brings out 

other issues related to the business and choice of strategy. With this thesis, I wish to develop a 

better understanding of the term CSR and its background. Because of the increased tendency 

towards international transactions of goods and services, I will dig into the theory of Ethics 

and culture and look at how these two phenomena are related.  Secondly, the different theories 

and views of Corporate Social Responsibility will be investigated during their developments 

from 1950 – 2008. Thirdly, I will look at the evolution of the Stakeholders Approach, from 

Friedman’s “shareholder-focus” to Freeman’s “stakeholder view”. With this thesis, I want to 

explore the connection between the three theories mentioned above. Based on this knowledge, 

there will be a thorough investigation of five Norwegian companies and their awareness of 

social responsibility and the different stakeholders. The research will be carried out by a 

qualitative case examination based on the company’s website, former interviews and other 

articles.  
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Chapter 1: Phenomenon 

 

Sustainable development is defined as "development that meets the needs of the present 

generation without compromising the ability of future generations to meet their own needs" 

(Sharhan 2000:44). 

Corporate Social Responsibility (CSR) is an up-to-date theme that is receiving increased 

attention across the world. From a survey done on the knowledge of CSR among 300 of the 

largest companies in Norway (topplederundersøkelsen 2003), 91 percent of top managers 

believe that CSR will increase the profitability of an organizations. However, recent analyses 

find that the link between CSR and the financial value are ambiguous. The debate for and 

against implementing CSR has been going on for decades, both in the media and by 

academics and it is now a more discussed and vogue field than ever. The importance of CSR 

is increasing as the business market is becoming more global, and the production of goods is 

going on in both different countries and cultures.   

In May 2008 the newspapers wrote that the Norwegian telecom company, Telenor, once again 

is faced with difficulties. Four of Telenor’s suppliers in Bangladesh have children working in 

a factory in an unsafe and dangerous environment. The managers of the factories are not 

respecting the human rights and this has led to tragic accidents where children have died. 

From a Norwegian point of view, there is no doubt that Telenor has a responsibility to save 

the lives of these children. But is the company able to respond to such a situation? Probably, 

Telenor is a large company which has a significant influence on a small factory in 

Bangladesh. As a business it can be fatal to be aware of and consider the ethical guidelines in 

every step of the company’s value chain. On the other hand, Telenor is not practicing child 

labor or breaking the human rights itself, and thus it can be hard to take responsibility for 

other producer’s lack of guidelines. There are many people who believe that Telenor has a 

responsibility in this situation.  

This problem has been debated and received a lot of attention in the global community.  Are 

the boundaries of ethical behavior lower for an organization, than they are for individuals? 

These issues are closely related to the research of this paper. CSR is not a new term, but it is 

more visible than ever. The author has chosen to look at CSR related to Ethics and 

Stakeholder Theory. The theories of Ethics, CSR and Stakeholder Approach are closely 
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related. Some might even say that the idea behind the concept of CSR is that the traditional 

view of management is to serve owners and investors. This view should be enlarged to reflect 

the firm as a part of society and the ecological system3.  

The choices that are made by managers may have fatal consequences for both human-beings 

and the organization itself. When looking at a firm’s success and survival, it can be natural to 

look at its repute. There are many examples of established organizations which have failed 

because of bad publicity and the lack of respect towards their stakeholders. Walmart in 

Germany and Lidl in Norway are two examples of organizations with a tragic destiny. By 

ignoring the environment and stakeholders, the firms did not manage to be profitable and 

survive. 

 

1.1 Research Questions 

This thesis explores how Norwegian companies view Corporate Social Responsibility and the 

relationship towards their key stakeholders. The questions that one wishes to answer with this 

thesis are:  

1) Are some stakeholders considered more important than others? If yes, which 

stakeholder’s? 

2) Is implementation of a CSR strategy strengthening The Stakeholder Relations, 

and creates an additional value to the firm? 

3) Do CSR have any effect on the firm’s reputation? 

 

The study will be based upon analysis, articles and case studies of five international 

Norwegian companies: Stormberg, Storebrand, DnB NOR, Telenor and The KONGSBERG 

Group. The question that the paper is seeking to answer can be demonstrated in one simple 

figure (Falkenberg, 2008); 

                                                           
3
 http://www.ethicalcorp.com/content.asp?ContentID=4651  
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RESEARCH QUESTION 

FIGURE 1 (FALKENBERG, 2008) 

These questions will be addressed by reviewing the literature of Ethics, Corporate Social 

Responsibility and The Stakeholder Approach in chapter two. In chapter three, the theories 

are linked together in one research model. The research methods used in the thesis will be 

explained in chapter four. The research model in chapter three is the foundation of the 

research done in chapters five and six. Lastly, chapter seven gives a summary, and 

conclusions are drawn from the results of the investigation. 

The main findings of the thesis are that companies do value stakeholders, though some 

stakeholders are viewed as more important than others based on both organizational and 

financial value. An example of organizational value creation is motivated and loyal 

employees which lead to lower sick leave and turnover. An example of financial value 

creation can be that by reducing the use of energy and water consumption, a company will 

save the environment from spillage and at the same time save costs on the decreased 

consumption.  

The study has led to an understanding and mapping of the additional value that a company 

can achieve by having a well implemented Social Responsibility strategy. It has also led to 

improvements related to strategies where The Stakeholder Approach and Corporate Social 

Responsibility are not included, and for this reason certain companies are struggling.  

 

 

CSR strategy 

 

Stakeholder’s view 

Does investing in 
CSR create a stronger 
bound between the 
firm and the 
stakeholders, which 
again will lead to 
increased profits? 
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Chapter 2: Literature Review 

In this chapter one will take a closer look at what lies at the bottom of the two theories: 

Corporate Social Responsibility and the Stakeholder Approach. The two theories are both 

build on the assumption of right and wrong, of taking the morally correct choice in a 

crossroad where one has the option to choose.  

Firstly, one will look into the basis of Culture and Ethics, and the criterions one has to be 

aware of when doing business in an international or global environment. Secondly, some 

Corporate Social Responsibility theories are presented; the evolution of CSR, CSR in 

Norway, arguments for and against CSR and lastly how the strategy can lead to a competitive 

advantage and higher profit are explained. Thirdly, the evolution of Stakeholder Theory and 

the debate between Friedman and Freeman are explained. 

2.1 Cultural and Ethical Values 

In chapter 2.1 the theories of Culture and Ethics are explored. In order to operate in an 

international environment, it is important to be aware of and take into consideration the 

differences in Culture and Ethics. These two factors may not only vary with country 

boundaries, there can also be different cultures inside of the same country. First, Culture will 

be defined and then the theory of Ethics will be defined. Next, Fiduciary Duty and The 

International Value chain are being explained. Finally, the theories of Culture and Ethics, and 

the connection to economic history will be discussed and summed up in a model. 

 

2.1.1 What is Culture? 

Falkenberg (2006) defines Culture as “collective programming of the mind; it manifests itself 

not only in values, but in more superficial ways: in symbols, heroes and rituals”. According to 

Kluckhohn (Kluckhohn 1951 in Falkenberg 2006) the “mind” is represented by the head, 

heart and hands – or for thinking, feeling and acting, with consequences for beliefs, attitudes 

and skills. In figure 2 one can see “the onion diagram”. It symbolizes four items that gives an 

understanding of how a culture has developed and become what it is over time.  
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THE ONION 

FIGURE 2, HOFSTEDE (1991) 

The core in the onion is values. According to Falkenberg (2006) values are invisible until they 

become evident in behavior, but culture also manifests itself in visible elements. In order to 

describe the visible manifestation of culture, the following factors cover the concept quite 

well. Symbols represent words, pictures and objects of recognition, for example flags and 

other highly ranked symbols. The next levels are heroes and rituals. Heroes are people, alive 

or dead, real or imaginary, who are highly valued in the culture. Rituals are activities that the 

groups of people are participating in and they are considered socially essential to the culture. 

Symbols, heroes and rituals include practices, which mean that they are visible to outside 

observers. But the cultural meaning in these symbols can only be found in the way insiders 

precisely are interpreting and practicing the objectives.  

In every culture, the people involved develop a set of traffic rules or limitations for suitable 

behavior, also called institutions. According to North (North 1990 in Falkenberg 2007) 

institutions are values, norms, laws and regulations for how one should interact. The 

institutions are both time and place specific, for example the acceptable behavior in Norway 

in 2008 is not the same as the acceptable behavior in Norway in 19154. If institutions of a 

culture are not tolerated, it is looked upon as unacceptable behavior. On the other hand, by 

acting inside the box of acceptable behavior, one has a “free space” where individuals are 

                                                           
4
 Private conversation with Falkenberg, A. (2008) 
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trusted to make their own decisions. The culture differs between the groups of people, and 

often the institutions follow the national borders. One can also see a correlation between the 

distance of culture and the distance of institutions.  

 

2.1.2 What is Ethics? 

For organizations to operate in a global market with different cultures, it is important to 

understand the meaning of right and wrong – the cultures ethical boundaries. What is legal in 

one country could be illegal in another. It is therefore necessary to understand some essential 

ethical rules. According to Aristotle, a man is behaving ethical when he is to live happily, 

successfully, and well5. This is achieved through the active exercise of a man’s capacity, 

rationality, as he engages in the actions to the degree which is appropriate to the person in the 

context of his own specific identity as a human being6. Because of the fact that man is 

naturally sociable, Aristotle believes that a good life for a man is to live in a society. Social 

life in a community is a necessary condition for a man to fully be able to flourish as a human 

being. The best life for a man is one of excellent human activity, which gives permission for 

individuals to flourish. Also a man must pursue goals that are both rational for him 

individually and gives the human beings as a whole the ability to flourish.  

According to Falkenberg (2006) one can look at institutions7 in three different levels and 

explore if they promote flourishing;  

1. micro level – The local cultural level 

2.  messo level – The national governance level 

3. macro level – The international level 

The micro level describes institutions and values in the local culture. The messo level is about 

rules and regulations set by the government. These institutions include the local, political, 

economic and legal systems. Some economies are quite open and predictable, while others are 

riddled with a high degree of centralized economic and political power (Falkenberg, A., 

2007:3). The institutions on the micro level and messo level may not always be the same. 

                                                           
5
 Private conversasion with Falkenberg, A. 

6
 http://www.quebecoislibre.org/031122-11.htm  

7
 See definition p. 12 
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What seems right according to the institutions in the micro level may not correspond with the 

laws and regulation in the society. Sometimes, there can be laws set by the government that 

block flourishing, for example if a country has a rule saying; that it is illegal for women to 

work. To promote this rule may be correct according to the institutions in the messo level, but 

since it prevents women from flourishing one can see that in the micro level it is not ethical to 

obey this institution. This may lead to illegal actions. Characteristic of the macro level is that 

the institutions are valid internationally. Some examples of institutions that are governing 

international trade in general are organizations such as WTO, the EU and NAFTA 

(Falkenberg, 2006).   

The key issues to measure if a culture’s institutions are ethical and promote flourishing are 

(Falkenberg, A. and J. 2008): 

1. Utilitarianism: Do our institutions create as much happiness and as little unhappiness 

as possible? The theory wants to maximize utility for everyone. As John Stuart Mill 

once said; “as much happiness as possible for as many people as possible”. The 

desirable situation would be of the one “pareto efficient”, which indicates that no 

exchange should take place unless one party is better off without making anyone else 

worse off.  

2. Justice: is principles for “The Good” and it contains three main categories: 

1) Survival: the opportunity to be provided with food, health, education and integrity. 

 2) Equal moral value – a person’s dignity, maximize freedom given equal freedom to 

all and equality before the law. 

3) Maxi-min: Distributing as much as possible to the worst off group according to an 

index of goods.  

3. Rights: Do our institutions reflect and promote basic human rights? By human rights 

one means the basic rights that an individual has a right to do regardless of race, sex 

or religion etc., which regulate the relationship between the individual and the 

government (Human rights, 20088).  

After deriving the three levels of institutions (micro, messo and macro) and the three 

perspectives on ethics (utilitarianism, justice and human rights), one can analyze the 

descriptive and normative views. The descriptive view says something about a firm’s current 

                                                           
8
 Webpage United Nations: http://www.unhchr.ch/udhr/lang/eng.htm  



15 

 

institutions and situation, while the normative view shows how the ideal institutions and 

situations should be to promote flourishing.  

According to Falkenberg (2006), to be able to understand if an act is right or wrong, one can 

look at several aspects in the chain of the action. First, one can ask what motivated the act. 

Were the intentions good or bad? With good intentions, there is often a favorable judgment. 

Secondly, what was the act itself? Was the act suitable in the situation? Thirdly, what are the 

consequences of the act? Does the act lead to as much flourishing as possible? 

 

2.1.3 The international value chain  

An organization has an obligation to carry out rights and duties for the shareholders. This duty 

is called the fiduciary duty and it falls into two broad categories, the duty of care and the duty 

of loyalty (FOUNDATIONS OF SHAREHOLDER FIDUCIARY DUTIES, 2008). The duties 

vary based on the different type of relationships of the parties involved.  

If an organization has the power to change the behavior of another business, then it is able to 

take responsibility for the transactions that are taking place in the business making. In all sorts 

of business making there are many traders and therefore the value chain consists of many 

links. In figure 3, one can see an example of a typical value chain. As an example of looking 

at ethics in the value chain, firm A is selling t-shirts in Norway which have been bought from 

a supplier in China; the supplier in China is acquiring the t-shirts from a manufacturer which 

is practicing child labor. Ideally firm A has to look both upstream and downstream to see if 

the actors of the chain are behaving ethically toward their stakeholders. Then firm A has to 

take into consideration if the manufacturer is following the institutions and laws of its own 

country. For firm A there will be a difference between acting ethically correct in its own 

culture and in the culture where the production takes place. “Responsibility is something that 

we have if we are able to respond to a problem; or response-able” (Falkenberg, 20069). The 

ethical question in this sort of situation is not only to take into consideration its own 

decisions, but firm A also has to look at the other links in the chain. Are the wishes of 

utilitarianism, human rights and justice complied with? If the answer is yes, it is then ethically 

correct to go through with the transactions. 

                                                           
9
  Falkenberg, A. (2008). Lecture note from International Marketing 
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When looking at the different links in the value chain, it is important to be aware of the fact 

that each jurisdiction has its own set of institutions (norms, values, laws and regulations) 

which may or may not create flourishing (see utilitarianism, justice and rights).  

 

THE INTERNATIONAL VALUE CHAIN 

FIGURE 3 (FALKENBERG, 2006) 

Every business has some kind of power and this power may be used to change or influence 

people’s behavior. Depending on the size of the producer it may or may not have the ability to 

change the behavior of a seller, and vice versa.  

 

2.1.4 Culture, Ethics and the Emergence of Corporate Social Responsibility 

To sum up the cultural and ethical institutions that have been discussed in this chapter the 

following figure 4 is presented.  

 

 

ETHICS & CULTURE 

FIGURE 4, FALKENBERG (2006) 
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An action by a human being is decided by both the heart and the head. The act is only ethical 

if it maximizes happiness for all. The institutions followed are only ethical if they comply 

with human rights. And the act is only ethical if it follows the rules of a just institution. These 

institutions promote flourishing across time and place (Falkenberg, 200810). 

Ethics and economy have not always been mentioned in the same sentence. There are many 

incidents that have taken place in history. Some of the movements seeking to promote 

flourishing are brought to closer attention in figure 5.  

 

MOVEMENTS TO PROMOTE FLOURISHING 

FIGURE 5 (FALKENBERG, 2008) 

Even though, CSR is a fairly new field, the emergence of CSR has been developed over time 

with help from the different movements and from our predecessors. 

 

2.2 Introduction to Corporate Social Responsibility Literature 

This chapter is used to properly introduce the term Corporate Social Responsibility and the 

evolution of the theory. CSR has been explained, defined and viewed in many different ways 

during the last 60 years, and this thesis is presenting some of the strategies.  

Firstly, the evolution of CSR and CSR in Norway are presented. Secondly, some of the 

different CSR strategies are explained. Thirdly, arguments for and against the success of 

                                                           
10

 Conversation with A. Falkenberg, 2008 
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implementing CSR strategies are debated, before competitive advantage and financial 

performance are shown as advantages for such a strategically choice.  

 

2.2.1 What is Corporate Social Responsibility? 

To better understand the sense of CSR and the financial value of CSR, one can take a brief 

look at branding and its characteristics. “Branding is a technique to build a substantial, 

differential advantage by playing on the nature of human beings. Only humans can attach 

feelings and meanings to random symbols, which determine that, the appeal of branding is not 

fully rational” (O’Malley, 199111). By building a strong brand and identity, the firm can 

achieve a competitive advantage because of added value to their products or service. This 

might create great value and provide the firm a unique position in the market. However, if the 

brand is mismanaged, then the consequences might be fatal. One can see similarities between 

the concept of Branding and the concept of Corporate Social Responsibility. Both strategies 

are used with the intention of adding value and competitive advantage to the business. Even 

though the purpose of the two can be somewhat the same, one can see that CSR has a broader 

meaning with more important values than getting good publicity and a strong brand identity. 

According to Davis (1973) CSR starts where the law ends. And a firm who only follows the 

minimum requirements of the law can not call itself a socially responsible organization. 

Organizations operating on the view of classical economy will only act socially responsible as 

far as the legal requirements go. Davis (1973) believes that CSR goes one step past the legal 

minimums. CSR is about being a good citizen and the acceptance of the social obligations in 

society. 

Carroll (1979:497) defines CSR as; “businessmen’s decisions and actions taken for reasons at 

least partially beyond the firm’s direct economic or technical interests”.  

McGuire (McGuire ,1963 in Carroll, 1979:498) claims that the idea of Social Responsibility is 

that the corporation does not only has financial and legal obligations, but also a certain 

responsibility to society which extends beyond these obligations. Hawkins (2006) defines 

CSR as the continuing commitment by businesses to behave ethically and contribute to 

financial development while improving the quality of life of the workforce and their families 

as well as of the local community and society at large.  
                                                           
11

 Found on website: http://pantausblog.blogspot.com/2008/06/branding-for-services.html  
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CSR is a popular concept and characterized by numerous definitions. The social issues 

involved differ from business to business and over time. For the purpose of this thesis CSR 

will be referred to as “the firm’s consideration of, and response to, issues beyond the narrow 

financial, technical, and legal requirements of the firm” (Davis, 1973 in Carroll 1999:277). 

 

2.2.2 The Evolution of Corporate Social Responsibility 

The concept of Corporate Social Responsibility has grown over the last decades, from a 

slender and often marginalized notion to a complex and multifaceted term (Cochran, 2007). 

The first academics to debate the CSR topic were the two professors Adolf A. Berle and E. 

Merrick Dodd. In 1932 Berle argued that managers are only responsible to a firm’s 

shareholders, while Dodd argued that firms have a larger and wider range of responsibilities 

(Berle & Dodd, 1932 in Cochran, 2007).  

In 1953 Howard Bowen published the book Social Responsibilities of the Businessman, which 

stands out as the first book on the topic. Bowen has in recent years been called the father of 

CSR (Carroll, 1999). During the 1950s and 1960s, the United States witnessed the modern 

civil rights movement. A combination of the civil rights-movement and the Vietnam War in 

the 1960s and early 1970s swept different social movements together. By using activist 

groups and NGOs the business environment was changed across the world. Today, 

organizations like Green Peace, Amnesty etc. often use the power of the media to inform the 

public about business practices that they find socially irresponsible. Unwanted media 

attention can do serious damage to a firm’s reputation. And in turn this might lead to 

dissatisfied employees and a decreased scale of sales.  

According to Cochran (2007) the result from this debate was that the focus shifted from 

Corporate Social Responsibility to Corporate Social Responsiveness in the late 1970s. In 

1978, Frederick (in Cochran 2007) argued that firms were no longer just involved in the 

debate of Ethics and Social Issues, but organizations were also acting a certain way to satisfy 

the expectations from the media and the society. As a response to the increasing focus on CSR 

some firms were forced to change their products, policies, behavior etc.  

In the 1980’s, one observed fewer definitions of CSR and more attempts to measure and 

analyze the term (Carroll (1999). In the 1990s, the CSR concept was blended together with 

alternative themes such as Stakeholder Theory, Business Ethics Theory, Corporate Social 
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Performance, and Corporate Citizenship (Carroll, 1999). These new directions of the theme 

CSR were consistent with the definitions of CSR12. Furthermore, the language of CSR is more 

frequently in use today and the focus of CSR has increased enormously in the last decade.  

 

2.2.3 Corporate Social Responsibility in Norway 

As mentioned Corporate Social Responsibility is a field that has received an increased 

attention internationally. Businesses and governments are focusing on the fact that firms 

should take responsibility and give back to the society. According to Hawkins (2006) business 

has an obligation to survive and prosper, and so the more competitive the market is the more 

potential there is to reach out and affect the lives of others. Organizations have to take part of 

the sustainable development and therefore balance between doing business and being socially 

responsible. A survey (Topplederundersøkelsen 2003) performed on top-management, from 

300 of Norway’s largest firms, tested the managers on how they responded to the term CSR. 

From the survey one can see that as many as 42% of Norwegian managers did not know the 

meaning of the term CSR. When the term was explained, 90% of the managers believed that 

CSR might give the firm a competitive advantage and 79% believed that the advantage would 

increase in the nearest future. From the survey one also discovers that only 28% of the 

managers thought that profit maximizing is the only responsibility of a leader. 92% of the 

managers could not see any conflicts between maximizing profit and at the same time taking 

responsibility towards the environment and the society.  The same percentage believed that by 

taking social responsibility, the firm was able to increase profitability. And 93% of the 

managers thought that the firm’s reputation can have a large impact on the firm’s results. The 

managers believed that the most damaging elements to the firm’s reputation are; publicity, a 

lack of product certainty and publicity on unethical behavior. 

According to the survey, it seems like the consequences of neglecting the ethical, social and 

environmental issues are fewer customers and employees and other stakeholders who are 

unwilling to cooperate with the firm. Today, most firms are depending on a “license to 

operate” from the society. This point of view shows that by neglecting their social 

responsibility the firm is choosing a less financial and a not so wise strategy. 

                                                           
12

See chapter 2.1.1 
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At the same time one can see that with an active collaboration between the organization and 

its stakeholders, this might create a remarkable competitive advantage. Such an advantage 

will be especially useful to differentiate the firm from other firms in the same business when 

it is producing similar products. The survey also implies that it will be easier for the firm to 

employ good and honest people because of the fact that people like to identify themselves 

with the firm.  

Some find it contradictory that 40% of the survey’s respondents did not know anything about 

CSR. While after the term was explained, as many as 90% of the respondents believed that if 

a firm does not take CSR into consideration it can be fatal for the firm’s existence. This can 

imply that Norwegian managers are ethically aware when doing business, but the managers 

are not doing a good job promoting the good deeds.  

From a study done by KPMG in 2005 the reporting of CSR from organizations in Norway has 

decreased from 2002 to 2005. Norwegian firms report best on the environmental issues and 

the internal responsibility towards its employees. The weakest reporting from Norwegian 

firms is in the area of external social environment and the financial perspective of The Triple 

Bottom  Line.  

The NHO – Confederation of Norwegian Enterprise says that in the old days companies 

looked after the local societies by providing them with lampposts and medical care so that the 

employees and their families could function. Today, this is a task of the government, while 

organizations have a broader sense of responsibility, for example the environment. This is 

especially relevant in the petroleum industry; Norwegian companies are operating in countries 

with pervasive corruption, lack of human rights and democracy. When Norwegian companies 

are operating in other countries according to their home country’s guidelines, the Norwegians 

are often a step ahead of the applied laws and regulations13. But still, it is very important to 

take into consideration that what is ethical in Norway, may not be ethical in Africa. If a 

Norwegian organization forced the Norwegian law of labor, for example working 37, 5 hours 

a week, this might mean starvation and catastrophes for employees in Africa.  
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 http://www.nho.no/article.php?articleID=16595 
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2.2.4 Terminology – Corporate social responsibility and related themes 

Corporate Social Performance The idea behind Corporate Social Performance is the 

recognition that firms do have ethical obligations and 

that they must also respond pragmatically to social 

pressures (Cochran, 2007).  

Corporate Social Responsiveness Corporate Social Responsiveness is referring to the 

capacity and processes of a corporation to respond to 

social pressures (Frederick, 1994) 

Corporate Citizenship “A firm's sense of responsibility towards the community 

and environment (both ecological and social) in which it 

operates, and draws resources and sustenance from. 

Firms express this citizenship (1) through their waste 

and pollution reduction processes, (2) by contributing 

educational and social programs, and (3) by earning 

adequate returns on the employed resources”14. 

Stakeholder Management “The focus of the manager is oriented towards the 

stakeholders or the people who affect or are affected by 

corporate policies and practices” (Garriga & Melé, 

2004:59). 

Business Ethics According to Kopperi (2007:1) “Business Ethics 

requires that business decisions should not be made 

exclusively from the narrow, economical perspective, 

but also the social and ecological concerns should be 

taken into account”. 

Sustainable Development The term became well-known in 1987, when the United 

Nations publish a report known as “the Brundtland 

commission”. Sustainable Development is “development 

that meets the needs of the present without 

compromising the ability of future generations to meet 

their own needs” (Sustainable Development, 2000). 
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 Website: Businessdictionary.com 
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The Common Good The approach of “The Common Good” claims that 

business, as any other social group or individual of 

society, has to contribute to the common good, because 

it is part of the society (Garriga & Melé, 2004:62). 

Cause-related Marketing  Cause –related Marketing is defined as "the public 

association of a for-profit company with a nonprofit 

organization, intended to promote the company's product 

or service and to raise money for the nonprofit15." 

The Triple Bottom Line The triple bottom line captures an expanded spectrum of 

values and criteria for measuring organizational success 

economic, environmental and social16. 

  

DEFINITIONS 

FIGURE 6 (THE AUTHOR, 2008)
17

 

 

 

 

 

 

 

 

 

 

 

 

 

                                                           
15

 About.com: Cause-related Marketing 
16

 Wikipediea.com: Triple Bottom Line 
17

 The table is inspired by Falkenberg, J. (2006) 
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2.2.5 A Theoretical Overview: Corporate Social Responsibility 

According to Carroll (1979) Corporate Social Responsibility can be considered as a moving 

target with many faces. To better understand the different levels of the topic, Carroll (1991) 

has computed “The pyramid of social responsibility”. The pyramid is divided in four 

categories: economic, legal concerns, ethical and philanthropic responsibility of business 

performance. This can be illustrated in the figure below. 

 

THE PYRAMID OF SOCIAL RESPONSIBILITY 

FIGURE 7 (CARROLL, 1991) 

These four categories are not mutually exclusive, or planned to be seen as a continuum with 

social issues on one end and financial concerns on the other (Carroll, 1991). However, at least 

two of the responsibilities have to be met at the same time to be able to operate. For example, 

it is not possible for a firm to only include the financial requirements; it also has to take the 

legal requirements into consideration. The financial responsibility is the nature of business – 

the fundamental role of every organization. Before anything else the business is a financial 

institution in our society. It has the responsibility to produce goods and services that are 

demanded (Falkenberg, J., 2006). The legal responsibilities, the ground rules are laid down – 

the country’s laws and regulations in which the business is expected to operate. The ethical 

responsibility can be hard to deal with, especially since the boundaries of business ethics are 

floating and make it difficult to tell right from wrong. However, this responsibility has been 

stressed in the media and one can see that society has high expectations of this view. The 
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more knowledge the public has on the subject, the higher their expectations will be. In the 

philanthropic responsibility the decisions to act a certain way are voluntary, not regulated by 

law and not in general an ethical expectation. An example can be conduction in-house 

programs for drug abusers. One can say that the company goes one step further than what is 

expected as ethical behavior. 

Carroll (1991:283) defines then CSR thus; “the social responsibility of business includes the 

economic, legal, ethical and philanthropic expectations that society has of businesses at a 

given point”. The factor that distinguishes Carroll’s definition from other definitions at the 

time is that he includes the financial side of business. He satisfies the classical economic 

doctrine by claiming; that the financial responsibility is the fundamental role of every 

business and to be able to move to the next level of the pyramid, one has to be in touch with 

the previous one.  

  

 

2.2.6 Different Aspects of CSR Theories 

According to Melé and Garriga (2004) the Corporate Social Responsibility field presents a 

landscape of theories and approaches, which are controversial, complex and unclear. Their 

article; Corporate Social Responsibility: Mapping the Territory wishes to clarify the situation 

by classifying the main theories and approaches into the four categories; financial, political, 

social integration and ethics. According to Parsons (Parson 1961 in Garriga & Melè, 2004:52) 

these four aspects exist in any social environment. 

1) Instrumental theories: The only responsibility of an organization is to create wealth. 

The only aspect considered is the financial one and social activities are only accepted 

if they lead to wealth creation. Three key categories of instrumental theories can be 

identified: 1) maximizing shareholders value. This perspective leads to a short term 

profit direction. 2) Focus on achieving competitive advantages, which would lead to a 

long term profit orientation. 3) Cause-related marketing which is closely related to the 

second category (Melé and Garriga, 2004:25). 

2) Political theories: “The political theory focuses on interactions and connections 

between business and society and on the power and position of a business and its 
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inherent responsibility” (Garriga & Melè, 2004:55). Two major approaches can be 

distinguished as corporate constitutionalism and corporate citizenship. 

3) Integrative theories: An organization depends on society for its existence, continuity 

and growth, and it should therefore include social demands. Central strategies in this 

theoretical approach include: Issues Management, the principles of Public 

Responsibility, Stakeholder Management and Corporate Social Performance. 

4) Ethical theories: The relationship between organizations and society is rooted in 

ethical values. Organizations should accept social responsibilities as an obligation 

above any other consideration. This group includes strategies such as; Universal 

Rights, Sustainable Development and The Common Good Approach. 

 

2.2.7 The Case For and Against Corporate Social Responsibility 

There have been many studies in the field of Corporate Social Responsibility. Is CSR a good 

strategic solution? Does the firm profit from using this strategy? The results of analysis on the 

topic have been ambiguous. There is no evidence that speaks clearly for either including or 

not including CSR in the firm’s strategy. In this chapter, there will be some arguments for 

both implementing – and not implementing a CSR strategy. Based on the article of Davis 

(1973), the table below is developed. 

 Reasons for using CSR (Davis, 1973:312-317): 

Long-run Self-interest: 1) Easier labor recruiting with higher quality 

2) lower turnover and absenteeism 

3) decreasing crime in the local community 

� less taxes paid to support police forces 

and less money spent to protect private 

property (Davis, 1973) 

4) Consumer preferences will increasingly 

favor products and services from socially 

responsible and trustworthy firms (Mitchell, 

2001; Wilmott,2002 in Knox et al. 2005)  

5) Investors will increasingly favor 

responsible firms and irresponsible firms will 
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find their cost of borrowing to rise 

(storebrand.no, dnb-nor.no). 

6) Engaging with stakeholders encourages 

innovation (Knox et al., 2005) 

 Public Image To be trusted by stakeholders may cause 

reduced risk in form of safety issues 

(consumer, employee and community), 

potential boycott and loss of repute (Knox et 

al., 2005). 

Liability of Business The Iron Law of Responsibility; “in the long 

run those who do not use power in a manner 

which society considers responsible will tend 

to lose it” (Takala, 1999). 

Avoidance of Government Regulation Engages in CSR behavior � to avoid new 

legal requirements 

Freedom to make decisions (Davis,  1973) 

Socio-cultural norms The norms of the society guide the norms of 

businessmen (Davis,  1973) 

Problems can become profits Creative solutions to turn crisis into a 

success, both financially and socially. (Davis,  

1973) 

Prevention is better than curing Deal with social issues today. (Davis,  1973) 

 

Reasons against using CSR (Davis, 1973: 317-321): 

Profit Maximizing Managers only responsibility is to maximize 

profit. (Davis,  1973) 

Costs of Social Involvement Costly to improve social issues. (Davis,  

1973) 

Lack of social skills Businessman do not have sufficiently social 

skills. (Davis,  1973) 

Delusion of Business’ Primary Purpose Social issues may distract businessman � 

poor financial and social performance. 
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(Davis,  1973) 

Weakened International Balance of Payments Higher costs � higher priced products 

To be able to compete, the company has to 

outsource activities � lower demand for 

employees in the home country. (Davis,  

1973) 

Business has enough power The society should not give the business 

even more power. (Davis,  1973) 

PROS & CONS OF CSR 

FIGURE 8 (AUTHOR, 2008) 

As one can see from this table, the most used argument for implementing CSR is that it 

creates a long term of profit maximizing. Because research on the topic of CSR has given 

ambiguous results, it is hard to convince managers to use such a strategy.  

2.2.8 From Social Responsibility to Strategic Competitive Advantage 

When a firm recognizes its ethical obligations to the society, one can say that there has been a 

shift from Corporate Social Responsibility to Corporate Social Performance (CSP)18. The firm 

is contributing to make the society a better place. From a survey done to explore the positive 

and negative effects of CSP and the competitiveness of organizations, the following results 

were discovered (Dentchev, 2004);  

• Positive effects: The most supported positive effect was the improvement of 

stakeholder relations (Dentchev, 2004:403). The respondents argued that CSP results 

in motivation, satisfaction, loyalty and confidence between the employees and the 

customers.   

The second most supported positive effect was the organizations believing that 

contributing to society and the natural environment results in a good corporate image.  

Other positive effects that are mentioned are that the respondents think that CSP is 

helpful when developing/improving the business model and that costs saving can be 

realized by decreasing energy use, lowering the industrial waste etc.  

• Negative effects: According to this study the most common negative effect given from 

CSP is that it takes away the attention to the “core” business. For example giving 
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 See p. 22 for definition of CSP 
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stakeholders the authority to take part of the decision-making, may cause lack of focus 

on the “core” business and also create a conflict of interest between the stakeholders 

and the managers.   

The second most feared effect of CSP was that a badly implemented strategy could 

damage the organization’s reputation. If managers have promised more and the 

stakeholders have expected more than what reality brings, the strategy may have a 

negative effect on the company. 

2.2.9 CSR and Financial Performance 

The model of corporate social strategy, developed by Husted & Allen (2001), explores the 

possibility of a positive relationship between Corporate Social Responsibility and Financial 

Performance. 

Traditionally, Social Responsibility and business strategy have been represented in two 

different models, which have shown a contribution to either the financial or the social 

objectives of the firm. However, the results of the studies have been ambiguous. The 

connection between CSR and Financial Performance has sometimes been shown to indicate 

direct relation, inverse relation and sometimes no relation at all (Griffin & Mahon, 1997 in 

Husted & Allen, 2001). One major argument supporting a positive relation is that doing good 

in society and acting ethically may keep the stakeholders satisfied. The support of the 

stakeholders is crucial for a firm’s survival (Clarkson, 1995 in Husted & Allen, 2001). In 

table 1-A, the traditional view of the two strategies is shown. While table 1-B, shows how 

Husted & Allen have tried to link the Financial and Social Performance into one strategy. The 

Financial and Social Performances are equally important in this business strategy. 
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BUSINESS STRATEGY & SOCIAL RESPONSIBILITY 

FIGURE 9 (HUSTED & ALLEN, 2001) 
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2.3 The Stakeholder View 

In this chapter Freeman’s Stakeholder Theory is introduced and explained. The evolution of 

The Stakeholder Approach and different perspectives of the theory are explained. Last, but 

not least, The Stakeholder Debate between Freeman and Friedman is presented.  

2.3.1 Introduction to Stakeholder Theory 

The central core of the Stakeholder Theory is to manage and integrate the relationships and 

interests of the shareholders, employees, customers, suppliers, communities and other groups 

surrounding the firm, so that the firm will have a long term success. A stakeholder approach is 

an obvious play on the word “stockholder” and the framework developed seemed to broaden 

the concept of strategic management beyond the traditional economic roots. Phillips (Phillips, 

1997 in Freeman et al., 2001) believes that a stakeholder approach can be seen as the 

principle of fairness. 

2.3.2 What is Stakeholder Theory? 

Peng (2006:485) defines stakeholder as “any group or individual who can affect or is affected 

by the achievement of the organization’s objectives.” Depending on the specific firm, the 

stakeholders may include suppliers, customers, shareholders, environmental groups such as 

Greenpeace, government, media and the community19. Figure 3 below gives an example of 

different The Stakeholder Groups. 
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 http://www.referenceforbusiness.com/management/Sc-Str/Stakeholders.html 



32 

 

 

THE STAKEHOLDER APPROACH 

FIGURE 10 (PENG, 2006) 

The different stakeholders challenge each others perspectives. Although it is important for the 

drivers in the business world that they are focused on the impacts of their commercial 

dealings, it is also important to see the need for acceptance that the groups around the firm are 

a part of the trading environment (Hawkins, 2006:1). There are two groups of stakeholders, 

primary and secondary stakeholders. Primary stakeholder groups are defined as constituents 

on whom the firm relies for its continuous survival and success. Shareholders, managers, 

employees, suppliers and customers, together with governments and communities, are 

typically considered as primary stakeholders (Peng, 2006;486). Secondary stakeholder groups 

are defined as “those who influence or affect, or are influenced or affected by, the 

corporation, but they are not engaged in transactions with the corporation and are not essential 

for its survival” (Peng, 2006:487). Examples include the media, and also social and 

environmental groups. 

According to Peng (2006) each stakeholder is a part of the nexus of exchange relationships 

with the firm. The managers as a stakeholder group are unique in that they are the only group 

positioned at the center of all these relationships. Also, they make decisions on behalf of the 

firm that affect all other stakeholders. The concept of stakeholders suggests that the managers 

of a business should take responsibilities to other groups – not just the shareholder group – 

when they make decisions.20 The idea is that businesses can benefit from cooperating and 

respecting the other groups’ need in the decision-making process. 
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2.3.3 The Evolution of Stakeholder Theory 

One important person in the movement of Stakeholder Theory was R. Edward Freeman and 

his publication of Strategic Management – A Stakeholder Approach in 1984. The idea for 

building such a framework was to be responsive to the concern of managers who were being 

faced with unpredicted levels of environmental turbulence and change. Even though The 

Stakeholder Approach was pretty dominant in the 1980s, the idea was not entirely new. The 

use of the term stakeholder was first mentioned in the 1960s at the original work at Stanford 

Research Institute (Freeman et al. 2001). SRI argued that it was important to understand 

customers, employees, and suppliers etc. to be able to satisfy the stakeholders. The support of 

the stakeholder was considered important to accomplish a long term success. Up until today, 

the stakeholder approach has grown and broadened. As suggested by Donaldson and Presten 

(Donaldson and Presten 1995 in Freeman et al., 2001) the usage of the word stakeholder has 

increased enormously. Most of the recent research on the field Stakeholder Approach has 

taken place in four sub-fields: Normative theories of Business, Corporate Governance and 

Organizational Theory, Corporate Social Responsibility and Performance, and Strategic 

Management.  

Donaldson and Presten (Donaldson and Presten 1995 in Freeman et al. 2001) state that 

stakeholder theories could be categorized as descriptive, instrumental and normative points of 

view. A descriptive theory will show that the firm has stakeholders, an instrumental view will 

illustrate that firms who consider their stakeholder are successful, and at last the normative 

view which consider why firms should take stakeholders into consideration.  

 

2.3.4 Three Stakeholder Perspectives  

The stakeholder perspective can be divided in to three broad categories: It is important to 

remember that the shareholders usually do not establish only one perspective; there is often a 

combination of the three21. 

1) The separation perspective: This perspective suggests that managers are 

agents of the firm's owners, and that the managers should always strive to act in a way 

that would best benefit the firm's owners. The separation perspective is based on 
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rational decision making; the main reason for all decisions is to eventually benefit the 

owners of the firm. However, problems could arise, for example if a given decision 

would maximize the benefit of the non-owners at the expense of owners. In such 

cases, the separation perspective would dismiss the proposal and do whatever benefits 

the owners the most. 

2) The ethical view: The business has an obligation to behave in a way that 

treats all stakeholders fairly. This perspective focuses on ethics and suggests that 

managers have a responsibility apart from profit-oriented activities. The perspective 

takes shareholder interests into consideration only to the extent where it seems morally 

right. The idea is that with ethical behavior and social corporate responsibility the firm 

will acquire goodwill and thus benefit from this in other areas.  

3) The integrated perspective: The third approach suggests that firms cannot 

function independently of the stakeholder environment in which they operate. 

According to Scott B. Droege, managerial decisions and actions are intertwined with 

multiple stakeholder interests, meaning that breaking shareholders apart from non-

owner stakeholders is not possible. 

 

The separation perspective can be traced back to 1776 when Adam Smith wrote An Inquiry 

into the Nature and Causes of the Wealth of the Nations. He said; “It’s not from the 

benevolence of the butcher, the brewer, or the baker, that we expect dinner, but from their 

regard to their own interest.” This has been known as Laissez Faire capitalism. Also one can 

see that Adam Smith realized that stakeholders outside the firm had a part in industrialization. 

By making provision for what he called the “public good”, he disseminated the idea of owners 

self-interest having to be balanced against the greater good. With this in mind, one can see the 

roots of both the separation and the integration perspective.22 The ethical perspective can be 

traced back to the eighteenth-century writings of philosopher Immanuel Kant. His normative 

view is that “the ethical correct actions should replace actions based solely on self-interest”.   

 

One cannot say that one should try to do what is morally correct, because it’s not easy to 

know the right choice in every situation. On the other hand, the decision to maximize profit is 

not always the answer, since this can lead to unknown consequences. The important thing is 
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to find a balance between The Three Perspectives which will balance the interests of the 

multiple stakeholders. 

2.3.5 The Stakeholder Debate: Friedman versus Freeman  

Friedman (Friedman 1962 in Coelho et al. 2003:1) declares that “there is only one social 

responsibility of business – to use its resources and engage in activities designed to increase 

its profits as long as it stays within the rules of the game, which is to say, engages in open and 

free competition, without deception or fraud”.  He also contended that “few trends could so 

thoroughly undermine the very foundations of our free society as the acceptance by corporate 

officials of a social responsibility other than to make as much money for their stockholders as 

possible” (Friedman 1962 in Carroll 1999:277). While individuals are both ethical and 

responsible, Friedman claims that organizations have no responsibility beyond the legal 

restriction. To meet the social practices of any kind, the focus must be on the fiduciary 

responsibility, within the legal restrictions of society. The agents of the firm’s responsibility 

are to increase wealth that has been entrusted by shareholders (Coelho et al. 2003:3). When a 

shareholder chooses to give away money to charity, it gives away its own money. If a 

manager gives away money to charity, it gives away the profit of the whole organization. 

Friedman believes that shareholders can give away their profit if they wish to do so, but the 

managers can not give away profit (Falkenberg, J. 2006). According to Adam Smith (Smith 

1776 in Coelho et al. 2003:6) in a free market people only buy if they believe that the 

products value justifies its price. The invisible hand serves the public interest to pursue profit 

by self-interested business people. If the stakeholder paradigm is considered in Friedman’s 

way, then there will be no conflict between the search for profit and for managers to fulfill 

there fiduciary duty towards the shareholders.  

In the opposite corner one can find Edward Freeman. He published Strategic Management - A 

Stakeholders Approach in 1984. Freeman believed that a new framework was needed to deal 

with occurring changes in the environment. The Stakeholder Approach is an obvious spin on 

the word stockholder, and the approach broadened the concept of strategic management 

beyond the traditional economic boundaries (Freeman et al., 2001). This theory encourages 

managers to develop a long term strategy by investing in all the stakeholder relationships, and 

this will ensure long term commitment and success. The Stakeholder Approach put “names 

and faces” on the different stakeholders, which again makes it easier when analyzing different 

strategies.  
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According to Knox et al. (2005) the success of the global market has lead to powerful growth 

of international companies. Because of this increasing trend, businesses have been forced to 

look at globalization strategies and other fields of responsibilities. Friedman’s view has come 

under increasing attack since the time of the writing, and can no longer control the 

management of a firm. CSR is something that every board must now address in some form 

(Knox et al., 2005). While Friedman believes that the only right approach for managers is to 

maximize profit, Freeman believes that to be able to achieve success and profit maximizing a 

firm has to take responsibility for the stakeholders surrounding the firm. Even though the two 

strategies seem really different, they have a common goal; to make as much profit as possible. 

On the other hand, the difference between the two strategies is The Social Responsibility and 

the time perspective. Friedman relies on achieving the financial goal as fast as possible, while 

Freeman has more a long term perspective. 

 

 

 

 

 

 

 

 

 

 

 

 

 



37 

 

Chapter 3: Research dimensions 

In this chapter the research dimensions to the thesis are being explained. The figure 13 is 

designed by the author and is used to explain the correlation between Ethics, CSR and The 

Stakeholder Approach. The model is used as background information in the research process 

to find motivators for a firm to the implement CSR, and the link between stakeholders and 

CSR programs are also explained. 

  

3.1 Corporate Social Responsibility in Relation to Different Stakeholders  

In this chapter, a model for connecting the two theories of Corporate Social Responsibility 

and Stakeholder View is developed. The foundation of this model is found in the theories in 

chapter 2. As explained in this thesis, Ethics is the background of both CSR and The 

Stakeholder View. Figure 13 shows the connection between Ethics, Stakeholders and 

Corporate Social Responsibility. The figure is developed for the purpose of this thesis. 

The first step in the model is Ethics. Ethics should be the ground rule when doing business. 

The managers of a firm should only take actions in situations that promote flourishing for the 

whole pot. It can be a help for the managers to take the principles utilitarianism, human rights 

and justice as ethical guidelines for their actions and behavior towards the people involving 

the firm (Falkenberg, 2008). The ethical behavior can be divided into four levels: illegal, 

marginal, good and saintly behavior. 

 

ETHICAL BEHAVIOR 

FIGURE 11 (FALKENBERG, 2008
23

) 

If a manager takes actions that are against the jurisprudence of its country, then his behavior is 

characterized as illegal. Marginal behavior reflects a behavior which can be seen as doubtful 

and on the border of what is legal or ethical. When a manager is behaving in a good and 

honest way, his actions are going one step beyond the legal restrictions. This way of acting is 
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respected and appreciated by the society. Finally, saintly behavior is characterized by 

managers who act beyond the expectations of the stakeholders and the society as a whole. 

Saintly behavior is used by managers that have a special interest in a topic. For example, if a 

firm is supporting a cancer organization because of the manager’s personal opinion about the 

disease and a genuine wish to help. 

 It is important to understand that legal jurisdictions and ethical behavior do not always walk 

hand in hand. In some countries one can find legal restrictions that do not promote flourishing 

for either the individuals or the whole. In these situations it will be unethical to obey the law, 

and ethical to break the law. For example, if the law of a country prohibits women from 

working, then it will be illegal for all women to work. By obeying these restrictions one will 

keep the government happy, but it may not promote flourishing for the women involved24. 

This is illustrated in the figure below. 

 

INSTITUTIONS 

FIGURE 12 (FALKENBERG, 2007) 

 

The next step in figure 13, the Stakeholder’s Approach the business managers have to take the 

surrounding elements into consideration. An organization’s success is dependent of many 

factors and for these reasons owners and managers need to involve these factors into their 

firm’s strategy. It is not enough to say that the firm is socially responsible; this strategy has to 

be implemented in every link of the business. In developing a long term relationship with a 
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supplier, it can be easier to control and make sure that things are dealt with according to the 

codes of conduct.  

The last step of the model integrates Corporate Social Responsibility with The Stakeholder 

View. The idea is to build stronger stakeholder relationships through CSR programs or 

drivers. By using CSR programs, the firm’s stakeholders may be motivated in a way that 

creates a long-term profitability. If the firm chooses not to use any programs or drivers to 

motivate implementation of CSR in its strategy it will lead to short-term profitability. The 

firm is at the risk of going bankrupted by all the negative actions going on around it.  

Alternatively, the managers of a firm can go back to basic Ethical rules and hopefully see the 

importance of promoting flourishing life for the whole pot. 

One drawback to this model is large firms with high market power; these firms do not fit the 

model because the company may have a monopoly in a country. When there is a demand for a 

certain service and there is no other option for this service in the market then the consumers 

will have to stay “loyal” to the company producing these goods. The behavior of such 

companies will not make a difference if it is saintly or marginal because the loyalty of the 

consumers is not in the identity of the firm, but in the lack of choices. Another important 

aspect involving the large, international firms is the fact that they are searching globally for 

the suppliers that produce with the lowest cost. When global companies push local 

manufacturers to produce at as low cost as possible, then this will affect the people working 

with and around the companies. Therefore one can say that large companies should absolutely 

consider and respect their stakeholders. 
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THE CONNECTION OF ETHICS, STAKEHOLDER APPROACH & CORPORATE SOCIAL RESPONSIBILITY 

FIGURE 13 (THE AUTHOR, 2008) 

 

 

3.1.1 Implementing Corporate Social Responsibility 

Implementing a Corporate Social Responsibility strategy at a firm can create different 

reactions from the employees. Even when the managers are trying to improve the working 

conditions of the firm, it may be negatively welcomed. According to Dentchev, a study done 

on HSE (the health and safety environment) in 2004 shows the direction of two possible 

“chains of evidence” or framework on the effect on employees when implementing/improving 

the HSE policy. The organization has the ability to improve HSE.  The possible results of the 

survey are shown in the two figures below, 14A and 14B. 

To promote 
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POSITIVE EFFECTS ON EMPLOYEES 

FIGURE 14A (DENTCHEV, 2004) 

From figure 14A one can see that the employees of the firm can react positively to the 

changes. They feel safely that the firm is concerned with their well-being and safety at work. 

This leads to a higher degree of both motivation and satisfaction. Happy employees in a firm 

may stay longer in the firm and attract other good employees.  

 

NEGATIVE EFFECTS ON EMPLOYEES 

FIGURE 14B (DENTCHEV, 2004) 

Looking at figure 14B one can see another reaction to the change of HSE. Even though the 

firm is trying to improve the environment for the employees, it makes the employee insecure 

and works in the opposite direction. Firstly, if the management decides that the employee 
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should use more safety equipment, this might not seem necessary to the workers. This change 

may demand more effort and take longer time for the employee to do his/her job. Finally, the 

safety equipment might signal a dangerous work environment to the staff, which in turn may 

lead to dissatisfaction. 

This is an example to show that implementing CSR strategies demands some change, and this 

can be both positively and negatively accepted by the employees.  

 

Chapter 4: Methodology 

In chapter four the methodology of the research is explored. The research will be based on a 

case analysis of five Norwegian companies. All of the companies are considered as pioneers 

when it comes to implementing CSR strategies in their business making.  

4.1 Research design 

The research design can be thought of as the structure of the research, and it provides the 

basic directions or the framework for carrying out the project. The researcher should choose a 

design that will: 1) provide relevant information on the research question and 2) do the job 

most efficiently (Hair et al., 2003:57). According to Jacobsen (2002) the question to research 

can be investigated in two different directions, deductive or inductive research method. The 

deductive method is based on the movement from theoretical information to empirical 

information. One has some expectations as to what reality looks like, and with these 

expectations in mind one investigates the correctness of the theories involved. The inductive 

method moves in the opposite direction, from empirical data to theoretical data. The 

difference between these two methods is that by researching with a deductive method the 

researcher knows what he/she is looking for, while using an inductive method the researcher 

is more open minded.  

In this thesis, three different theories are explained, Ethics, Stakeholder Approach and 

Corporate Social Responsibility, and used as the foundation for the research. The reality is 

being investigated from the aspect of these theories.  

Further, the research design, which is divided into three categories; exploratory, descriptive or 

causal research design, needs to be chosen. The choice of the design depends on the 
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fundamental meaning of the study. An exploratory research design is often chosen when the 

researcher has very little information to guide to the predictions. This design is developed to 

gain a better understanding about a phenomenon. The exploratory research design can also be 

used as an introduction to descriptive or causal research design. The descriptive research 

design is often used to describe a situation by using descriptive statistics. These include 

frequency counts (how many), measures of central tendency like the mean or the mode, or a 

measure of variation such as standard deviation (Hair et al., 2003:57). The causal research 

design is often the most complicated one. The design is based on whether or not one event 

causes another. For example does X cause Y?  

To plan and properly implement the research design the decision maker has to choose either a 

qualitative or quantitative approach. Qualitative and an open approach gives a more distanced 

picture of the content, while a quantitative approach gives a fractured and narrow view of the 

content. The chosen approach is affected by the chosen research design.  When using an 

exploratory design, which usually demands a concentrated focus on some units, a qualitative 

design will be the most appropriate one. In this thesis, exploratory and qualitative design will 

be used. This method brings focus to many nuances and variables by focusing on few entities. 

If the task is to test a problem, one has to find the content, the frequency or the spread of a 

phenomenon. If this is the purpose of the study, it is best to investigate many items, thus using 

a quantitative approach.  

Carrying out a study involves collecting reliable and valid data. “The term data set refers to a 

collection of information describing multiple facts of multiple units of analysis” (Hair et al., 

2003:71). There are many different types of sources and data; subjective versus objective 

data, primary versus secondary data and one set of data is not necessarily better than the other 

but it enlightens a different aspect of the research. Concerning subjective versus objective 

data, subjective data is an individual’s opinion, while objective data is independent of an 

individual’s opinion. Primary data is sampled for the purpose of completing a research 

project. The researcher has been involved in every step of the process of turning the data into 

knowledge. Secondary data has already been collected for some other project. Even though 

the data is collected for a different purpose, it may be just as relevant to the research question 

at hand. Secondary data is cheaper and easier accessed, and therefore the key advantages of 

the decision makers are that they save time and money. In this thesis the data collected will be 

mostly objective and secondary data, collected from newspaper articles, firm’s homepage and 

other online sources. Even though objective and secondary data might be as reliable and 
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credible as subjective and primary data, it is important to critically check and be aware of the 

material’s reliability. 

A population is defined as “all the entities that one wishes to be able to say something about” 

(Jacobsen, 2002:64). To investigate all entities can be both costly and demanding; therefore 

an assortment of the total population must be done to complete a research. To be able to 

generalize the results the assortment must be as compliable to the total population as possible. 

The larger the assortment is the greater is the certainty for a valid and reliable result. Another 

demand is that the assortment is randomly collected. The wish for generalization leads to an 

extensive research design. If generalization is less important, one can choose an intensive 

research design which concentrates on fewer entities. 

The purpose of this thesis is not to be able to generalize, but rather to understand if there is a 

connection between the theory of CSR and the theory of Stakeholders Approach or not. The 

five chosen firms are hand picked because of its knowledge and consideration of Corporate 

Social Responsibility. By choosing firms that fit the pattern of what the researcher wishes to 

investigate, one has a large chance of solving the problem definition at hand. 

According to Jacobsen (2002), the line between extensive and intensive research design is 

fluid and it is possible to generalize also on the basis of a research done on few entities. The 

extensive research design investigates widely few variables and many entities. While the 

intensive research design investigates deeply, many variables in few entities. Therefore in the 

purpose of this paper the intensive research design is being used, and to some extent one will 

be able generalize the results.  
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RESEARCH DESIGN 

FIGURE 15 (TRANSLATED FROM JACOBSEN, 2002) 

The figure above illustrates the four different designs, the extensive, mixed, intensive and “the 

ideal” design. The mixed design is a combination between the extensive and the intensive 

design, where both relatively many variables and entities are researched. When using “the 

ideal” design, many variables and many entities are explored. This is a difficult design to 

carry out because of the costs related to the research. There are high costs for two reasons: the 

data collecting process is long, and the information that the researcher is ending up with is 

extremely complex and therefore difficult to analyze. As mentioned above, the intensive 

design is chosen to be used to collect data and investigate the phenomenon. The pros for using 

this design are that it brings out relevant data, the information discovered is not taken out of 

the total coherence and it brings out detailed information. The internal validity will be strong 

when using intensive design. By using this design, the researcher will get as completely 

description as possible of the phenomenon and the context that the phenomenon concerns. 

When collecting the data, there are two different studies that can be used, case study and 

little-N-study. According to Jacobsen (2002), case study is the best alternative when one 

wishes to investigate the connection between a specific context and a phenomenon. While 

little-N-study is used when the researcher wishes to enlighten as many sides as possible in a 

phenomenon. In this thesis the author will use case studies, which are often exercised to 
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develop general information on the phenomenon. To get a broader and a more reliable result 

one can choose to use several similar cases and compare. 

Reliability says something about how solid and stabile the phenomenon one wishes to 

measure is (Ghauri and Grønhaug, 2002:76). To understand the reliability, one has to check 

three elements, the measure instrument, the method of collecting data and the treatment of the 

data set. One has to test the reliability of the measure instrument to find out how well it 

measures the phenomenon that one wishes to measure. The method of collecting the data set 

must be reliable in the way that it was collected as intended. And the collected data has to be 

accurately noted in the collecting process. These three elements are crucial when it comes to 

understanding how much one can rely on the collected data and the research.  

In addition to reliability, validity also has to be checked. Validity says something about 

credibility, and if the researcher measures what he/she intended to measure. The results of the 

research have to be critically valued against the collected data.  

 

4.2 From Theory to Reality  

To explore the research questions of this thesis the author wishes to use a method as efficient 

and correct as possible. By using a deductive research method, one will investigate the reality 

and see if there is any connection between the theories discussed in the previous chapters and 

the reality. An exploratory and qualitative design is applied to investigate the five Norwegian 

companies, Storebrand, Stormberg, DnB NOR, Telenor and The KONGSBERG Group. By 

exploring five entities with many variables, one investigates on a deep basis and can discover 

nuances and variables that a quantitative research would overlook. The design brings out 

detailed information that is not taken out of its original connection, and the internal validity is 

strong.  

For the purpose of this thesis, the author has developed a Guide for Investigation as a help to 

investigate the CSR/Stakeholder Strategy of the companies mentioned above. The Guide for 

Investigation will be used as a tool to seek information from the five cases. Secondary data 

will be collected from sources like newspapers, articles, company website etc. To be able to 

generalize the results the researcher has decided to study many similar cases which make the 

results more valid.   
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4.3 Guide for Investigation  

 

GUIDE FOR INVESTIGATION 25 

 

Investigation process 

• With this investigation, one wishes to map Norwegian organizations knowledge and 

interest for social responsibility. With this research one will emphasize on the 

strategies that the given firm makes use of towards its stakeholders and the firms’ 

responsibility towards the society. 

•  The research seeks to answer the following: 

o The company’s use of CSR as a business strategy 

o The company’s responsibility towards its stakeholders 

• The form of the investigation 

The research will be based on former interviews of the management of the company, 

articles and other secondary sources of information. 

 

Company background 

 

When was the firm founded? _________________ 

Does the company use CSR as a business strategy?______________________________ 

How many employees are employed by the company? _______________________ 

What is the yearly amount used on the CSR strategy? ______________ 

 

The firm’s relations toward The Stakeholder Approach 

First, one would like to ask some questions related to the company’s view on stakeholder 

theory. It is the understanding that not all stakeholders are shown equal interest from the 
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managers, since that would be very time and resource consuming. With this in mind, one 

wishes to find which stakeholders that are the most important ones from the company’s point 

of view. 

1. Which stakeholders are involved in the firm’s strategy?  

2. Which stakeholders are considered the most important ones to the firm? 

3. Why are these stakeholders of more interest to the firm than the other ones? 

 

The company’s relation to CSR 

Secondly, one would like to continue the investigation by moving to the next topic, CSR. In 

general there are ambiguous opinions on whether or not CSR creates value for a firm. For this 

reason, one wishes to investigate if a CSR strategy creates financial or organizational value 

for a firm, seen from the aspect of the managers.  

4. What advantages does the company experience from the CSR strategy?  

5. What disadvantages does the company experience from the CSR strategy? 

6. Has the company obtained any financial gains by using the mentioned strategy? If yes, 

which ones? 

7. Has the company achieved any organizational values from the CSR strategy? If yes, which 

ones?  

 

The company’s relation to both stakeholder and CSR strategy 

Lastly, one wishes to investigate some questions about the connection between CSR and 

Stakeholder Strategy. There are many ways to implement Corporate Social Responsibility in 

an organization. In many cases, small adjustments can make a big difference. For example, if 

all the employees in a firm turn off their office-light in the evening, it will both save the firm 

costs due to electricity and it will save the environment.  

8. In which ways does the company practice CSR towards the stakeholders? 
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The table below shows some motivators that have created organizational and financial values 

for other companies26. Does the company practice any of these motivators in its strategy?  

Stakeholder Example of CSR programs 

Employees � Equality between sexes 

� No discrimination 

� Provides the employees daily with milk and fruit 

� Collective workouts 

� Have the opportunity to buy shares of the company, and take part of 

the total earnings of the firm 

� Flow of necessary information and good communication 

� Provide foreign employees with Norwegian language courses 

� A percentage of the earnings will be used to improve the working 

environment (e.g. 5%) 

� Flexible working hours and home-office � lower employment 

turnover 

� Fair pricing (fair trade) 

Consumers � Activities to improve the quality of the products 

� Voluntary and free service to customers 

� Ethical marketing 

� Supporting the establishment of local and regional businesses 

� Reclamation of waste �costs saved �reduced prices for consumers 

Suppliers � Fair pricing (fair trade) 

� Cooperate with local partners 

                                                           
26

Inspired by; CSR in SMES.  http://www.csr-in-smes.eu/downloads/brochure_norwegian.pdf  
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� Promote Human Right and other standards throughout The Value 

Chain 

Community � Integration and improvement of the local community 

� Sponsoring local schools, hospitals, NGO’s etc. 

� Financial and material support to under-developed countries 

� Employing people that have difficulties getting work, such as former 

drug abusers, people that have been to prison etc. 

Environment � Innovation of environmentally friendly products and production 

processes 

� Efficient use of resources 

� Reduction of waste and pollution 

� Choose suppliers which have good environmental standards 

� Inform business partners, customers and society of environmental 

issues 

CSR MOTIVATORS 

FIGURE 16 (THE AUTHOR, 2008) 

These are some examples of small and large adjustments that managers easily can implement 

into their strategy. The examples will not “fit” every stakeholder and every business, but they 

are meant to be a guide for efforts that can be made. These simple steps can help build a 

stronger relationship towards the stakeholders and create a good public reputation. In time this 

may lead to long term profit maximizing for the organization. 

9. Grade the importance of the following stakeholder from 1 to 5, where 1 is really bad and 5 

is really good: 

• Owners 

• Suppliers 

• Customers 
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• Employees 

• Government 

• Community 

• NGO’s 

• Political groups 

 

10. Considering the company’s strategy, are there any corrections that should have been 

made? If yes, which ones and why do they not work today?  

 

Closure to the investigation 

11. Are there any fields related to the strategies discussed that it is important to emphasize?  
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Chapter 5: Case descriptions 

 

In this chapter, five Norwegian companies with a carefully implemented CSR strategy are 

investigated. The companies can all be looked upon as pioneers when it comes to Corporate 

Social Responsibility and consideration towards their stakeholders. Upon taking a closer look 

at the strategies and the different actions that take place at the firms, one can see some 

discrepancies between words and action. The five investigated companies are Storebrand, 

Stormberg, DnB NOR, Telenor and The KONGSBERG Group. The intention with this 

investigation is to get an impression of which companies that are genuinely concerned about 

the society, and which firms that wishes to please the “public” and look good. There are high 

risks involved for a company which has the intention to make its repute better by using CSR. 

If the strategy is not implemented throughout the company’s appearance and behavior, it will 

probably worsen its reputation and lose all credibility. Examples of firms that have made this 

mistake, and never managed to “bounce back” again in the market are Lidl in Norway and 

WalMart in Germany.  

 

5.1 Company:  Stormberg 

Introduction 

Stormberg produces outdoor clothing for the whole family (www.stormberg.no27). By 

emphasizing practical solutions and design, the company has developed convenient clothing 

for any kind of weather. Stormberg believes that it should not cost a lot to be able to stay 

outside and enjoy the Norwegian nature and therefore the assortment is sold at family-friendly 

prices. The clothing is made of high quality material and has a classical design. 

Stormberg has had an amazing growth the last ten years and the firm is considered to be one 

of Norway’s leading producers in the outdoor clothing industry. 

Stormberg was the first textile company in Norway which became a member of Ethical 

Trading Initiative Norway (www.etiskhandel.no). The company is working hard to secure 

fundamental human rights and a good working environment at its factories in China. 
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History 

Stormberg was founded in February 1998 by Steinar J. Olsen. By the end of the first year, the 

firm had four employees. The turnover has gone from 3.8 million in 1998 to 121 million in 

2007. The company’s clothing is sold in more than 600 stores all over the country. From 

Stormberg’s great reception in the Norwegian market one understands that there is a large 

demand for inexpensive clothes with good quality.  

 

Employees 

Way Back 

Stormberg has a policy of recruiting people who would normally have problems acquiring a 

job, like former drug abusers, alcoholics and inmates. The company is helping the local 

community by integrating these groups of people into society. The firm cooperates with NAV 

and prisons to recruit new co-workers, and has as a demand that at least 25% of the firm’s 

employees are recruited through the “way back” program. 

 

Customers 

By recycling used clothes, Norwegian consumers have an exceptional possibility to help poor 

people in Moldova and Romania where the clothes “get a new life”. In this project, Stormberg 

is able to give Norwegian consumers a different value other than the financial value. Also, 

Stormberg is selling quality clothing at a medium price level, so for the customers their value 

is measurable with the price of the product. 
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Suppliers 

International Human Rights 

Stormberg is showing responsibility and the firm is concerned with its international 

production and value chain. The firm is taking its responsibility by following the international 

human rights. Most of Stormberg’s suppliers are stationed in China and therefore it is 

important to control that the regulations are followed. Because of the firm’s awareness about 

the differences in the work-culture in China and Norway, there are unannounced visits at the 

factories so that the company is sure that the human rights are adopted and maintained 

(MediaPlanet, ed.6, p.8). 

Openness 

To be open is important and as the first business in Norway, Stormberg published the list of 

the factories used in the value chain. There is full openness about the working conditions in 

China, both toward the Norwegian market and toward the manufacturers in China. Stormberg 

has hung posters of the valid ethical guidelines at their factories in China, and the guidelines 

are also translated into Chinese to be sure that there will be no language barriers.  

Fair trade 

According to Kleppe (MediaPlanet, ed.06, p.8) Olsen says; “One has to give the factory 

owners the opportunity to fulfill the demands”, and therefore Stormberg has to pay a fair price 

for the products made in China.  

 

Community/ advocacy groups  

Shelters 

Stormberg is sponsoring four local shelters for abused women in Kristiansand. The agreement 

with the shelters focuses on improving the life of children of the mothers living at the shelters. 

Primarily, Stormberg give support through activities and welfare offers, like clothing and 

simple outdoor trips or activities.  
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Europe in focus 

Stormberg is the main sponsor for an organization called Europe in Focus. The organization’s 

goal is to improve the life of the homeless children in Romania and Moldova. From the 

recycling arrangement, all clothing delivered at Stormberg is sent to the two countries to help 

people that can not afford clothes.  

1% 

Stormberg uses 1% of their yearly turnover to sponsor projects and organizations which 

works to improve human beings’ quality of life. The money is mostly to be used to help 

children in troubled situations, either in Norway or internationally.  

SOS – Children Villages 

The arrangement was established in 2002 between SOS – Children Villages and Stormberg. 

The goal of this agreement is to create a better future for orphans and neglected children. The 

firm is responsible for financing one of the four SOS – Children Villages in China, Urumqui. 

Urumqui is the area where Stormberg is producing clothes.   

Initiative for Ethical Trade (IEH) 

IEH (www.etiskhandel.no) is an organization which has as a goal to secure human rights, 

development and environment. As the first textile producer in Norway, Stormberg was 

allowed to become a member of IEH. The company wishes to increase the knowledge in the 

area of ethical trade, and improve the company’s engagement in social and ethical issues.  

 

Environment/ NGO’s 

Local area 

Stormberg believes that efforts can be made by both businesses and individuals to reduce the 

spillage on the environment. To save the environment from unnecessary CO2 emission by 

driving back and forth to the desired location, Stormberg encourages their customers to 

explore the local nature. 
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Products 

Today, Stormberg’s assortment is made of cotton and synthetic fabrics, which contains oil and 

other forms of energy. Two problems with the use of cotton in the production are, 1) it is very 

pollutant and 2) it takes away arable land that could be used to provide people with food and 

nutrition. In the future, the company wishes to make products with material that is 100% 

recyclable. One of the efforts that have been made recently is the use of recyclable material in 

production, such as plastic bottles and bamboo. In 2009 Stormberg is introducing its first 

fleece collection made entirely by 100% recyclable polyester.  

Returning products 

In July 2007, Stormberg introduced a recycling idea of the products. By returning used 

Stormberg products the customer will get a receipt that is worth a certain amount of money. 

One can either choose to use the receipt on other Stormberg products, or give the money to a 

humanitarian cause. The used clothes are shipped to countries in the eastern part of Europe. 

With this mentality, Stormberg wishes to encourage recycling and to turn the current “use it 

and throw it away” trend in western society.  

Grønt Punkt Norway 

Stormberg started to work together with Grønt Punkt Norway in February 2002. The 

agreement entail that the firm has a membership in a recycling arrangement for cardboard 

boxes etc. Stormberg is committed to paying a fee for the packaging that is being used in the 

business.  

Friends of the Earth Norway 

In November 2007, Stormberg and Friends of the Earth Norway (www.naturvern.no) started 

collaborating. In the clothing production Stormberg is obliged to follow a certain list of 

chemicals that are allowed to use. The company controls some of the finished products to 

make sure that it does not contain any toxic chemicals like PFOS etc.  

To be able to keep track of spillage and become more environmentally friendly, the firm has 

made a climate score with ideas of possible efforts. This way, Stormberg is able to identify 
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emissions and come up with new efforts to reduce the use of energy in the value chain, and 

again reduce the total emissions.  

 

 

5.2 Company: Storebrand 

 

Introduction 

Storebrand is a leading company in the Nordic market dealing with insurance and long term 

savings. The company offers services like life and health insurance, damage insurance, 

financial management and banking services. With these services Storebrand is able to offer a 

complete product package to individuals, companies, municipalities and public businesses 

(Storebrand.no28).  

Storebrand outsources services like IT, office service, economy and personnel. The company 

buys services for around 1.1 billion a year. By demanding environmental and social 

responsibility from suppliers the company is taking part in a sustainable development.  

To cooperate with different idealistic organizations has been an important part of Storebrand’s 

CSR strategy. Their main partners are The Norwegian Cancer Society (NCS) and MOT. To 

make the local communities better, Storebrand has developed the You can competition. 

 

History 

The company’s history goes as far back as 1767. In 1996 Storebrand bank was established, 

and in 2006 damage insurance was launched again as a part of the complete product package 

to the private market. The Swedish life insurance and pension provider SPP became a part of 

Storebrand in 2007.  

Storebrand’s primary market is Norway, but the company is also investing in the Swedish 

market. The firm has gradually expanded and today it offers pensions, financial management 
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and health insurance. In February 2008 Storebrand employed 1595 people. The average age of 

the employees is 42, and the normal time that the employees stay in the company is 10 years. 

Men and Women working at Storebrand are equally distributed. The company appreciates 

diversity and believes that all human beings are equal.  

 

Storebrands main values and beliefs are (storebrand.no): 

• Trustworthy 

• Possibilities 

• Easy to relate to and deal with 

• Future oriented 

 

Employees 

Storebrand participates in a yearly inspection done by the analyzing company Great Place to 

Work Institute Norway. Last year 59 companies participated in the survey, which is a 

comprehensive survey among all the employees, and Storebrand managed to maintain the 10th 

place from the year before.  

 

Customers 

Storebrand has a goal to be the most customers oriented and respected company in their 

business line. Customer loyalty and satisfaction are also important in the private market. To 

have a reliable source as to whether they have achieved the goal, the company has through the 

last four years cooperated with a research program at the Norwegian Business School, BI. 

Therefore, Storebrand is investigating how customers react to the competence, reaction skills 

and personal treatment of Storebrand’s employees. Three years in a row, Storebrand has 

managed to get the highest score on pension and life insurance in the business market.  
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Suppliers 

Guidelines 

In 2006, Storebrand established a central division for purchase and purchasing policy. A 

holistic coordinated purchasing practice makes it possible to save costs and secures that most 

of the company’s trading is happening according to its guidelines and conditions.  

Community/ Advocacy groups 

Research and development 

Storebrand wishes that the business education in Norway will reflect knowledge and 

engagement on Corporate Social Responsibility. Therefore, the firm has formed collaboration 

with NHH (Norwegian School of Economics and Business Administration) and BI 

(Norwegian School of Management). With these agreements Storebrand believes that it will 

achieve educational research and strengthen the relationship with both colleges. 

Micro financing 

The Norwegian Micro Financial Initiative (NMI) was created in a collaboration with DnB 

NOR, Ferd, KLP, Norad and Norfund. In addition to NMI, Storebrand has been investing in 

micro-credit since 2005 and it has about NOK 100 millions invested in different micro 

finance funds. The vision of NMI is to strengthen people’s financial situation in developing 

countries by contributing to sustainable development by creating jobs and increasing welfare. 

The NMI is meant to be a banking business, not a charity giver.  

The Norwegian Cancer Society (NCS) 

Throughout the cooperation, Storebrand wishes to contribute to preventing cancer and 

supporting NCS’ work with young people that are dealing with cancer in 2008. Through this 

agreement Storebrand believes that there are possibilities to increase information and 

knowledge given to customers and employees about the disease.  

MOT 

MOT is an organization that is working to make a warmer and safer environment through 

strengthening people’s ability to take care of themselves and others. In recent years, 800 of 

Storebrand’s employees have participated in one of the courses held by MOT. The courses are 
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meant to inspire people to give each other positive feedback and praise when good actions are 

done towards a colleague or a customer. Storebrand believes that positive and motivated co-

workers will increase customer satisfaction. MOT is a very important team member for 

Storebrand. 

Red Cross 

Red Cross is working to discover, hinder and alleviate humans’ destitution and suffering. 

Storebrand has been linked to different programs in the Red Cross for 12 years. Today, the 

company supports Homework help in Norway. More than 300 people participate in this 

program from Monday to Thursday at Oslo Red Cross International Center.  

World Business Council for Sustainable Development (WBCSD) 

World Business Council for Sustainable Development is an organization that works for 

sustainable development in business, and the union has been collaborating with Storebrand 

since 1995. Through this cooperation Storebrand has developed a good and important network 

with some of the world’s leading corporations, which are especially active within 

environmental work and social responsibility. Today, Storebrand is a part of the project The 

Business Role Focus Area, which is working to develop and promote the message of 

sustainable development. 

United Nations Environment Program (UNEP) 

The United Nations Environment Program contributes to establishing partnership between 

different businesses in society to work for sustainable development. The goal with the 

cooperation is to develop an understanding related to environment, sustainable development 

and financial success.  

Today, Storebrand is working in a group for the insurance industry called Insurance Work 

Group (IWG). The goal of this group is to cooperate so that the insurance line will become 

more sustainable. A long run goal is to develop Principles for Sustainable Insurance. In 2006, 

UNEP and UN Global Compact presented Principle for Responsible Investment (PRI). 

Storebrand has agreed and signed up to follow the principles. 
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The Global Compact 

The Global Compact was established in 2000 by UN general secretary, Kofi Annan. Through 

this initiative the goal is to unify businesses, UN – organs, work organizations and the rest of 

the society together to support sustainable development.  

The United Nations Global Compact agreement has designed ten principles as guides to good 

business practices. The principles involve human rights, working conditions, the environment 

and anti-corruption.  

Transparency International (TI) 

Transparency International is an independent international anti-corruption organization. TI 

was founded in 1993 and the Norwegian department was established in 1999. Storebrand has 

been a member of TI Norway since 2004.  

TI has assisted Storebrand in forming corruption criteria in their financial management 

department. The criteria are concerning Storebrand’s value chain so that the company will not 

invest in companies that are involved with serious corruption.   

In addition, TI is assisting Storebrand in implementing corruption policies, where the border 

between customer relations and buttering receives much attention. 

 

Environment/ NGO’s 

Real estate management 

Storebrand Estate is the third largest real estate firm in Norway and the management believes 

that it is important to follow certain environmentally friendly guidelines. There are demands 

on the estate’s influence on both external and internal environment and also on the use of 

resources. The main focus areas are energy use, water use and renovation.  

Energy 

As a step in the process of making the employees aware of the energy use, all buildings have 

gotten a follow-up energy use system. Storebrand wishes to invest more in environmentally 

friendly solutions, for example renewable energy sources.  
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A goal for 2009 is that all private real estates will have a follow-up energy system, where all 

energy and water that is used is registered and controlled.  

Traveling 

In 2008, the firm has started to report on the amount of flights per year. The business trips in 

Storebrand are mostly domestic. 

Storebrand has 80 company cars. Today, 90 percent of the cars are using diesel. The cars are 

equipped with filters that contribute to reducing the local pollution from diesel cars.  

In 2006, the firm bought an electric car that is used for meetings in the community around the 

main office in Oslo. 

Waste 

Storebrand has a goal to increase the amount of waste that is recycled. In their main office in 

Oslo, the degree of sorting waste is in 2008 around 60 %. In 2005, environment stations were 

put up to recycle office material. 

Paper and water 

The goal for 2008 is to reduce the use of paper by 10%. Two efforts have been made so that 

the employees of Storebrand manage to reach the goal, 1) automatically print on both sides of 

the sheet, and 2) implement a mailbox system where the ID cards have to be used for printing. 

The use of water is frequently controlled, so that a sudden increase in the water consumption 

will quickly be detected and the cause can be found. The goal is to achieve stabile water 

consumption.  

Climate 

In 2007, the firm agreed to be climate neutral, and buys certified climate quotas, Certified 

Emission Reduction (CER) through FN’s Clean Development Mechanism market (CDM). 

Storebrand can be certain that all their efforts are according to the climate quota, and by 

supporting CDM it also supports the Kyoto arrangement.  
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5.3 Company: DnB NOR 

Introduction 

DnB NOR is Norway’s largest financial consolidated with a managed capital of NOK 1 600 

billion. The consolidated consists of strong brand names such as DnB NOR, Vital, 

Norlandsbanken, DnB NORD and Carlson. DnB NOR has 2.3 million private customers and 

more than 198 000 business customers. DnB NOR has more than 200 branch offices spread 

all over the country. It is Norway’s largest financial institution, value paper business and the 

leading real estate agency. Internationally DnB NOR has branch offices in twelve locations 

and it is one of the world’s leading shipping banks (DnB-NOR.no29).  

DnB NOR wishes to use knowledge, resources and innovation to contribute to a sustainable 

development. Therefore the firm contributes among other things through supporting sports, 

culture, aid organizations, use of microfinance help and work to increase the awareness of 

social responsibility among customers and employees. As a financial business the largest 

challenge for DnB NOR is considerations to the internal environment such as energy, paper, 

waste and transportation.  

 

History 

DnB NOR represents more than 180 years of financial history, established as Christiania 

Sparebank in 1822. The current company, DnB NOR, consist of fusions between Christiania 

Sparebank (1822), Gjensidige (1847), Bergens Privatbank (1855), Den norske Creditbank 

(1857), Fellesbanken (1920), Bergens Kredibank (1928), Postbanken Vital and 

Nordlandsbanken30.  The present company name, DnB NOR was chosen in 2003 at the 

merger of Den norske Bank (DnB) and Gjensidige NOR.  
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Employees 

Diversity & motivation 

Two important factors for DnB NOR as an employer are: 1) to create a culture that promotes 

diversity and 2) to create individual possibilities for development. As an institution that 

delivers financial services, it is especially important to have clever, motivated employees with 

different backgrounds and knowledge. To motivate the employees DnB NOR offers a broad 

specter of courses etc. and the management has annual co-worker conversations to understand 

personal needs and wishes.  

Balanced working hours 

A balance between work and spare time is part of DnB NOR’s personnel policies. One of the 

efforts made to achieve this goal is offering home PCs with access to DnB NOR’s servers.  

Seniors 

To DnB NOR it is important to keep seniors as long as possible and therefore the company 

offers co-workers over 62 years full pay for 80% work.   

No discrimination 

Equality between men and women is essential to DnB NOR. Both sexes should have the same 

possibility for development and advancement. For instance, the company is prioritizing 

women before men for management positions in cases where both applicants are equally 

qualified. 

Physical activity 

DnB NOR is trying to prevent sick leave by giving the employees the opportunity to stay in a 

physically good shape. Some of the firm’s departments have workout rooms and the firm also 

has its own sports team. The offer has led to good results with healthy and motivated 

employees, and the sick leave has in recent years been stabilized at 5%. 

Openness  

DnB NOR emphasizes open dialogue and good relations between the co-workers, and it has 

established specific meetings where the employees talk over employment related issues with 

the management.  
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Suppliers 

Guidelines for Social Responsibility in the Credit Activity 

DnB NOR wishes to make sure that human rights, employees’ rights, environment and the 

fight against corruption are obeyed. For its financial management DnB NOR has a common 

ethical platform, which builds on internationally distinguished guidelines and principles such 

as; FN’s Global Compact, OECD’s guidelines for multinational companies and the Ottawa 

convention. The firm also supports FN’s “Principles for Responsible Investment” (PRI) and 

UNEP FI’s principles. DnB NOR counts on constructive dialogue with clear demands toward 

the investment partners. 

Consequent use of Supplier’s Declarations 

To secure that the suppliers obey the regulations of human rights, employees’ rights, the 

environment and anti-corruption, DnB NOR has implemented a self-declaration form 

concerning the supplier’s social responsibility. DnB NOR will only do business with firms 

that have signed the form. 

Analyzing and Filtrating  

DnB NOR capital management also control funds and portfolios with more comprehensive 

ethical guidelines, linked to for example the environment, tobacco, alcohol, war material or 

gambling. DnB NOR barnefond, DnB NOR Global Etisk, DnB NOR miljøinvest and DnB 

NOR grønt Norden are examples of such funds. DnB NOR will not give credit to businesses 

that entails serious damage on the environment, corruption or violation of human and 

employees’ rights.  

The Equator Principles 

The Equator Principles are a set of voluntary guidelines related to environmental and social 

relations when financing projects. The principles are established as the financial business’ 

framework for evaluating and controlling environmental and socially risky relations in large 

global projects. The principles were founded in 2003 and are based on the World Bank’s 

environment standard and the social guidelines of the International Financial Institute (IFC).  
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Community/ Advocacy groups 

Plan Norway 

Plan Norway (www.plan-norge.no) works to help people in underdeveloped countries so that 

they can gain experience and resources concerning health, education, living conditions and 

creating income. The idealistic organization has three founding principles: 1) Children are in 

the center of all activities, 2) Plan Norway is an independent organization and 3) Holistic 

thinking. Dnb NOR is general sponsor of Plan Norway. 

Care Norway 

Care Norway (www.care.no) is working for equality, so that both men and women have the 

opportunity to a life according to the human rights, and also to be able to use their potential 

and resources within national, political, financial, social and cultural development. DnB NOR 

supports microfinance initiative through Care Norway. 

Norsk rikskringkastning (NRK) 

DnB NOR is cooperating with the annual charity event hosted by the Norwegian television 

channel NRK (www.nrk.no). The firm contributes with money and encourages the employees 

to help.  

Christmas gifts 

Instead of Christmas gifts to customers, DnB NOR gives away NOK 500 000 to a charity 

organization.  

Save the Children Norway 

Save the Children Norway is an idealistic organization that fights for children’s right for food, 

health and education, and to live in peace with hope for the future. Many of DnB NOR’s 

employees support Save the Children Norway (www.reddbarna.no) by giving a part of their 

salary every month. Since the agreement was made in 1987, the employees have contributed 

to giving away many millions to this organization. 
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Financing two professor candidates 

DnB NOR is financing two professor candidates in the area of finance, one in financial 

economy by the Norwegian School of Economics and Business Administration (www.nhh.no) 

and one in capital management at the Norwegian School of Management (www.bi.no) .  

Sparebankstiftelsen DnB NOR 

Sparebankstiftelse DnB NOR is the second largest owner of the DnB NOR consolidated and it 

can use up to 25% of its surplus for public aims. In 2007, this organization gave NOK 100 

millions in gifts.  

Microfinance 

Microfinance is about giving poor people the possibility to use financial services. DnB NOR 

has chosen to contribute to microfinance in ways like supporting humanitarian organizations 

involved in microfinance and by giving NOK 75 millions to commercial investments directed 

by Norwegian microfinance initiative (NMI). NMI will indirectly and directly invest in 

microfinance institutions.  

Creates value 

DnB NOR creates value by financially supporting good business ideas and helping people to 

put ideas to life. At the same time, the firm has environmental and social requirements on all 

the projects that are being financed.  

DnB NOR’s innovation prize is an important contribution to knowledge-based business 

development, where the best idea is rewarded. The prizes were given the first time in 2003. 

Preventing Financial Crime 

DnB NOR believes that it is important to prevent financial crime, and has their own entities 

that are working with fraud, white washing of money and financing terrorism. The goals are 

to make sure that customers feel that the values/money are safe, the co-workers safety needs 

are taken care of and that the stakeholders experience DnB NOR as a safe partner.  

Jobbfrukt AS 
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Jobbfrukt AS employs 350 people that would normally have problems with getting a job, 

because of drug abuse, jail-time etc. The company delivers fruits to more than a thousand 

DnB NOR employees every day. 

HÅG 

The chair-producer HÅG, is producing 100% recyclable material in the foot of most of the 

chairs. Between 40-50% of the material in the chairs that the firm receives from HÅG is made 

from recyclable materials.  

Fair-trade coffee  

DnB NOR uses coffee market fair-trade at their offices. 

  

Environment  

Paper 

To reduce the use of paper, the firm has imported electronic print, and print on both sides of 

the sheet is automatically chosen on all printers and copy machines. The employees are asked 

to think twice before printing emails etc.  

Waste and Recycling 

All electrical equipment and paper are sorted. 

Transportation 

With branch offices all over the country, there is a need for traveling and transportation. To 

avoid unnecessary emission, DnB NOR is working to arrange more video conferences and 

document sharing from the individual work place.  

Energy 

DnB NOR is buying energy from the Nordic market, where the proportion of renewable 

energy is about 60% and the fossil energy source is about 15%. 
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Products 

DnB NOR Finance offers customers climate loans with a reduced interest rate to 

environmentally concerned car buyers. The firm also offers climate neutralizing cars and 

parking lots by selling CO2 quotas approved by the UN. The offer includes DnB NOR 

Finance doing all the practical work with securing quality and purchasing quotas to neutralize 

the actual emissions.  

DnB NOR Miljøinvest 

DnB NOR Miljøinvest is the only stock fund in the North which is investing only in firms that 

are developing and producing energy from the sun, wind and other alternative energy sources.  

DnB NOR Grønt Norden 

The fund invests in companies that have a positive environment profile and it does not invest 

in oil producing companies or in companies where more than 10% of the turnover comes from 

weapons and/or tobacco. 

Climate Initiatives 

DnB NOR is represented in two external climate initiatives, Næringslivets Klimapanel and 

Klimagevinst 2020. Both organizations try to develop and keep a focus on the climate 

questions. By discussing efforts to reduce the climate gas spillage, increase energy efficiency 

and chose renewable resources the organizations wish to come up with new ideas. Through 

brain-storming, the network wants to come up with industrial answers to the climate 

challenge. 

Eco-Lighthouse Program 

DnB NOR has certified most of the larger branch offices through the arrangement of Eco-

Lighthouse Program (www.miljofyrtarn.no).  To be able to be certified the business has to 

fulfill certain routines and efforts in the areas of purchase, energy use, transportation, waste 

sorting, health, environment and security and use of water, air quality and noise.  
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5.4 Company: Telenor 

Introduction 

Telenor is a pioneer in the area of mobile communication. It is one of the world’s fastest 

growing mobile operators, and also the North’s largest television distributor. Telenor offers 

services in three business areas, mobile services, home phones and broadcasting services in 

the North (Telenor.no31).  

In 2007, Telenor had more than 143 millions mobile user’s world wide and a strong position 

in a growing broadband business in Scandinavia. The company is listed on the Oslo Stock 

Exchange, and it supplies work for about 35 800 people. The turnover in 2007 was NOK 92.5 

billion.  

The company’s values are (telenor.no); “Make it easy. Keep promises. Be inspiring. Be 

respectful.” 

 

History 

Telenor was established in 1855, and at this time the company’s name was Telegrafvæfenet. 

A lot happened in the years from 1855-1920 in the Norwegian history of communication. In 

two generations, the Norwegian society was introduced to three new means of 

communication; the telegraph (1850), the telephone (1880) and the wireless telegraph (1900). 

In 1969 Telegrafvæfenet changed its name to Televerket. In 1994, Televerket became a public 

stock company, and one year later the company changed its name to Telenor. In the year 

2000, Telenor was partly privatized and stock listed. Telenor has gone from being a strong 

national operator to becoming an international supplier of mobile services, and today the 

company has mobile operations in 12 markets all over the world. 
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Employees 

Diversity 

Diversity is an important part of Telenor’s working environment. The company employs 

people with different backgrounds, skills and education. The organization takes advantage of 

the diversity by gaining knowledge and seeing new possibilities.  

Nationality 

The employees of Telenor are to reflect the multicultural community that the firm operates in. 

When choosing people for Telenor’s management courses, the firm seeks a balanced 

composite of nationalities.  

Age 

A good mix of experienced and less experienced employees is put together at Telenor. The 

diversity of age is based on the recognition of older people’s knowledge and experience. To 

take care of seniors, Telenor is willing to find individual solutions towards the end of the 

employee’s career.  

Sex 

Telenor believes that a healthy balance between work and family life is important for both 

men and women to develop. By adjusting so that both men and women can meet their 

individual needs, Telenor wishes to increase the productivity in the company. The firm 

encourages both men and women to attend internal management programs and apply for 

positions.  

Disability 

Telenor Open Mind is a trainee-program which is especially designed for people with 

disabilities. Telenor is the firm in Norway which has most disabled people working for them. 

The Open Mind program is developed to meet the needs of disabled people and help them 

overcome the barriers of joining into the working life.  

Development 

Telenor offers comprehensive educational courses, both internal and external programs. The 

five management programs in the Telenor system are, Operational Excellence, Empower 



72 

 

People, Passion for Business, Integrity and Change and Constant renewal. All leaders are 

rewarded based on the achievement of financial goals and further development of the 

organization.  

 

Community/ Advocacy groups 

Better communication 

The telecom industry plays an important role in the social and economic development. Access 

to communication services is important in fighting poverty, illiteracy and diseases. It can 

increase the quality of life and give people better living conditions.  

Global Reporting Initiative (GRI) 

GRI is a framework for reporting on how a firm is doing business from three perspectives: 

financial, environmental and social. Telenor is using this framework to report on social 

responsibility efforts.  

Sustainability indexes 

Telenor has achieved a strong position in two of the world’s greatest indexes, the Dow Jones 

Sustainability Indexes and the FTSE4 Good index.  In 2007, Telenor was ranked as number 

one at Dow Jones Sustainability Indexes above all mobile companies in the world.  

Ethical Trade Initiative (IEH) 

IEH (www.etiskhandel.no) works for the companies’ recognition of social responsibility and 

human rights in every step of the value chain. Telenor is a member of this idealistic 

organization. 

 

Environment/ NGO’s 

Energy 

Telenor reduces energy use by 1) finding methods for reducing the energy need of the 

different network elements and 2) investigating the possibilities to deliver sustainable forms 
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of energy to base stations. The company searches for renewable energy resources and to be 

energy efficient. 

Visual pollution 

Most consumers wish to have 100% cell phone coverage, but at the same time there is a 

demand for the network poles and installations to be as similar as possible to the surrounding 

environment. It is therefore an important task for Telenor to make the network poles and 

installations as invisible as possible. To achieve this, Telenor is placing equipment on areas 

with little value, using equipment that has similar colors to the surroundings and using 

vegetation as camouflages.  

Purchases 

Telenor buys a large quantity of products and services from contractors that share the same 

social responsibility values as the firm itself. The company chooses to buy products and 

services that pollute as little as possible and therefore strict guidelines are followed when 

purchasing.  

At the office 

Telenor wishes to promote environmentally friendly ways for travelling at work, by placing 

meetings etc. at places where there are good offers for collective transportation. It asks for the 

employees to use other transportation than cars, for example bicycles.  

Environmentally friendly buildings 

Telenor’s main office is built according to sustainable environmentally friendly principles, 

which contribute to reducing spillage in the surroundings. The building is a “factor – 4” 

building and more than half of the heating and cooling in the building is covered by a 

seawater driven heat pump.  

Telenor undertakes environmental controls of all of the new buildings, so that they can 

discover and evaluate possible environmental effects or improvements.  

Environment controls  
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Efforts made to improve the environment require frequent checks. Telenor’s business follows 

the international environment standard ISO 14001. The firm is also following this standard to 

an increasing degree internationally.  

Radiation 

Telenor operates according to the World Health Organization’s (WHO) safety limits for 

planning, installation and safety notice of antenna installations. The company will seek to give 

out objective information about the danger of radiation that comes from Telenor’s 

installations, services and products.   

Waste 

Telenor is trying to reduce its use of resources, reuse equipment and give information on 

recycling. Telenor will secure sustainable waste sorting from their activities and influence the 

suppliers to do the same. 

Save the Children 

Telenor and Save the Children (www.reddbarna.no) made an agreement in 2002, to make 

internet and mobile use safer to use for children.  

Red Cross 

Telenor made an agreement with the Red Cross (www.rodekors.no) to help the organization 

to do humanitarian work. The cooperation will last until 2009, and it includes the Red Cross 

phone line for children and youth.  

The Nobel Peace Center 

Telenor has been the main sponsor of the Nobel Peace Center (www.nobelpeacecenter.org) 

since 2004. The agreement is in a broad view about communication, and Telenor has set a 

financial frame of NOK 7.5 million from the year 2008-2011. 

Global Compact (GC) 

Global Compact (www.unglobalcompact.org) was established in 1999 by Kofi Annan. The 

organization is working so that businesses are asked to operate around ten principles 

concerning human rights, working conditions, the environment and anti-corruption. Telenor is 

a member of GC. 
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European Telecommunication Network Operators (ETNO) 

Telenor is a member of the ETNO (www.etno.be) group on environment. This group’s 

primary task is to exchange information and experiences about environmental reporting, 

checks and other indicators that focus on concrete environmental questions.  

 

 

5.5 Company: The KONGSBERG Group 

Introduction 

The Kongsberg Group (KONGSBERG.com32) is an international corporation based on 

knowledge. The firm’s two business areas are Kongsberg Maritime and Kongsberg Defense 

and Aerospace. Kongsberg Maritime distributes products and systems for positioning, 

navigation and automation for merchant ships and offshore equipment, as well as products 

and systems to monitor fishing boats and fishing research. Important markets are countries 

with large offshore and shipping industries. Kongsberg Defense & Aerospace is Norway’s 

leading contractor of high technology defense systems. Both businesses have their main 

knowledge in signal processing, engineering, cybernetics, software development services and 

integration of systems.  

 

History 

The KONGSBERG Group was first founded when silver was found by King Christian IV in 

1624. The silver work and silver mines had an important and large role in Norway from the 

1600s to the early 1800s, and in 1720 The  KONGSBERG Group’s earnings constituted 

around 20% of the government budget. Because of bad times in the silver works, the company 

established Kongsberg Våpenfabrikk in 1814. In the late 1800s, the company exported the 

Krag Jørgensen rifle to the US Army. Norway’s pioneer maritime community was established 

in Horten in 1849, putting down the foundation of a strong naval yard.  

After World War II, Kongsberg Våpenfabrikk played an important role in raising the 

Norwegian industry. The company evolved from mechanical engineering to developing 
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products and targeting many markets with strict performance standards from 1960 to 1987. 

The business market consisted of defense, automotive, gas turbine, data, offshore, aviation 

and aerospace manufacturing.  

Norway’s General Naval Forces Plan was accepted in 1960, marking the beginning of 

Hortens’s electronic evolution. 

In 1987, Kongsberg Våpenfabrikk was reorganized and all activities were sold, and the 

defense activities continued under the name Norsk Forsvarsteknologi AS which forms the 

present business The KONGSBERG Group. 

In 1995, the company changed its name to The KONGSBERG Group. After some 

restructuring the group today, consists of many firms which are all compatible with the 

strategy of focusing more on the oil and gas industry.  

 

Employees 

The value of human life 

The KONGSBERG Group supports and follows the international guidelines for human rights. 

The company does not accept discrimination, for example due to gender, race, religion or 

sexual orientation. The company is against any form of trafficking and other sexual services.  

Personnel policy 

The KONGSBERG Group wishes that their work place is to be a stimulating and including 

environment. One has to treat colleagues and others with respect, and harassment will not be 

tolerated.  

Health and safety 

Health and safety of its employees are by far the most important issue of The KONGSBERG 

Group. The company believes that health and safety will create a high level of job satisfaction 

and a healthy working environment.  
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Customers 

The KONGSBERG Group will attempt to meet the customers’ needs as well as possible 

within the commercial and ethical guidelines of the firm. The customers will be treated with 

respect and integrity, because The KONGSBERG Group is dependent on building loyalty and 

trust.  

 

Suppliers 

The suppliers are treated equally and fairly, so that the suppliers understand that they compete 

for The KONGSBERG Group’s contracts on an equal footing to other suppliers.  

 

Community/ Advocacy group  

The KONGSBERG Group seeks to be a responsible firm in terms of the community it 

operates in. It shows respect for the cultures and religions in the areas where it works.  

The KONGSBERG Group is against all sorts of corruption, because it would ruin both the 

company’s reputation and the free competition market.  

 

Environment/ NGO’s 

Energy 

The KONGSBERG Group uses energy such as, electricity, district heating, gas and oil, in 

connection with production and office activities. The district heating system in Kongsberg 

Industrial Park provides energy to several of the group’s companies. The company strives to 

reduce the energy use and to find alternative energy sources.  

Chemicals 

In certain parts of the production, The KONGSBERG Group is using chemicals which are 

damaging to the environment. The usage of chemicals is reported in The KONGSBERG 

Group’s in-house system.  
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Waste 

The waste volumes are reported in The KONGSBERG Group’s in-house environmental 

system. In the report, the waste is broken down by categories of waste, and waste for 

recycling divided into recycling divisions. The company works to increase the efforts of 

source separation of firms located in the area of Kongsberg Industrial Park. 

CO2-spillage 

From the incineration of oil at Kongsberg Industrial Park the company causes CO2-pollution. 

The Group emits little to the outdoor environment, but the goal for 2008 is to take actions and 

reduce the CO2 spillage. 

 

5.6 Summary of the Companies Stakeholders and CSR Motivation 

 

The table below is developed from the author’s impression based on the findings of the 

research. The table shows the five companies and the collection of stakeholders that seem to 

be at most value to the investigated firms. The stakeholders who are considered to hold the 

highest values are the employees, the customers, the suppliers, community/ advocacy groups, 

the environment/ NGO’s and the owners.  

The author has chosen to grade the firms on a scale from 1-5, where 1 is very bad and 5 is 

very good, on the basis of the firms’ behavior towards the different stakeholders. The grading 

will be thoroughly substantiated in chapter six, the analysis.  
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Company 

name Employees Customers Suppliers 

Community/ 

Advocacy 

groups 

Environment/ 

NGO’s 

Owners 

 

Sum: 

Stormberg 5 4 5 5 5 4 28 

Storebrand 4 3 3 5 4 5 24 

DnB NOR 4 1 3 5 4 5 22 

Telenor 3 1 1 4 4 5 17 

KONGSBERG 

Group 4 3 2 3 4 

5 21 

SUMMARY OF STAKEHOLDER/CSR INTERESTS OF THE INVESTIGATED FIRMS 

FIGURE 17 (THE AUTHOR 2008) 

 

Chapter 6: Analysis 

 

Chapter six is used to analyze the findings researched in the previous chapter. The companies; 

Stormberg, Storebrand, DnB NOR, Telenor and The KONGSBERG Group are all 

international firms, which means that they either trade internationally or work together with 

foreign suppliers. The five cases are compared for similarities, contradicting factors and 

results. They will be critically looked upon for factors that need to be improved for future 

sustainability.  

The Stakeholder Theory and the CSR motivators of the five companies’ will be analyzed. 

From the investigation, one can find that the most important stakeholders are the employees, 

the customers, the suppliers, the environment, the community and the owners. According to 

the fiduciary duty, managers have a duty towards the shareholders to make the business as 

profitable as possible. Therefore, the owners have not been included in this analysis because it 

is naturally considered the most important stakeholder. The idea of The Fiduciary Duty and 

The Stakeholder Theory is that by managers to involve the different stakeholders in its 

strategy, it will become a more profitable and solid organization. All of the firms can be 
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viewed as Norwegian pioneers when it comes to implementing The Stakeholder Theory and 

CSR-strategies, not laggards. 

 

6.1 Stakeholder Theory 

According to Freeman’s Stakeholder Theory, all stakeholders should be taken into 

consideration in the firm’s decision-making process, but in practice it seems a little different. 

By analyzing the reality, one can see many ways of implementing The Stakeholder Theory. 

All of the analyzed firms are considering some stakeholders to be more important than others. 

For example Stormberg makes a lot of effort to make sure that the suppliers in China are 

treated with respect in every step of the value chain, while Telenor does not seem to have the 

same focus. While all of the analyzed firms believe that the employees are one of the most 

important stakeholders and resources that the companies have, there seem to be more 

disagreements around the customer’s importance to the firm.  

 

6.1.1 How Companies Implement Stakeholder Theory 

The Stakeholder Theory brings out the importance of the firm’s surrounding environment – 

and not only the profitability to the shareholders. Although the theory states that all 

stakeholders are of equal value, the reality seems to be a little different. Naturally, some 

stakeholders are more emphasized than others, and which stakeholders are valued as the 

important ones varies from firm to firm. This is an individual and subjective view of the 

management, concerning which stakeholders that are the most significant ones for a firm’s the 

success and survival. From chapter five, one can see that the analyzed companies consider 

some stakeholder groups as more important than others. The stakeholder groups that stand out 

are: employees, customers, suppliers, community/ advocacy groups and environment/ NGO’s. 

The companies did not value the stakeholders equally, but these five groups were the groups 

that with few exceptions were repeated.  

From the table in chapter 5.6, one can see that all companies values the employees as a 

significant resource in their strategy. One can also see that Stormberg, Storebrand and The 

KONGSBERG Group believe that the customers are an important part of the firm’s strategy, 

while DnB NOR and Telenor do not look at the customers as an issue or resource that needs 
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much focus. It is quite disturbing to see that Storebrand, Stormberg and The KONGSBERG 

Group are the only three out of five businesses that are concerned about its customers, when 

customers are the bases of a firm’s existence. 

 Stormberg, Storebrand and DnB NOR are all concerned with their suppliers and to do a good 

job by controlling every step of the value chain, while both Telenor and The KONGSBERG 

Group do not have any strategic concerns towards this group. Some of the issues that have 

been most damaging for Telenor’s reputation and brand name are concerning the way the 

company treats its suppliers and the company’s disrespect for the international human rights. 

Telenor has not had well implemented routines toward the suppliers and their working 

conditions. In May 2008, an unacceptable working environment, pollution and child labor by 

one of Telenor’s suppliers, Grameenphone in Bangladesh, was revealed by a documentary 

shown on TV. The documentary uncovered the true and dangerous situation that the 

employees of GM were working in. From May 2007 to May 2008, there have been accidents 

where eleven employees from Telenor’s suppliers have lost their lives33. Today, Telenor is 

carrying out efforts to make the situation better, but with number of lives on their conscious 

the Telenor brand name might be damaged for life.   

All of the five analyzed companies are aware of their responsibility towards the community 

and the environment as a whole. The Norwegian companies are contributing to a sustainable 

internal and external community, and by helping those in need the companies show respect 

and give back to society. The environment is getting an increased focus because of the global 

warming that is partly caused by the high competitiveness in business. The high competition 

between global companies is causing pressure to produce as cheap and efficiently as possible. 

With these high standards, one can for example see Norwegian fish, caught in Norway, being 

shipped to Asia to be packed and then shipped back to Norway for sale. The environment 

concerns all people living on this earth and therefore one has to respect and take care of it.  

 

6.2 Stakeholders and Corporate Social Responsibility Motivators 

There are many ways to implement a CSR strategy, and as mentioned before, the five 

analyzed companies in this thesis are all pioneers in the field. The companies have different 

qualities and different ways to implement the CSR strategies. As mention in the previous 
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paragraph there are five stakeholder groups that are considered the most important and 

therefore receive the most attention. In this section, the different CSR efforts, towards the 

stakeholders, made by Stormberg, Storebrand, DnB NOR, Telenor and The KONGSBERG 

Group are evaluated. 

For the pioneers on CSR, ethical guidelines will be a competitive advantage. For the laggards 

CSR will be a goal to reach. While for the “bad guys” the lack of CSR will give the 

authorities a reason to stop them from doing business (Mediaplanet, ed. 6, p.14).  

6.2.1 Employees 

Employees are one of the resources that stand out as significant for all the firms. Storebrand, 

DnB NOR, Telenor and The KONGSBERG Group are valuing individual development and 

employees safety as important factors. These four companies are emphasizing that the staff 

are pleased with the business environment and that there will be room for diversity and 

openness in the firm. Stormberg is taking the employees’ satisfaction to a higher level since at 

this company the employees are kept happy and pleased by caring for each other. Stormberg 

is caring for others, both internally and externally, and with this in mind the manager of 

Stormberg, Steinar Olsen, started a recruiting program called “back to life”34. The “back to 

life” program has given Stormberg clever, loyal and stabile co-workers and a really low sick 

leave. Mr. Olsen believes that social responsibility and an including business culture walk 

hand in hand. Mr. Olsen says; “we do this because it is the right thing to do. At the same time, 

our experience is that it is profitable to recruit former drug abusers and inmates. It gives us a 

solid and stabile organization which can focus on taking market shares” (translated from 

Norwegian35).  

Stormberg also provides inmates with help to start fresh when their time in prison is done. By 

offering working practice and possibilities for a permanent job, the management at Stormberg 

motivates inmates to make a better transition to “normal” life. Stormberg is grateful to have 

the opportunity to help people in the local society. Further Mr. Olsen says; “This is a 

recruiting process that we have never regretted” But, Mr. Olsen does not try to cover up the 

fact that there are strict guidelines regarding efforts and results that need to be followed when 
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a person is hired at Stormberg. Mr. Olsen believes that Stormberg’s recruiting process gives 

the firm loyal employees that “never” leave the company36. 

DnB NOR does something similar to Stormberg’s “back to life” program. Jobbfrukt AS 

provides employees at DnB NOR with fresh fruits every day. The company employs 350 

people that would under normal circumstances have problems getting a job. To have a 

customer as large as DnB NOR means a lot to the survival of Jobbfrukt AS. The agreement 

can be looked upon as a win-win situation where it not only gives the employees at DnB NOR 

healthy fruits everyday, it also gives them the happiness of helping others in a less fortunate 

position than themselves. 

Satisfaction among the employees is an important factor in the line where Storebrand does 

business and the company’s personnel policies include continuous development so that the 

workers need to be challenged is maintained. To make sure that Storebrand’s employees see 

the firm as a good place to work it collaborates with Great Place to Work Institute Norway.  

The management at Stormberg, DnB NOR, Telenor and The KONGSBERG Group all depend 

on dialogue between the managers and the employees. DnB NOR and Stormberg also 

emphasize openness and honesty in the organization.  

The salary system at Stormberg reflects its will to implement and create stability and a good 

team spirit. All employees, included the manager have an equal basis salary of NOK 250 000 

a year. The workers are paid a monthly bonus based on their function, position, how long the 

employee has worked for the firm etc. All employees at Stormberg have got better wages than 

the average salary in a similar business37.  

Storebrand emphasizes diversity and equality among its employees. The firm has a policy on 

senior workers where age has no discriminatory influence on qualifications. In 2002, the 

average age for quitting a job in the company was 36. Today, Storebrand often hires people 

over 50, because these people will probably stay employed until retirement age38. The 

company believes that seniors are good business because it provides the company with 

qualifications, experience and history. DnB NOR and Telenor are also focusing on diversity 

and both companies do not tolerate harassment or discrimination. The three companies 

believe that diversity gives a broader base of knowledge.  
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About 850 employees at DnB NOR are contributing to Save the Children’s work in 

Guatemala. The employees give an amount from their own salary every month and in 2006 

they gave away NOK 650 000. “To me, this is one of the most giving things I do”, says Erik 

Ottinsen from DnB NOR Finance Union39.  

To keep the employees at DnB NOR motivated and healthy the company offers sponsorship 

to the employees that wish to stay in shape by exercising. The company also provides the 

employees with fresh fruit every day and the managers of the firm believe that balanced 

working hours are vital for the welfare of the staff.  

A wage compensation is used to award, influence and strengthen the desired culture and 

values of Telenor. A disciplinarian group called the Compensation Committee decides the 

standards for salary and fringe benefits in Telenor consolidated.  

The most important factors for The KONGSBERG Group are the value of human life and the 

health and safety of the employees. For example, in 2003 Al-Qaida challenged Muslims to 

attack Norwegian targets in Muslim countries like Dubai, Kuwait and Saudi-Arabia. 

Throughout the time that the incident was happening, The KONGSBERG Group recognized 

the danger and took the threat seriously40.  

Stormberg, Storebrand, DnB NOR, Telenor and KONGSBERG all believes that in order to be 

a successful employer, they need to create a working environment that is characterized by 

well-being, possibility for personal and professional development and a low degree of sick 

leave and injuries.  

When the firm is focusing on socially responsible activities it will often have a positive 

impact on the employees. Many people are not only working for their salaries. They also work 

because they believe that it is important and they would like to make a difference. Young 

people and newly graduated students often apply at companies with a good reputation, 

according to many surveys. Many business schools have their own classes for CSR. The 

companies that manage to draw students and other employees to their companies would most 

likely end up with reflective co-workers, while companies with a poor reputation would have 

more difficulties in the recruiting process41.  
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6.2.2 Customers 

All of the five analyzed companies are dependant on consumer satisfaction and loyalty to 

survive. The importance of the products’ value, whether it is the quality of a Stormberg jacket 

or the cell-phone coverage of the mobile phone, the price of the product needs to measure up 

to its costs. One can say that: quality/cost equals the customer’s understanding of the value42. 

The firms have to be able to fulfill the promises that are given to the customers since first then 

the customers are satisfied.  

With this in mind, it is quite disturbing that only three of the companies value customers as 

one of the most important stakeholder groups. Stormberg sells good quality clothing at a 

medium price, and with this strategy they are meeting the needs of the Norwegian consumers. 

Storebrand also values the customers as a significant stakeholder, and the company is very 

customer oriented and has a goal to become one of the best companies, on customer 

satisfaction in its business area. Finally, The KONGSBERG Group tries to meet the 

customer’s needs as good as possible within the ethical guidelines of the firm.  

Both DnB NOR and Telenor have received bad publicity on how the two companies act 

towards the customers. For example, at the DnB and Gjensidige NOR fusion in 2004 some 

problems occurred. When DnB NOR redirected the online banking system, private and 

business accounts automatically were joined together in one online bank. For the customer, 

Ingvild Marie Skrivervik, this turned out to be a problem because every time one of her 

employees was about to use the company account, her private account was also shown43.  

In 2007, DnB NOR customers were victims of a scam where they got an email from 

somebody who claimed to be DnB NOR managers. They asked customers to give out private 

information because of trouble with the company’s database. At the time of this crisis, DnB 

NOR was quick to reply, both online and in the paper, and inform the customers about the 

swindle44. When discovering a scam like this, it is vital that DnB NOR takes actions quickly, 

so that the company’s credibility does not get too much damage. Dnb NOR is a company that 

is dependent on the customers’ trust and reliability, otherwise the customers would not rely on 

the bank to manage their assets.   
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In 2008, DnB NOR again received bad media coverage. The company had made a tax-

mistake and the customers did not get the right deduction on the tax papers. DnB NOR 

handled the situation by publicly apologizing and writing a letter to the customers involved, 

but the customers themselves had to correct the mistake45. These accidents made DnB NOR 

look unprofessional to many of its clients.  

A current situation in DnB NOR is that Bankklagenemda (www.bankklagenemda.no) is 

looking into complaints considering two of DnB NOR’s savings products, DnB NOR Global 

and DnB NOR Sektor. The panel suspects that more than NOK 14 billion of Norwegian 

consumers’ savings can be lost, and that the customers should receive full compensation46.  

DnB NOR is the owner of Postbanken, and the companies offer two equal products, the only 

difference between the products is that one of the products is cheaper. DnB NOR’s advisers 

have received bad publicity because of the provided help to the customer. If a customer asks 

one of the advisers at DnB NOR he/she will sell the customer the product from DnB NOR, 

even though this is not the best opportunity for the client. These two equal products have been 

priced differently since 2004 and are today priced equally after DN.no confronted the 

information director at DnB NOR47. Information about a product that has been on the market 

for many years makes the credibility and loyalty toward the bank decrease. To be more 

trustworthy, the bank should have been the one that corrected the mistake before it became a 

public issue. The honesty and credibility of the company have been weakened.  

Telenor has also had difficulties and the gathering of bad publicity is not unknown to the firm. 

The company does things that are easy to criticize. Because of the size of the firm and lack of 

equally powerful competitors, the company can get away with many unethical actions. For 

example, Telenor customers feel tricked as Telenor wants to charge use of ADSL by the 

minute. This would make the expenses for the consumers much higher, and Telenor would be 

the only company in the world charging internet use this way48.  

In 2006, Telenor had trouble with one of their services, ip-telecommunication, Telenor 

publicly apologized to the customers that had experienced difficulties and offered them 

compensation for the inconvenience. Telenor took the issue in its own hands before the media 
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managed to publicly embarrass the firm and darken the brand name49. This gives a signal of 

great self insight and respect for the customers.   

 

6.2.3 Suppliers 

Stormberg is known for their interest and responsibility toward its suppliers, while Telenor 

has a reputation of ignoring their suppliers.  

 According to Kleppe (MediaPlanet, edi. 6, p. 8) Mr. Olsen (Stormberg) states that “it is 

important to show that one cares about the manufacturers’ working conditions”. Mr. Olsen’s 

experience is that it is important to have a close and long term related connection to its 

suppliers, because it gives the management more influence and the opportunity to have a 

positive impact on the business. If one treats others in a good way, more stabile working 

conditions and better knowledge are achieved. Further Mr. Olsen says; “everything has a 

connection, and one has to show with actions that it is not only pretty words”. 

Storebrand has developed a central division of purchase so that it will be easier to save costs 

and check that the company’s ethical guidelines are being followed by the investors.  

When doing analyses of the companies, DnB NOR makes sure that they do not invest in 

unethical organizations. The different ethical criterions are based on quantitative and 

qualitative data in addition to direct contact with the companies. With help from this method, 

DnB NOR is able to identify companies that are suspected of not following the firm’s ethical 

platform. When using this method, DnB NOR tries to influence other investors to a more 

ethical behavior. If DnB NOR’s influence and bargaining does not lead to an acceptable 

solution, the investment will be put on hold, and the investor will be excluded from DnB 

NOR’s investment portfolio until the right efforts has been made (www.dnb-nor.no).     

Telenor has recently experienced difficulties because of their lack of control upstream in the 

company’s value chain. As mentioned previously, one of Telenor’s suppliers in Bangladesh, 

Grameenphone has been accused of child labor and extremely dangerous working conditions. 

One of the employees of the company Grameenphone lost his life when working on one of the 

products that later would be delivered for Telenor. This incident happened the same year as 

Telenor was awarded the highly prestigious Dow Jones Sustainability Index. The company is 
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reminded what a small world it is operating in and the brand Telenor is on the front page of 

practically every paper in Norway.Telenor has experienced the hard way that good reports 

and intentions are not enough if the company can not follow through and take action. In the 

period May 2007 to May 2008 eleven people have lost their lives working for different 

Telenor suppliers. 

It can be costly or in some cases impossible to repair damages. One of the major mistakes that 

is being made is Norwegian firms are boycotting their collaboration with the supplier when 

discovering unethical activities. This will only make it worse for the employees and owners of 

the firm. Mr. Båge believes that it would have been better if the company said “we have let 

them down in our support”, and then sent expertise to help out. One has to be in business to be 

able to develop (translated from Norwegian. MediaPlanet, ed. 6, p.17). 

On a world basis, two million people die every year from job accidents. 160 million people 

have job related injuries or sickness. 270 million employees have been examined for work 

related accidents every year, and according to ILO (International Labor Organization) these 

incidents could have been avoided if the companies were following a good ethical standard50.  

 

6.2.4 Community/ Advocacy groups 

The five analyzed companies; Stormberg, Storebrand, DnB NOR, Telenor and The 

KONGSBERG Group, are all interested in taking their part of responsibility in the 

community, whether it is local or international. Some of the contributions are activity days, 

financial projects etc.  

The KONGSBERG Group is taking responsibility by taking a stand on two important issues, 

corruption and trafficking (www.kongsberg.com).  

Stormberg is taking part in the local community by supporting four shelters for abused 

women in Kristiansand. The money provided is used on the women’s children. Once a year, 

Stormberg arranges a trip for the abused women and their children.  

Financially, Stormberg’s contributes with 1% of the firm’s turnover to an idealistic 

organization. The company is one of the ten largest contributors to SOS Children’s Villages. 
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The manager of Stormberg Steinar Olsen gives the following answer to a question on whether 

or not CSR has a positive impact on the bottom line. “I do not have a doubt in my mind that 

CSR is profitable – for the employees, Stormberg’s partners and for the bottom line” 

(translated from Norwegian51).  

Storebrand believes that it is able to respond to the global community by not investing in 

profit making activities that include child labor or weapon production. 

Telenor is socially responsible by creating means for better communication in society. In 

2007, Deloitte did a survey on positive effects of mobile communication in Bangladesh, 

Malaysia, Pakistan, Thailand, Serbia and Ukraine. The findings gave indications of a 

correlation between the extension of mobile use and the increase in GDP growth rate. In 

developing countries, 10% larger mobile use gives an increase in GDP growth rate up to 

1.2%52. The survey shows that the mobile business leads to increased productivity, economic 

welfare, better education and health, more efficient help in catastrophes and better conditions 

in small towns and for people with a low income.  

The KONGSBERG Group works systematically to report on energy and chemical 

consumption, and sorting of waste. It is important to be aware of the challenges of the firm, 

and seek information on how to make improvements. At The KONGSBERG Group, 

Corporate Social Responsibility is about having respect and taking care of the communities 

which are affected by The KONGSBERG Group’s operation (www.kongsberg.com).   

All of the analyzed companies are engaged with one or several idealistic organizations that 

will give guidance and advises on how to behave and help others. It seems like Norwegian 

companies are good at donating money and other financial resources. The will to give is large 

and from this analysis one can see that Norwegian companies want to help out poor people in 

the third world.  
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6.2.5 Environment/ NGO’s 

The expectations from the Norwegian government and the Norwegian society are getting 

larger as the stream of available information increases. It is unacceptable if Norwegian 

companies are participating in actions, in other countries, that would be illegal in Norway. 

According to the Norwegian Environment and Development Minister, Erik Solheim; “the 

Norwegian companies are not about to take advantage of weaker cultures with less 

environmental demands and controls, or overlook the environmental consequences caused by 

the firm” (translated from Norwegian53). 

Even though the analyzed companies’ primary business area is Norway, the firms also wish to 

take part of the social responsibility with a global perspective and therefore the firms 

collaborate with different globally idealistic organizations.  

Storebrand and DnB NOR are both knowledge firms and therefore the pollution is small. The 

spillage does not come from production, but this does not mean that the companies do not 

pollute. Use of water, energy and traveling are the largest burdens. Stormberg, Storebrand, 

DnB NOR, Telenor and The KONGSBERG Group are all determined to reduce 

environmental waste by decreasing the consumption of energy and paper, by sorting the 

company’s garbage, recycling electronic waste, environmentally friendly traveling and water 

consumption.  

For Storebrand and DnB NOR, the indirect responsibility when investing in other companies 

is taken into consideration. In the long run, climate changes and sustainable development 

might influence Storebrand’s insurance business and DnB NOR’s banking business.  

Stormberg, Telenor and The KONGSBERG Group are all companies that are producing and 

selling products, and naturally the companies are responsible for more pollution and waste 

than the other two companies. Stormberg is being socially responsible by producing clothes 

that are as environmentally friendly as possible. The company is also using time and effort to 

further development of their production line, so that in the future the clothing will be even less 

polluting. The packaging used at Stormberg is carefully considered and paid so that no more 

cardboard etc. than necessary is being used (www.miljofyrtorn.no). Also, a recycling system 

with clothes is arranged between Stormberg and its customers. The agreement gives 

                                                           
53

 Tema avis, Media Planet, 6.edition 2008, p.2 



91 

 

customers a certain amount of money when returning the used clothes at Stormberg’s outlet. 

The recycled clothes are sent to people in the third world. 

The KONGSBERG Group is carefully considering the firm’s use of energy, chemicals, waste 

and the CO2 spillage, and the firm has as a goal to reduce these four factors as much as 

possible.  

Because of the large amount of products and services that Telenor is delivering, small changes 

in behavior can make a large impact on the surroundings54. It is therefore important that 

Telenor gives information to customers on environmentally friendly ways of using the 

products, and the recycling of old products. Telenor wishes to be a part of the global solution 

by phasing out old technology and developing new technology, together with changing its 

own habits and routines. Telenor has a goal to reduce the burden on the environment by 

increasing the energy efficiency in buildings and network operations and to increase the 

purchase of sustainable energy sources. Telenor is cooperating with Hydro and the intention 

with the cooperation is to find new possibilities for environmentally friendly (hydrogen, wind 

and sun energy) base stations. Telenor considers the consequences on the environment when 

buying products and services.  

The environment is getting an increased focus in the media and otherwise in society. The 

attitude to protecting the environment has changed dramatically in the last decade. The main 

reason for this is the increased consumption and globalization of businesses. This is a 

responsibility that concerns the whole world, and there are a lot of evidences that points out 

how the earth will become if the people living here are not willing to change. Many 

companies are taking part in this movement because it concerns the future and our 

descendants. There is proof that the world is changing, glaciers are melting and the average 

temperature is rising. Therefore everyone is responsible to make changes for the earth to 

survive.  
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6.3 Critiques and Comments 

When analyzing the companies, Stormberg, Storebrand, DnB NOR, Telenor and The 

KONGSBERG Group one can see that not all of the firms are as socially responsible and 

ethically aware as the firm’s strategy promotes. From this research, one can say that there are 

two main issues that repeat themselves in the study. The first is serious businesses that 

overlook important stakeholders like the customers and the suppliers. The second major 

mistake that continuously is being made is that the business strategy is promising more than 

the company can deliver.  

The businesses that stand out in these two fields are Telenor and DnB NOR, which are both 

two large companies in the Norwegian telecom market and the Norwegian banking market. 

Both of the companies have well though out CSR strategies, with a focus on the different 

stakeholders. Hence, the media coverage of the two firms is often negative. The issues have 

been everything from dishonesty towards customers, to dangerous working environments of 

suppliers in underdeveloped countries. The media appearance of a company and its 

recognition depend on a mixture of the firm’s brand identity and the way it acts. An article 

from Boston Globe states that by doing something good for the whole society, the firm will 

build the company’s reputation and further develop its employees. In today’s market it is 

important to develop a more global way of thinking and be able to work outside of one’s 

“comfort zone”55.  

Without customers, no business is able to survive. To keep the customers satisfied and loyal 

are two major necessities for a business financial success. The brand association and the 

reputation of the firm will influence the consumers to support or not support the firm. One of 

the partners in Ernst & Young, Terje Klepp, believes that by being socially responsive in the 

global market the firm will both strengthen its brand-name and lift its knowledge to a higher 

level by learning from other environments, cultures and businesses (translated from 

Norwegian56. A firm’s social responsibility and reputation are closely related, especially since 

CSR can help to give a company positive media coverage. Many companies are implementing 

CSR in order to improve the company’s value, brand and reputation.  

It is not enough to have a good CSR strategy, the firm also has to live by The Codes of 

Conduct. Telenor is one of the companies that have problems with full implementation of the 
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company’s CSR strategy. For instance, it is a paradox that the same year as Telenor is ranked 

as number one on the Dow Jones Sustainability Index, it receives criticism for behaving 

unethically towards its suppliers and customers. A survey done by MMI Synovate in 2008, 

shows that Telenor is one of the sixth most disliked companies in Norway57. The company’s 

reputation is slaughtered by the Norwegian people and even the public railroad company, 

NSB has a better repute than Telenor58.  

The same tendency can be drawn from DnB NOR’s appearance. As mentioned above, this 

company also has a good CSR plan, but still it seems like the strategy is not functioning in 

real life. Both companies have put a lot of resources into developing a strategy, but they have 

troubles living as ethically as intended by the CSR strategy. It seems like Telenor and DnB 

NOR do not understand how much work it is to properly implement such a strategy. By a 

company’s need to flag a poorly implemented CSR strategy it might harm the company’s 

name more than it would if it had had no such strategy at all. The priorities of resources are in 

many cases lying on the financial bottom line, and not on the triple bottom line59 and therefore 

the strategy is not implemented throughout the entire firm.  

According to Christina Båge at ETHOS international AB60 companies are failing in the 

implementation of CSR because it is not operated into the firm’s strategy. Further she is 

saying that when CSR is done systematically, one will save a lot of money. Stefan Midteide, 

Senior Consultant for corporate social responsibility at DNV Industry believes that “by 

having close relationships to the suppliers one develops good radar and avoids the big 

surprises”. Solrun F. Skjellum, Senior Manager of Ernst & Young AS states that the CSR 

work has to be implemented in the strategy of the firm and to be a continually controlled 

process. She also suggests that one classifies suppliers in risk categories. This way one can be 

extra careful on the risky firms. She recommends that both announced and unannounced visits 

are needed.   

Some businesses are afraid to flag their CSR efforts or good deeds because it may seem like it 

is only a business strategy. The efforts are selfish and money related. The companies that say 

that they are socially responsible raise the expectations of the public. If the media understand 

that one of the companies that brag about their support for idealistic organizations does 
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business with suppliers that uses child labor, the damage will be huge. The higher the 

expectations, the higher the fall would be. The only way to prevent this from happening is to 

implement CSR into the core of the firm. The way to avoid a situation like this is to 

implement the CSR thinking and strategy in every division in the firm and every step of the 

value chain. If the intention is good and honest the business will appear as credible.  

Examples of this are Telenor and DnB NOR which are sponsoring many idealistic 

organizations, but somehow the two firms manage to have little credibility from the 

customers. Thus, good deeds have to correlate with the rest of the firm’s policy. It looks really 

bad getting caught with your pants down, compared to coming clean yourself. An example of 

such a situation is Telenor’s collaboration with Grameenphone in Bangladesh.  

This leads to the question: do the Norwegian companies care about the people in need, or are 

they just in it for the business? Are the companies just helping idealistic organizations to gain 

a better reputation or do they really want to make a global change? Let us assume that 

Norwegian companies are so cold that the businesses are only in it as a strategic option to 

build their brand name. Does it matter if the company’s “heart” is not in the best interest of 

the people in need, but is in the interest of the firm itself? Even if the interest of the firms is 

not genuine, but more a financially move, the CSR efforts are still going to help people in 

need. Instead of analyzing the good and the better firms, one should maybe accept the created 

win-win situation. Where all parties are satisfied, the business will get positive media 

coverage and people in the third world will get financial help. 

 

 

Chapter 7: Conclusions and Implications 

The researcher investigated five Norwegian companies that all seemed concerned with the 

social responsibility and the issues related to this matter. From the survey, I found that even 

though all of the firms are socially concerned they only include some of the stakeholders in 

their business strategy. The most shocking findings were that three of the firms involved had 

customers involved in The Corporate Social Responsibility strategy, even though the 

customers are one of the most important factors for a business to survive. All of the 

companies were concerned about the employees, the environment and almost all the firms 

were supporting some idealistic organization.  
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Through the investigation of the theories of Ethics and Culture, Stakeholder Approach and 

Corporate Social Responsibility, one has found that they are all carefully linked together. It is 

hard to talk about one of the theories and not mention at least one of the others. The theory of 

ethical behaviorism has been more talked about according to humanity and individual rights, 

and not so much as a business strategy, until Corporate Social Responsibility started receiving 

an increased focus in the society. More and more businesses are criticized or lifted from 

articles written on, for example, child labor, bad working environment or unethical 

investments or good working conditions and ethical investments. Because of increased focus 

on social responsibility and caring for the people around us, many businesses are forced to 

change their strategy. There are many different ways to implement a Corporate Social 

Responsibility strategy, but in this thesis I have chosen to take a look at the stakeholders of 

the firms, Stormberg, Storebrand, DnB NOR, Telenor and The KONGSBERG Group. With 

an increased competition in the market the strategy of respecting the stakeholders can lead to 

advantages like attracting and keeping competent employees, building a strong brand name 

and giving the firm a large credibility.  

The value of Corporate Social Responsibility has not changed much since the 1950’s. In 

addition to satisfying shareholders and make the business as profitable as possible, the 

managers also are to satisfy the social and environmental challenges that are placed in society. 

Although the strategy has not changed over the years, one can see that the theory has become 

more related to Porter’s Stakeholder Theory. The Stakeholder Theory focuses on the reason 

for the firm’s survival and on why it survives. The stakeholder groups surrounding the 

business are the reason for the firm’s existence. There are many different views on which of 

the surrounding groups that are the most important ones. Some people might say that the 

investors and owners are the groups with the most important influence, while others believe 

that the customers, employees and suppliers etc. are the most important ones. The father of 

the Stakeholder Approach, Michal Porter, believes that all of the groups are equally 

important. Corporate Social Responsibility are more focused on the employers, customers, 

suppliers, NGO’s  and the community. The belief of companies using a Corporate Social 

Responsibility strategy is that they will increase their profit by saving costs on, for example, 

high turnovers and a good reputation. This will in turn lead to long term profit maximizing. 

Looking at the five companies analyzed in this thesis one can see that the companies have 

implemented a strategy that builds upon the wish to respect the stakeholders and this way 

survive and prosper. Some of the companies are doing a really good job and are helping out in 
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both the local and international society, while some of the companies do not manage to fully 

implement such a strategy. The general public understands that for these firms the wish to 

help the environment is financially motivated. Even though the company is doing something 

good it can then be experienced negatively by others.  

Free float of information, globalization, increased transparency, mangers’ personal values and 

employers/customers demand for a socially responsible company can be looked upon as some 

of the main motivators for the Corporate Social Responsibility theory.  

Some people are criticizing social responsibility and believe that it is only motivated by the 

desire to cover up or hide something else. While others again think that it is a waste of the 

owner’s money.  

To give a short summary, one can say that all of the firms wished to appear socially 

responsible to their employees and the public, and to some degree the companies also will be 

looked upon as concerned about the third world and therefore donate money. While some of 

the companies like Stormberg, Storebrand and The KONGSBERG Group managed to come 

across as believable and credible, Telenor and DnB NOR are not that fortunate. Telenor and 

DnB NOR are companies that are both doing a lot of things right according to their CSR 

strategy, but the companies have not managed to fully implement the strategy and they are 

often attacked by the media with bad publicity. At the same time, the companies are not 

concerned enough with the customers and therefore the companies’ reputations are really bad.  

Storebrand and Stormberg on the other hand are receiving a lot of good publicity in the media 

on both articles and press releases. The companies have managed to fit their business strategy 

to the core of the business, to the mind of the employees. This way the companies can gain an 

advantage from the CSR strategy in having satisfied and proud employees, a good company 

brand and using the success to help poor people in under-developed countries.  

Future research on the topic of CSR should take an even closer look at the connection 

between Corporate Social Responsibility and the different Stakeholder Groups. It should also 

try to discover and map the link between social responsibility strategies and the financial 

value. It would be interesting to develop a budget of cost savings, due to the Corporate Social 

Responsibility. 

Also it could be interesting to view the cost for Telenor and DnB NOR in connection to their 

poorly implemented CSR strategies. And compare the value of for example Stormberg’s 
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advantages related to CSR, and Telenor/DnB NOR’s cost related to the lack of CSR. This 

way, one could try to map the costs and savings, and evaluated if it CSR creates financial 

value to a corporation.  
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